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How Esso Uses Creative Thinking to Improve Business 








Printed receipts in central office @ Full torque at low speeds for ac- 
increase efficiency, avoid record curate ‘topping off’’ measurement 


errors ; ; . 
@ Simple design with no complicated 
Proved in multiple tank truck load- mechanisms 


ing operations 

@ Operates on power from standard 
lighting circuit, placing no gener- 
ating load on meter 


Dependably accurate remote 
counter readings in all specified 
speed ranges 


@ Safe explosion proof transmitter 
Available with built-in remote con- 


trol of shutoff valves, pump motor ®@ Low installation and maintenance 


starter, etc. costs, low power consumption 


Ask the Brodie Metering Specialist near you for full details—and new descriptive bulletin 


ALL-STEEL— 


DIE Bier” METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 2, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, tll. 221 9th Ave. N. 5401 E. Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 








The Balding Eagle will sell tires 





as well as your premium gasoline 


In April, Ethyl’s ““Road Birds” will work 
harder than ever for you. The Balding Eagle 
will punch home to millions of magazine 
readers the dangers and annoyances caused 
by worn tires. 

And your premium-gasoline salesman, 
the Smart Bird, will show motorists how 
service stations can help avoid tire trouble. 
He says, ‘Replace tires when the tread 
wears thin’’. .. and is shown having a new 
tire mounted in a service station. 


? 


ETHYL CORPORATION 


NEW VORK 17, N. Y. 
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Of course, the Smart Bird also does a 
strong selling job for your premium gaso- 
line. As usual, he points out that using your 
best gasoline adds extra performance, power 
and pleasure to driving. « 

The Balding Eagle is the first of several 
‘Road Birds” that will help sell TBA as 
well as premium gasoline during 1956. Your 
Ethyl representative will be glad to discuss 
this series with you. He’d like to make this 
Ethyl service of greatest value to you. 
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“reat Coupling © nel 


KAMLOKS positive seal all along the line assures greater 
safety in handling any type of liquid. A perfectly tight no leak 
connection is made in seconds by sliding coupler over adaptor, 
then pressing cam levers. No threads to engage, no twisting 
friction against gaskets, no tools required. KAMLOKS pro- 
vide long years of economical trouble free service. 


Available in any combination to meet coupling requirements 
in sizes from 34” to 4” inclusive. Sizes 34” through 4” of spe- 
cial hard wear-resistant bronze and OPALUMIN (hi-tensile 
aluminum alloy requiring no additional heat treating). 1” 


through 4” of monel. 1” and 2” (633A and 633B only) of 
stainless steel. 





Parts A, E, F, are interchangeable with parts B, C, D, G, H, 
in the same size. 


BRONZE > MONEL * ALUMINUM > STAINLESS STEEL 


OPW CORPORATION 


2735 COLERAIN AVE. @ CINCINNATI 25, OHIO 


NATIONAL PETROLEUM NEWS ° April, 1956 








National 





Petroleum News 





April 1956 


CONTENTS 





THE GREEN SECTION 


page 97 Ahead of the News 
99 Petroleum Indicators 
100 Supply and Demand 





THE MAIN SECTION 

GENERAL 
104 Dealer Discounts: When Are They Legal? 
106 Will Sun’s Five Grades Start a Trend? 
108 Air Service: It’s Costing Marketers Sales 





111 Jobber Warning: ‘We Need a Better Break’ 


MANAGEMENT 
112 Major Trains Jobbers to Outsell Majors 
114 How Esso Applies Creative Thinking 


STATIONS 


118 Coming Stations: What the New Look Is All 


About 
122 Salesroom Face-Lifting in Four Steps 
MERCHANDISING 


13! Ten Gallons and a Cactus Tumbler, Too 
132 Now Durante’s Playing on Their Team 


TIRES-BATTERIES-ACCESSORIES 
137 Tapping the Plug and Polish Markets 


BULK PLANTS AND TERMINALS 


144 Gulf Finds the Answer to a Bottleneck 
147 Leasing: Cure for Terminal Troubles, 


LUBRICATION 
153 Six Lube Problems That Stand Out 


FUEL OIL 


166 Liquid Fertilizer: Dead-End Street? 
169 Selling Service the ‘Painless’ Way 
171 Conversion for Gas Consumers 


AUTOMOTIVE 
190 Confusion Over Multi-Octane Gasolines 


EQUIPMENT 
192 Inside Sun’s ‘Custom-Blending’ Pump 





DEPARTMENTS L 

etters 
About Oil People 227 Meetings 
Advertisers’ Index 240 Money-Making Ideas 
Associations 205 Publisher’s Page 
Brief but Significant 123 Regions 
Classified Advertising 239 Statistics 
Editorially Speaking 103 What They’re Saying 


9 
238 
13 
5 
177 
224 
15 


OIL MARKETS AND PRICES 





Oil Market Review 210 
Prices at Refineries 

and Terminals 212 
Prices by Tank Wagon 218 
Crude Oil Prices 221 





Volume 48, No. 4 
Established in 1909 





NATIONAL PETROLEUM News is published monthly, with an additional issue in mid-May, by McGraw-Hill Publishing Com- 
pany, Inc., James H. McGraw (1860-1948) founder, Executive, Editorial and Advertising Offices, McGraw-Hill Building, 
330 W. 42nd St., New York 36, N. Y. Publication Office, 1309 Noble St., Philadelphia 23, Pa. Donald C. McGraw, President: 
Paul Montgomery, Executive Vice President; Joseph A. Gerardi, Vice President and Treasurer; John J. Cooke, Secretary: 





Nelson Bond, Executive Vice President, Publications Division; Ralph B. Smith, Vice President and Editorial Director; Joseph 
H. Allen, Vice President and Director of Advertising Sales; J. E. Blackburn, Jr., Vice President and Circulation Director. 
Subscriptions: Address correspondence to NATIONAL PETROLEUM News—Subscription Service, 330 W. 42nd St., New York 36, 

. Y. Current single copies (except mid-May statistical and reference issue, $1): Domestic 50¢; foreign $1.50. Subscription 
rates: U. S. and possessions, $5 for one year, $8 for two years, $10 for three years: Canada, $6 for one year, $9 for two 
years, $12 for three years; other Western Hemisphere countries and the Philippines, $10 for one year, $16 for two years, 


$20 for three years; all other countries, $15 for one year, $25 for two years, $30 for three years. Orders must indicate 
company and position. Second class mail privileges authorized at Philadelphia, Pa. Printed in U.S.A. @ by McGraw-Hill 


Publishing Co., Inc., 1956. All rights reserved. 


April, 1956 + NATIONAL PETROLEUM NEWS 











-" A BRANDED PRODUCT ia 





IS BASIER TO REMEMBER. . 
...pasier to Sell! 


That’s why it pays you to sell _—_ one of the greatest names in the petro- 
Mobilheat—America’s famous —_leum industry—Socony Mobil, with 90 
fuel oil brand. It’s the fuel oil —_—- years of oil marketing and merchandis- m 
known to thousands of oil burnerown- _ ing experience. Make it warm for your F 
ers all over the country. customers—“‘hot” for your competition B 
In addition, Mobilheat is backed by —_ with Mobilheat! Pa 
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SOCONY MOBIL OIL CO., INC., and Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. . 
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NEW EQUIPMENT EDITOR 


B EHIND Sun Oil’s unique experiment in tailor-made gasoline 
is special blending and dispensing equipment. 

A comprehensive description of the equipment and a clear 
explanation of how it works starts on page 192. It is the most 
complete report on the equipment and functioning I have seen 
since Sun announced its experiment (NPN—March ’56, p17). 
By mixing its single-grade gasoline with different quantities of 
so-called “octane concentrate,” Sun can offer five separate 
grades of gasoline from one dispenser. This service is being 
tested at 17 stations in Central Florida. 

Many of you are watching this experiment; and I expect 
you will find the information about the pump of keen interest. 

The article is the work of Frank Sturtevant, who has just 
been named Equipment Editor. This appointment is significant, 
because it means we are going to place greater emphasis on 
equipment coverage. Our equipment section always has been 
strong, but we’re going to make it even better. 

Frank, a real veteran in the industry, recently celebrated 
his 10th anniversary with NPN. As TBA Editor, he is widely 
known in the industry for having developed our TBA section 
from none at all to one of pre-eminence. So we’re confident 
that Frank is the one who can make our equipment section 
“even better.” He will continue as TBA Editor, too. 


THE MIDWEST BEAT 


NOTHER prize went to another 10-year man. Frank Hol- 
A man is now NPN’s Midwest Editor, with headquarters in 
Chicago. He’s succeeding Len Castle, who recently resigned. 

Shortly after his discharge from World War II service, Frank 
joined the Platt Petroleum Publications, specializing in 
market reporting. Prior to his promotion, Frank was Market 
Editor. 

As Midwest Editor, Frank will roam the heartland, gather- 
ing information for our wide range of readers—major com- 
pany representatives and independent distributors, from small 
towns to big cities. 


ON THE RECORD 


"panic mention was another small honor enjoyed 
recently by NPN. In our February issue, we ran a story 
about Sen. Humphrey’s gasoline price hearings. By unanimous 
Senate consent, the article was ordered printed in the Con- 
gressional Record. 

HARRY WADDELL, Publisher 
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Now in Eleventh Year... 


From wide windows, control clerk oversees all operations. Mete rs 
Traffic flows smoothly through cross-shaped plant with help 


of loud speaker system. Centrally located in Flushing, N. Y., 


the wholesale plant serves hundreds of fuel oil distributors. prove big Savings for Island Petroleum 


Because it gets trucks rolling minutes faster, the Neptune Remote 
Control Metering System at this Island Petroleum Corporation 
terminal permits loading 400 trucks a day! All operations are 
firmly controlled from inside the office. Each of the remote control, 
ticket-printing registers in the office is accurately synchronized with 
a rack meter outside. Automatic interlocks prevent withdrawal of 
product until authorized by inserting a ticket and clearing the 
proper register. The printed tickets save many steps in accounting 


and billing operations. 


The plant was opened in 1945. Some of the Red Seal meters 
have registered more than 100 million gallons, with an excellent 
record for sustained accuracy and low maintenance. For details 


of this business-building, cost saving system, write today. 


NEPTUNE METER COMPANY nel rr) 
Bh Be se 


19 WEST SOTH STREET - NEW YORK 20, N. Y. - Blase 








What Red Seal Meters are doing for others: 


Where accuracy counts most: Guided by critical experience, the 
State of lowa has again selected Red Seals as the master meters in 
their new trailer-mounted calibration units . . . another expression of 
confidence in Neptune’s sustained accuracy. 


rive &f 
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Flexible installation . . . ability to adapt in the field to right or left- 
hand or angle-type installations . . . is just one of many reasons 
Red Seal “‘compacts” are preferred for dual-metered tank trucks. 


“Our Red Seals have given us excellent performance . . . never any 
trouble”, says D. L. Besanceney, Operations Manager of Conserva- 
tive Gas Corp’n, New Hyde Park, L. I. In LP-Gas, too, Red Seal 
meters lead, with a meter designed specifically for the job. 


63635720 


166054 
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— 


Accurate operating and stores records for railroads are = After 17 years’ hard work in this Mt. Vernon, N. Y. bulk plant, nine Red Seals 
provided by Red Seal Print-O-Meters installed at refuel- still had original measuring chambers . . . some never opened for repairs. 
ling stations for Diesel locomotives. Modernized with Print-O-Meter registers, they're still on job! 











RESEARCH KEEPS 


PBR 


| Sennen 














.F. Goodrich «:~ 


rE" 





Photo courtesy Sunrise Oil Co., Inc., College Point, L. L, N. Y. 


20% lighter B. F. Goodrich hose 
speeds fuel oil deliveries 


F you're still using heavy, hard-to- 
I handle hose on your fuel oil trucks, 
this ad will interest you. B. F. Goodrich 
now has a new hose that’s 20% Jighter, 
much more flexible than other tank 
truck hose of the same size and speci- 
fications. This means easier connec- 
tions, less strain for your drivers even 
with a 3” hose like the one shown in 
the picture. 

But here's the really big news! The 
20% saving in weight, the added flex- 
ibility, and new lightweight couplings 
make possible for the first time a really 
practical 4” size hose. It’s a hose so easy 
to handle and carry that one man can 


unload it, hook it up, and reload it 
on the truck without help. By using a 
larger size hose, trucks can make 
faster deliveries, more per day. 

It’s the use of high tensile nylon 
cord in the reinforcement that makes 
the hose lighter and so flexible it can 
take a sharp U-turn—even an O-bend 
—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof. 
There’s no danger of swelling and 
flaking even when (as shown in the 
picture) the hose is carrying No. 6 fuel 
oil that’s heated to 100°F. The thick, 
tough cover is built for rough use, too. 
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Dragging it over concrete or gravel 
won't harm it. Letting it stand in gaso- 
line, oil or grease won't damage it. 

This new B. F. Goodrich hose is 
known as Type 82-A—an improved 
hose that’s easier to handle, can make 
faster deliveries, and reduce operating 
costs. Let your B. F. Goodrich distrib- 
utor tell you more about it, or write 
The B. F. Goodrich Company, Dept. 
M-621, Akron 18, Ohio. 


B.E Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 


April, 1956 

















The DE Story 


To THE EpiTor: 

The story on distributive education 
(NPN—March ’56, p38) will advance 
DE for students and dealers more than 
anything that has been done in five 
years. It will accelerate a movement 
that is beginning to roll. In the last 
three weeks, management institutes in 
Nebraska, Illinois and Michigan have 
drawn more jobbers than in 1955. 
The interest was high, the attention 
close; a learning attitude was prevalent. 
A year ago, jobbers just came to 
“see.” 





L. T. WHITE 

Manager, business research 
and education 

Cities Service Petroleum, Inc. 
New York City 


To THE EpITor: 

The second phase of Virginia’s DE 
program—training courses for dealers 
—is a very flexible operation. In 
addition to showing the dealers how 
best to employ their DE trainees, we 
can teach the dealers themselves ac- 
counting, insurance, management— 
anything, in fact, that will aid them 
in running their business. 

LEROY SCHNEIDER 
Roanoke, Virginia 


Jobber Schneider, a DE spearhead in Vir- 
ginia, has accepted the chairmanship of 
APPs distributive education panel, work- 
ing with American Vocational Assn. 


To THE EDITOR: 

Your inference about a big increase 
in federal funds might be misleading 
to the newcomers. The hectic efforts 
of trying to save the distributive edu- 
cation program from financial oblivion 
are very vivid to those who have 
long realized the value of cooperative 
training .. . 

FRED W. EBERLE 

State Supervisor 

Division of Vocation Education 
State of West Virginia 


To THE EDITOR: 

. .. The big problem is still finances 
for the boy who takes over a small 
or medium station for himself. 

PARKS GWALTNEY 
Gwaltney Oil Corp. 
Durham, North Carolina 


To THE EDITOR: 
. . . This type of joint effort will 
add a great deal to the possibilities 






of directing young qualified people 

into the petroleum industry. Every 

effort will be made in the State of 

Colorado to work very closely with 

the leaders of the industry in ac- 
complishing our joint aim... 

JOHN R. WALDECK 

State Supervisor 

Board for Vocational Education 

State of Colorado 


Vocational education people in Iowa, Ne- 
braska, California, Tennessee, Wisconsin, 
Alabama, Texas, and Florida have also 
written in about their enthusiasm for the 
programs. 


To THE EDITOR: 

... A good article, but a few cor- 
rections: 

The first basic objective of distri- 
butive education is to fit young people 
for useful employment. 

Maine and Rhode Island do have 
DE programs, but only one or two 
classes are conducted each year. 

JOHN B. POPE 

Acting Director, distributive 
education branch 
Department of Health 
Education and Welfare 
Washington, D. C. 


To THE EDITOR: 

You undoubtedly would be inter- 
ested to learn that we have already 
met with (members of) the Illinois 
Petroleum Marketers Association and 
set up plans for the development of 
a program of petroleum marketing 
training in cooperation with the sec- 
ondary schools in Illinois. 

JOHN A. BEAUMONT 

Chief, Business and Distributive 
Education Service 

State of Illinois 


To THE EpITor: 

. . . Is the public prepared to pay 
for service? Or can the public be per- 
suaded to pay for service by a system- 
atic campaign to sell it? 

The public may not be willing to 
pay a price which wiil enable the 
service station operator to keep the 
best attendants; competition for the 
trade of customers who do not value 





You are more than welcome to 
write—if you feel like criticizing an 
article, commenting on the news or 
putting your views on paper. 

Write to: 
Editor, 
National Petroleum News 
330 West 42nd St. 
New York 36, N. Y. 
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EVER-TITE 
Standard Adapter & 
and Coupler 








EVER-TITE 


-the best quality 
QUICK COUPLINGS 







== 
4 You save time and 
a money when you use 
— Ever-Tite Couplings 
= because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 


EVER-TITE There are no sliding 
Adapter and rings—no springs, 
Coupler 


ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 





EVER-TITE EVER-TITE COUPLING CO. INC. 
Shank Hose 254 West 54th Street 
Coupling New York 19, N. Y. 


Dust Cap 
EVER-TITE Dust Protectors 

















service very highly may push down re- 
tail prices to the point where operators 
have to let their higher class—perhaps 
expensively trained—employees go to 
other industries where this type of 
person is more fully appreciated by 
the customer. 


WayneE A. LEEMAN 

Associate Professor, Economics 
University of Missouri 
Columbia 


Price Wars and Col. Colley 


[fO THE EDITOR: 

. . I am impressed by Colonel 
Colley’s sincerity (NPN—March "56, 
p34). Although his plan is working in 
Pennsylvania and in Delaware, I do 
not have much hope for it in New 
Jersey. 

I am certainly disturbed with the 
general attitude that our so-called 
substantial dealers have toward this 
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TIREMAN .. 
NEW D-D (DOUBLE DUTY) MODEL a 
Roll-A-Way Base Optional ol 
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TOOL RACK a 
Coat’s tire-changing tools = 

are kept in place and ready §& 

for use when you have a gis 
COATS TOOL RACK near w 
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TUBELESS 






ire Changer 
on the Market 


SPEED, SAFETY 


Never before has a tire-changer won 
such unqualified acceptance from serv- 
icemen and engineers alike. All agree 
that Coats famous polished-roller action 
and safety-first bead looseners make the 
TIREMAN the finest tire-changing 
tool in the industry. 


onty $119.50 FREIGHT PAID 


Why don’t you ask for a demonstration 
to discover how quickly, easily and 
safely you can change either tubeless or 
conventional tires with a precision- 
engineered COATS TIREMAN! 


JACK P. HENNESS Y COMPANY, Inc. 


Manufactured by COATS COMPANY 
FORT DODGE, IOWA 


PIONEERS IN 
TUBELESS TIRE SERVICE EQUIPMENT 


SPECIALISTS 


WESTERN DIVISION OFFICES 
3453 Cahuenga Boulevard 
Los Angeles 28, California 


MID-WEST OFFICES ¢ Chicago, Ill. 
244 E. Pearson St. 


GENERAL OFFICES: 12 DEPOT SQUARE, ENGLEWOOD, N. J. 


10 








business today, and unless something 
is done this year, I am quite sure that 
the major oil companies will be look- 
ing for a large number of new dealers 
in 1957. The entire situation has 


reached the “point of no return.” 
Dealers have spent their savings, de- 
pleted their stocks, laid off their help; 
in general, their business has depre- 
ciated to where it is no longer ad- 
vantageous to them as businessmen 
and to the major companies as invest- 
ments. 

I disagree with Colonel Colley when 
he says that this is not a sick industry. 
Inasfar as the refineries are con- 
cerned, the industry is healthy and 
profitable, but the retail segment is sick 
and unhealthy. We have had Senate 
investigations, state investigations, and 
although everyone knows that the 
dealer has tremendous problems, all 
activity seems to stop at this point... 

CHARLES RABIG, Jr. 

President 

New Jersey Gasoline Retailers 
and Allied Trades, Inc. 
Elizabeth, N. J. 


Pro and Con on Burns 


To THE EDITOR: 

Russell O. Burns’ letter, “Twenty- 
five Years of Progress” (NPN—Feb. 
*56, p9) . Should have been a 
feature article. If there is justification 
for his views, and I think there is, 
this whole matter of fuel quality 
should be looked into thoroughly . . 

FLoyp R. SCHNEIDER 
Carpenter and Smith 
Monroe, New York 


To THE EDITOR: 

Looking back to 1930, when an esti- 
mated 648,500 domestic burners and 
units were in use, 1955 year-end esti- 
mate of 8,200,000 does represent 
progress. 

Through the years, to keep abreast 
of this growth market, vast sums have 
been appropriated and spent for re- 
search to improve quality, for ex- 
pansion of refining capacity to in- 
crease product availability and for the 
development of marketing facilities. 
The results have been significant. 

The oil burner industry has made 
progress in its designs of burners. 
The development of a burner head 
for better air-fuel mixing, the Gilbarco 
automatic clutch and the subsequent 
use of a Solenoid cut-off to eliminate 
smoking from after burning in gun- 
type burners have been definite ad- 
vantages. 

Fuel oil distributors too, have im- 
proved their methods of serving the 
consumer. Better equipment, keep-full 
service, and special devices to insure 
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accurate and safe deliveries have been 
important contributions to this mar- 
a 





J. W. Ross | 

Asst. General Manager at Large 

Standard Oil Company (Indiana) | 
Chicago, Ill. 


To THE Epitor: 

. . . Take a look at the great | 
Philadelphia, the nation’s No. 1 oi] | 
burner market, which has just re- | 
cently slipped from second to third | 
place place among metropolitan fuel 
oil markets in the U. S. In a visit | 
we made recently, we found dealers in | 
that area totally demoralized. Gas, 
despite a one-third premium in cost, | 
is running away with the market... | 

THoMasS J. SCOTT 
Buckley and Scott 
Watertown, Mass. 


Out in the Cold NEVA YCE 
To THE EpDITorR: 
Every transportation method has | hecause the NEW 
its emergencies or unusual conditions. | 
While your article, ‘Ice Cold Night | 
on a Heating Oil Truck’ (NPN— = FRAME 
February ’56, p96), did not indicate 


8 ae ee IS DESIGNED TO FIT THE LIFT TO THE CAR. ..NOT THE CAR TO THE LIFT! 


conditions, I certainly hope that was 
the case. I do not believe that any | 
truck Operator can justify a driver 
working for seventeen hours and then 
going back on duty within less than 
seven hours. . . 











© BETTER LUBRICATION . . . car is supported by its frame, 
BENEFIT wheel suspensions are completely relaxed assuring free flow 
of lubricants. Wheels are free for tire and brake service. 


TTT MUCH “FAST, PROFITABLE MAINTENANCE WORK . . . because 
YW -naddor of greatest under-car accessibility. Compact H-Frame of lift 
= Lr 


Louis REZNEK parallels car frame. 





Director, engineering and safety ; jacki i 

‘ , : : #” LOW COST INSTALLATION . . . just one jacking unit 

National Truck Carriers, Inc. FEATURES: and simple plumbing to install. Wheel locator mounts on 
Washington, D. C. top of floor . . . no floor depression. 


As the pictures indicated, condi- 
tions were unusual—one of winter’s 
roughest days. Object of the article 
was to describe a driver's unusual , Write for complete information today! 
workload without implication that this 


a rostioe © -SOSSq > THE JOYCE-CRIDLAND COMPANY 


Ne otiatin Tanka Designers and Builders of Lifting Equipment Since 1873 
. ” - "i \ U.S.A.: 2027 E. FIRST STREET, DAYTON 3, OHIO 


Choose from 8 great models with safety features such as . . . automatic, 
positive locking, safety latch . . . and ““Magne-Guard” low oil control. 





To THE EpiTor: 
I have just read with interest your 
announcement (NPN—February °56, 


45) of Coastal’s purchase of three 

new pipeline locations in Belton and Th N t 

Salisbury, S. C., and Atlanta, Ga. e ex 
Could you correct one point: All 


of the tankage will not be leased . 
to “jobbers and smaller oil companies” National 


and thus will not be used as a weapon FACTBOOK . 
in the “small operators’ competitive Petroleum issue 


CANADA: MIDLAND FOUNDRY & MACHINE CO., LTD., MIDLAND, ONTARIO 





battle with the majors.” We are even 
now negotiating with several of the News 
larger oil companies to build tankage : : : 
at one or more of these locations. will be published mid May 1956 
T. H. ALBENEstus, Jr. All NPN subscribers will receive copies at that time. 
_ Secretary-Treasurer Supplies of the 1955 edition of this oil marketing 
Coastal Terminals, Inc., reference annual have been exhausted. 


North Charleston, S. C. 
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MR. CARL M. KIDD, owner, has found the National Full-Shelf Cash 
Control System a great asset in his employee incentive plan. 


“Our ational Full-Shelf Plan 


saves us 2,600 a year... 


pays for itself every 11 months!” 


—ROLL-A-WAY Service Station, 2708 Kienlen, St. Louis, Mo. 


“‘My new National Full-Shelf Cash 
Control System gives me complete 
control over my station,” writes Mr. 
Kidd, owner of the ROLL-A-WAY 
service station. “I now balance all of 
my merchandise in the same way that 
I balance my cash. 

“The National has individual cash 
drawers for each attendant, a real 
spur to greater sales by giving me 
individual records for the attendants 
—the basis of my employee incentive 
plan. The attendants are responsible 
for all the cash and merchandise they 
handle. At the end of the day, it 
takes but a few moments to check 
transactions against the locked-in 


audit record. 


“One big asset of the machine is 
the elimination of my former prob- 
lems with charge sales. Each transac- 
tion is recorded on the spot, and the 
accuracy of National equipment has 
helped to build customer confidence, 
good will. 


“The National has a great number 
of automatic features, cutting book- 
keeping time by almost 14 hours per 
week. And the mechanical addition 
has stopped mistakes that were 
cutting into profit. 


“My National System saves me 
$2,600 a year. I most heartily recom- 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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ROLL-A-WAY service station with the aid of a National System. 


mend it to every service station 
operator.” 

Are there costly profit leaks in your 
present method? Get the facts on a 
National System, the system that 
gives protection that saves money, 
and information that makes money. 
Your nearby National representative, 
a trained systems analyst, will be 
glad to give you a demonstration. 
Look him up in the yellow pages of 
your phone book, and call him today. 


#TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES — 
‘ACCOUNTING MACHINES — 
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NEWS 


Money-Making Ideas 






Here’s a home-made mixing device 

that’s done a lot for upper lube sales 
at a Sinclair station in Victoria, Texas. 
The dealer, Bernie Stumfoll, welded a 
short tube onto the hose nozzle. Upper 
lube flows through the tube into the gas- 
oline stream from the container, held in 
a small saddle bolted to the nozzle body. 
Upper lube sales now average 30 cans 
a week, Stumfoll reports. 


¢ 


The woman’s seal of approval is 
recommended by the Barney Holland 
Oil Co., Continental Oil jobber in Ft. 
Worth. Company dealers are urged to 
have their wives inspect their stations. 
If restrooms, stock arrangements, and 
general appearance can win the wife’s 
okay, then the station’s probably in 
good shape. 

$ 


Advice from a Phillips dealer in 
Wheaton, Ill.: “Don’t slight the man 
who has several door jamb stickers on 
his car, because you think he’s just a 
shopper. I figure he’s looking for a sta- 
tion he likes, so I try to do something 
extra for him.” 

$ 


One way to give service all night— 
and get some shut-eye, too—has been 
invented by Socony Mobil dealer 
Henry Vosti, of Soledad, Calif. He 
leaves the station lights on, but sleeps 
in a bunk in the stockroom, near a 
bell hooked up to the line across the 
drive. It all seems natural to Vosti, 
who was a church bell ringer as a boy 
in Gordola, Switzerland. 


$ 


Free installation of filter cartridges 
and spark plugs may be on the way 
out. It is becoming general practice— 
at least on late model cars—to make 
an extra charge when these items are 
hard to reach, take time, and in some 
cases, new tools. Where the charge is 
“sensible”. service station operators 
find customers are not complaining. 
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The pulling power of a mass of 
tires on view was demonstrated for 
Esso dealer Paul L. Fleming at his 
station in Kingsport, Tenn. On a day 
when a large shipment of new tires had 
to be piled on the drive waiting to be 
stored, five customers came in to ask 
about tires. 

$ 


Oil companies marketing the Atlas 
TBA line are now providing their deal- 
ers with an Atlas Thermostat sticker 
to be attached to the upper radiator 
tank. There is a space to write in the 
date, mileage and the type of thermo- 
stat installed. The next time the custo- 
mer’s cooling system is serviced, the 
dealer knows at a glance whether the 
car has a high temperature or standard 
thermostat, and how old it is. 


$ 


Grand openings for new stations 
often last for two days and sometimes 
run for three days. Now a Tide Water 
dealer in Jersey City, N. J., reports 
good success with a five-day opening. 
The event was backed by a heavy 
newspaper and radio advertising pro- 
motion, and wallets, balloons and per- 
fume giveaways were handed out 
every day. 

$ 


Now that 12-volt booster batteries 
are coming into more common use for 
starting stalled cars, American Auto- 
mobile Assn. circulates a warning. 
When using the 12-volt unit to start a 
car with a 6-volt system, be sure lights 
and radio are off. Check especially for 
2-way mobile phones—the high volt- 
age can cause costly damage. 


$ 
Service station operators are begin- 
ning to show some enthusiasm over 
seat belts as a source of revenue. In- 
stallation is relatively simple, and a 
majority of dealers apparently want to 
handle them. All they need is a push 
by their supplier’s TBA department, 
including sales help and product in- 
formation. 
$ 


Minor tune-up work at service sta- 
tions pays off, according to a consen- 
sus of dealers gathered at a recent 
meeting. The dealers felt such work 
aided their gasoline business. They 
were against major repairs, however. 
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MAJOR OIL 
MARKETERS 
here's 
the inflator 
everybody likes! 


NELSON 
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Ag eg 


INFLATOR 








MERCHANDISERS LIKE ‘EM because 
they bring customers back, build 
station traffic with faster, more ac- 
curate inflation. 


ENGINEERS LIKE ‘EM because they 
connect to any %” airline—no in- 
stallation headaches. 


SERVICE MEN LIKE ‘EM because 
they're rugged, can be recalibrated 
right on the airline with no parts to 
buy or exchange! 


OPERATORS LIKE ‘EM because 
they’re fast, accurate, easy to use — 
no gauge watching! 


BUYERS LIKE ‘EM because they offer 
truly automatic inflation at less than 
the cost of a good fountain pen! 


APPROVED ON EVERY TEST! 


You can please everybody when 
you specify them for your stations 
—why settle for less? Write today 
for details, prices, liberal trade-in 
allowances. n 


BarmorivE 


PRODUCTS INCORPORATED 





440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 
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They find it ties up lube bays and the 
disorder is apt to drive away gasoline 
and lube customers. 


$ 


West Coast Tide Water dealers who 
want to build more after-dark business 
can now get a special sign for the 
purpose. It’s a 9 x 36 in. transparent 
plastic sign bearing the words: “Night 
| Lubrication.” It can be placed in the 
| window or hung at the lube room en- 
trance. Cost is $15.70. 


| $ 











Canfield Solvent Refined base stocks and motor | Early 12-volt batteries are beginning 
oils are only refined from carefully selected paraf- |o wear out in greater numbers these 
5 ‘ days. Dealers are taking notice of the 
fine base crudes . . . crudes selected for their ex- rising volume. They also note there’s 
ceptionally high lubricating oil content. about a dollar more profit in watching 


for a 12-volt sale than there is in a 
6-volt replacement. 


$ 


L. M. York, Cities Service jobber in 
North Carolina, holds a fish fry for his 
farmer friends the first Saturday night 
in October every year. Local churches 
are glad to make extra money by han- 
dling the event for him. Last fall he 
had 1,600 guests. 


$ 


Sinclair Oil’s new customer cam- 
paign last fall brought an 18% re- 
sponse from prospects who received a 
card in the mail offering a free quart 
of oil. Some dealers reported that 95% 
| of those who came in took their free 
quart as part of an oil change. 








Every step in the Canfield Solvent Refining process 
is carefully double checked to make absolutely 
certain that every drop of Canfield Solvent Refined 
neutral, bright stock and motor oil is always uni- 


form . . . always of superior high quality. FACTBOOK 


This exacting quality control is your assurance of 


NPN's second annual 


will contain even more infor- 


greater customer satisfaction . . . of increased sales . ; 
: mation than last year's. And 
and profits. that was hailed as a valuable 
reference by 96.5%, of our 
Write, wire or phone today for the complete readers, who said they hoped 


NPN would do it again. (The 


quality story. other 3.5% didn't care.) 


ang — ee will 
shar inl HH as e pu lis ed in mid-May as 

_— | rr oe 
ey MND ALAMP RO) MM OLOD UO UD AM | cur crmusi TBA Directory 


and Buyer's Guide. 


General Offices: Cleveland 27, Ohio 


PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N. J., Memphis, Tenn. 
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What They're Saying .. . 





“There can be no automation in sell- 
ing where service must be part of the 
sale, where there is need for informa- 
tion about a product, or where a cus- 
tomer must be given an understanding | 
of his need for a product. Rather than | 
eliminating salesmen, the new pattern 
in retail selling calls for more profes- 
sional, more able salesmen. They—not 
the push button—are what the motor- 
ist will need to keep his automobile 
running efficiently.” George R. Miller, 
Manager, Retail Sales and TBA, Rich- 
field Oil Corp. 





6° 


“The amount of money your com- 
pany puts into research and develop- 
ment work probably is an excellent | 
indicator of its growth rate. Compa- | 
nies that plow back 3% to 4% of their 
sales in research and development tend 
to have a yearly growth of 10%, as 
against the national average of 3% 
growth a year.” Lionel D. Edie, invest- 
ment consultant and economist, speak- 
ing before the National Industrial 
Conference Board meeting in New 
York. 

. 69 

“Every increase in the gasoline tax 
rate adds to the burden of the inde- 
pendent jobber and to the burden of 
his customers, the retail dealers.” 
Robert H. Scholl, Esso Standard Oil 
Co., testifying as spokesman for the 
American Petroleum Institute before 
the House Ways and Means Coi- 
mittee. 


6° 


“The majors are not against NOJC, | 
as you might think. Actually, we wel- 
come such an organization. If a prob- 
lem is big enough to work its way to 
the top, it’s big enough to be talked | 
about. As I see it, NOJC is a good | 
screening board because it has the | 
benefit of all the organizations.” John | 
D. King, vice president and general 
manager of marketing, Cities Service 
Oil Co., speaking before the lowa job- 
bers meeting in Des Moines. 


6? 


“Many salesmen do not go out look- 
ing for customers because it does not | 
inflate their ego. They want their cus- 
tomers to come looking for them. Sell- 
ing is a respectable way of life.” Fred 
Smith, consultant, Cincinnati, Ohio, to 
the 1956 National Auto Dealers Assn. _ | 
in Washington. 

(Continued on p. 16) 
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ANGELS 


CAN CLOSING MACHINES 


Angelus Can Closing Machines provide 
design and operating specifications that are 
ideal for the Petroleum Industry. They are 
rugged and dependable. They are simple to 
operate and maijitaim. They provide wide 
speed ranges, from 30 up to 500 cans per 
minute. Theyy represent the lowest possible 
initial investimen Every Angelus Can 
Closing Machi j backed by over 40 years 
of experiencé eemocats the ultimate in 
simplified, rugg od, efficient design. 


UTGLEAUIS 










Sanitary Can Machine Company 





15 














FAST 


on the draw! 
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speed fuel oil handling with the 


INGERSOLL-RANOD 


MOTORR PUMP 


and cut pumping costs ! 


With fast, dependable fuel oil handling a big profit 
factor, see why I-R Motorpumps are overwhelmingly 
preferred for their efficiency, low cost and long life 
with minimum maintenance. 


For one thing, they're designed for extra power, with 
all their compactness! In sizes from 14 to 75 hp... 
5 to 2800 gpm capacities... heads to 650 feet... 
Ingersoll-Rand Motorpumps in straight centrifugal 
and self-priming models handle practically all oil 
moving needs, faster and more profitably. Write for 
the latest catalog describing I-R Motorpumps for fuel 
oil handling or call your nearest Ingersoll-Rand Oil 
Equipment Jobber. 


Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 


9-240A 
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what they’re saying 


“I have felt for a long time that if 
the oil industry would substitute the 
golden rule of fair competition for the 
law of the jungle, intra-industry and 
public relations would be a hell of a 
lot better than they are now.” Clint 
Elliott, president, National Oil Jobbers 
Council (see Elliott's criticism of mar- 
keting, p. 111). 


69 


“Under any logical definition of a 
public utility, the oil business is not 
one. Legislation which would put it in 
that category, even in a limited way, 
would be a step toward erasing the 
competitive system in oil marketing 
with all it has meant to the consumer 
in the way of convenience, of good 
outlets, good service, ever-improving 
quality of products, reasonable prices 
and the opportunity for freedom of 
choice.” Vern A. Bellman, domestic 
marketing manager, Socony Mobil 
Oil Co., Inc., speaking at the Missouri 
Petroleum Assn. convention, St. Louis. 


6? 


“If the National Petroleum Council 
is required to drop its ‘industry pilot’ 
and take on a full time government 
Official as its ‘scout master,’ it will be 
a sorry day for the government, a 
sorry day for the Council and a sorry 
day for the petroleum industry.” Bruce 
K. Brown, president of Pan-Am South- 
ern Corp., in an address before South- 
west Louisiana Chapter, API. 


6? 


“Withdrawing or reducing the de- 
pletion allowance would certainly mean 
that consumers would have to pay 
higher prices for oil products. Those 
who glibly talk about eliminating or 
cutting down the allowance never seem 
to get around to point out that the 
imposition of such a penalty ... 
would be bound to show up at the 
gasoline pump and on the house- 
holder’s heating oil bills.” Herbert Wil- 
letts, domestic marketing vice presi- 
dent, Socony Mobil Oil Co. 


69 


“In Western Europe we expect that, 
within the next twenty years, there 
will be a demand for about two and a 
half times more oil than is presently 
being consumed. The size of the 
growth is forcibly brought home when 
you consider that the expected in- 
crease is equal to the present combined 
production of Saudi Arabia, Kuwait 
and Iraq.” M. J. Rathbone, president, 
Standard Oil Co. (N. J.), at stockhold- 
ers meeting. 
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New Twists for 


| Sen FIND YOURSELF wishing for 
some little invention that would 
make life pleasanter—maybe a device 
to keep your pant-legs dry below your 
slicker on rainy days, or maybe an 
electric alarm clock that would carry 
on through power failures? 

McGraw-Hill’s economics depart- 
ment—plainly rattled by the absence 
of such obvious necessities in today’s 
technocratic civilization—brushed its 
charts aside recently to make a survey 
of inventions that need to be invented. 
If economists had their way, oil mar- 
keters would have to keep abreast of 
some startling developments. 

Parking, for example. What to do 
about fitting the 18-ft. car into the 
21-ft. space at the curb without 


mounting it on swivel wheels? One 
bright suggestion was to equip cars 
with built-in jacks that could walk 





them sideways in and out of tight 
places. Other annoyed parkers asked 
for simplified radar that would indi- 
cate whether or not a car would fit 
into a given curb space. 

Next to parking, driving habits— 
the other fellow’s—came in for the 
most attention from people who were 
suggesting needed inventions. Pet 
peeves include drivers who hog the 
left lane of an expressway, who weave 
from lane to lane, who ride your rear 
bumper. This last group roused one 
vengeful person to suggest a gadget to 
spray tar on the windshields of drivers 
who follow too closely. 

Horn-honkers also stir up the tiger 
in mankind. One suggestion was that 
horns be mounted inside the car, not 





more than 12 in. from the driver’s ear. 
Other suggested remedies were even 


less gentle, such as an_ electrical 
hook-up to the horn ring to shock 
drivers who use horns except as a 


Modern Living 


legitimate warning, and a “not so 
gentle” jabbing device to slug the car 
behind if its driver leans on his 
horn button the moment the light 
turns green. Baffling road-service calls 
could result from another suggestion: 
an electronic device for killing the 
engine of a horn-honker. 

On the other hand, there was the 
proposal that some form of retaliation 
be cooked up for the guy who appar- 
ently counts 10 before moving after 
the light turns green. So it seems to 
take all kinds of people to make up a 
motoring world. 

One suggestion, clearly from a man, 
was a device that would correctly 
signal which way a woman driver will 
turn, regardless of how she signals. 

Car equipment, too, came in for 
implied criticism. Some respondents 
to the economists’ questionnaire sug- 
gested windshield wipers that don’t 
obscure vision and don’t hypnotize 
tired drivers. 

Then there’s the matter of public 
transportation. For instance, how do 
you get passengers to move to the rear 
of a bus? One New England univer- 
sity economist says it’s simple—just 
concentrate all the sexy ads in that 





part of the bus and the men will be 
glad to move there. Another sugges- 
tion: an electrical field that guarantees 
a certain area of standing-room for 
each strap-hanger. 

Fumes are obviously another source 
of annoyance to the public—and not 
only in the Los Angeles smog zone. 
One of the most ambitious proposals 
in the survey was for an attachment 
that would convert automobile and 
bus exhaust fumes into Chanel No. 5. 


No details were offered as to how this | 
might be done, nor was the perfume | 
industry polled on how it would feel | 
about such a development. But a man | 


can dream, can’t he? 


The McGraw-Hill economists an- 


nounced the results of their survey 


with a disclaimer of any intention to | 


sponsor any of the reported projects— 
merely as “a modest endeavor to 
direct the talents of industry’s research 
laboratories to some really worthwhile 
projects.” i 
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The 1956 


FACTBOOK issue 


including the 
TBA Directory 


and Buyers’ Guide 


WILL BE PUBLISHED 
IN MID-MAY 


All NPN subscribers will receive 
a copy at that time. All others 
wishing to receive a copy of this 
oil marketer’s reference annual 
had best order one now. Single 
copy price: $1.00. Write: 


Reader Service Department 
National Petroleum News 
The McGraw-Hill Magazine 
of Oil Marketing 

330 West 42nd Street, 
New York 36, N. Y. 


ADVERTISING 
CLOSING DATE 


APRIL 16th 


for the 
NPN FACTBOOK 


issue 























New AROLUBE 


LUBRICATING EQUIPMENT 


This great new AROLUBE line is a born money- 
maker—the key to better profits for dealer, 
garage, or service station. Here’s brilliant 
styling that attracts new customers, keeps 

old ones coming back—whether units are 
grouped for all essential services or used 
individually! As for performance, this line 
is a world-beater! It’s ARO-engineered and 
built for extra years of usage, big savings 
in time and operating costs. See your 
Automotive Wholesaler now for all the 
facts! 
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AL-207 PUMP 
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* PROVED IN THE COLD OF CANADA * PROVED IN THE SALT AIR OF FLORIDA 
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* PROVED IN THE HEAT OF ARIZONA * PROVED IN THE SANDS OF NEW MEXICO 


! 
Perfected after three years of research and development! Nota The AROLUBE Rood Show Visits 


single failure in 12,260 grease jobs during tests ranging These Cities in April. . . 


from the torrid heat of Arizona to the frigid cold of Tulsa, April 4, 
Cleveland, April 10, 
northern Canada. Uses /ess air and fewer strokes to pump Dallas, April 11, 


Detroit, April 17 
more lubricant! Instant pressure recovery on both up Houston, April 18 
. 7 Chicago, April 24 
and down strokes—no time loss between piston 


cycles, no wait for pressure build-up! Completely 


WARRANTED FOR 3 YEARS 
OR 10,000 LUBE JOBS! 


The Aro Equipment Corporation war- 
rants the AL-207 Air Motor to be free 
from defects in workmanship and ma- 
terials for 10,000 lube jobs or 3 years, 
whichever occurs first, from date of 
purchase! 


sealed, no lubrication needed! 


THE ARO EQUIPMENT CORPORATION 
Bryan and Cleveland, Ohio 
Aro of California, Los Angeles 7, California 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


® 


LUBE EQUIPMENT 
Also ... Air Tools .. . 
Aircraft Products .. . 
Grease Fittings 
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NEW 1956 CHEVROLET 
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WEIGHT CLASS! 


New Chevrolet trucks for ’56 bring you new 
heavies, middleweights and lightweights in eight 
great new series—new power and perform- 
ance to save more money on your hauling job! 


New Heavyweights—New 
Tandems! All-new heavy- 
weights in 9 wheelbases, with 
maximum G.V.W. ratings up 
to a new high of 32,000 lbs.; 
G.C.W. up to 50,000 Ibs. 


Ultra-Modern Features! 
Tubeless tires, standard; High- 
Level ventilation and pano- 
ramic visibility; plus Concealed 
Safety Steps on most models. 


Wider Range of Drives! There’s 
an automatic drive in every series 
with new Powermatic for most mid- 
dleweights and heavies; Hydra- 
Matic for light-duty models. Both 
extra-cost options. A new 5-speed 
transmission is standard in 9000 
and 10000 series models; optional 
at extra cost in other heavies and 
most medium-duty models. New 
heavy-duty 5-speed is an extra- 
cost option in models with new 
Loadmaster V8. 





sn 








A Modern V8 for Every 
Model! And introducing the 
completely new 322-cu.-in. 
Loadmaster V8, standard in 
new 9000 and 10000 series 
heavyweight models. 


See Your Chevrolet Dealer 
and his new Task-Force line 
before you buy. . . . Chevrolet 
Division of General Motors, 
Detroit 2, Michigan. 


_— 

















April, 1956 + NATIONAL PETROLEUM NEWS 








WE HELP YOU SELL... 


Dayton 


Y Thorobred « 


TIRES 





Even The Best Product Has To Be SOLD! 


THAT’S WHY we offer a really effective marketing 
program to back up Dayton Thorobred Tires. We 
believe it’s important to furnish specialized training, 
meetings, clinics, and just plain on-the-spot selling help 
right at the station level. Sales education, however, is 
just part of the complete Dayton tire merchandising 











program which also includes: 


e SENSIBLE, COMPETITIVE PRICING 

e COMPLETE HIGH-QUALITY LINE 

e WRITTEN SERVICE GUARANTEES 

e AGGRESSIVE ADVERTISING AND PROMOTION 
e ATTENTION-GETTING SALES AIDS 

e HELPFUL TBA FIELD MERCHANDISERS 

e EXPERIENCED MANAGEMENT COUNSEL 


LEADER IN ITS FIELD 

The All-New Dayton Thoro- 
bred Premium Available in 
Tubeless or Tube-Type, 
Nylon and Rayon. 


Write, wire or call col- 
lect today, for full details 
on this unique Dayton 
Franchise which pro- 
vides you with a quality 
product—and a top- 
flight merchandising 
program to help you sell. 


Dayton is one of the lead- 
ing suppliers of TBA 
Products to the Petrol- 
eum Industry, now serv- 
ing over 100,000 stations. 
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YEARS OF PROGRESS 


Day ta! 





Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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RICHFIELD OIL CORPORATION OF NEW YORK 


ANNOUNCES 


A NEW BRAND NAME 
A NEW PREMIUM GASOLINE 

















More Power...on Less Gas... 


That’s the double benefit of new Richfield PREMIUM 
Gasoline . . . the fuel that’s giving motorists 
something new in motoring performance: top power 
without sacrificing mileage — top mileage 

without sacrificing power! 


Thousands of colorful 24-sheet posters 

are spearheading the big sales drive for new 
Richfield PREMIUM ... on billboards along the s 
Eastern Seaboard! This is typical of the hard-hitting _ ie: 
advertising support that Richfield’s independent c _ i 
Distributors enjoy in their marketing territories. . 
It means more sales . . . bigger profits! 


If you are a Richfield independent 
Distributor, this great new Richfield 
PREMIUM Gasoline means more sales . . . 
more profits for you. If you are an 
independent, but would like 
major brand support, investigate 
the benefits of a Richfield 
Distributorship. Do it now. 

Call or write. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 





Serving the Eastern Seaboard from Maine through Florida 


April, 1956 * NATIONAL PETROLEUM NEWS 23 























Full page ads and spreads in 
SATURDAY EVENING POST, LIFE, 
COLLIER’S, FARM JOURNAL and 
eestearne opener a POPULAR SCIENCE plus .. . 
thousands of billboards sell 
FRAM CLEAN OIL MONTH! 












Oil and filter both 
need changing, 

















bat 


TREN | porno | 
TA , 1 aup FILTER 





Thousands of Clean Oil Month 

24-sheet posters—above—and 

hundreds of painted bulletins—right ie see otsomaramecmancne’ 
erase 


—blanket major highways from 
. oa 8 | | 
coast to coast. » sichalatelclelalsltttt.1.8 0 8 | 
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PLUS a chance for dealers 
to win a new FRAM-equipped car 
in the FRAM giant 
$110,000.00 Dealer Contest! 


Yes—your dealers get a chance to win any 
one of 14 new FRAM-equipped cars, plus 
chances unlimited to win one of 1,204 other 
valuable prizes in the biggest contest for deal- 
ers and wholesaler salesmen run anywhere! 


FRAM CORPORATION, Providence 16, R. I. 
Fram Canada Ltd., Stratford, Ontario 
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You can see it for yourself—in FRAM million-reader 
magazine ads, in FRAM trade advertising to your 
dealers, in FRAM merchandising and display pieces for 
stations—F Ram is going all out to sell filters and clean 
oil BOTH! 


FRAM makes your dealers and their customers 
“clean oil conscious” . . . gets dealers under the hood 
and in position to really sell! Oil, filters, TBA items 

there’s more profit in all of them when your dealers 
tie in with Fram! 


PLUS this big FREE Clean Oil Month Dealer tie-in kit! 


Automatic FREE delivery to Fram Franchise dealers. Fea- 
tures a colorful streamer version of the national ad above, plus 
an animated display of the same chimps that spark Clean Oil 
Month ads! 
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BUSINESS GROWS WHERE THE RED TRIANGLE GOES 
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There's a good reason why a record 
are flying the Conoco banner. Let 






Contact the Conoco Manager 
in the Continental Oil Company 
office nearest you. 
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number of jobbers and dealers 
us tell you about if... 


T. R. Abernathy, 203 Carondelet Building K. T. Johnson, 1300 Main Street 


New Orleans, Louisiana P.O. Box 2197, Houston, Texas 
R. W. Abrahamson, 610 Roanoke Building Willis Johnson, 1321 Kaw Avenue 
Seventh & Marquette Sts., Minneapolis 2, Minn. P.O. Box 1398, Butte, Montana 

- T. H. Joyce, 117 Trumbull Avenue, S. E. 
Dale Chapman, 757 West Second South : - 
P.O. Box 2250, Salt Lake City 10, Utah PQ. Eas TOR, Arena tae Sees 

J. L. McCulley, 305 Spokane and Eastern Bldg. 

J. B. Dickey, 301 East 51st Street Spokane, Washington 
Kanens City 12, Missouri H. U. McBirney, 125 N.W. Park Avenue 
W. S. Dulaney, 705 Medical-Professional Bldg. P.O. Box 795, Oklahoma City, Oklahoma 
Corpus Christi, Texas Warner Tyler, 1301 W. Belden Avenue 
Dean Hadfield, 1710 Fair Building Chicago, Illinois 
Ft. Worth, Texas K. R. White, 836 Stuart Building 
M. T. Swanson, 1755 Glenarm Place P.O. Box 393, Lincoln 1, Nebraska 
Denver, Colorado J. G. Willis, 2065 Union Avenue, Memphis, Tenn. 
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Announcing the first completely modern oblong can... 
the only solderless can with all these features! 


CLINCHED NOZZLE 


this means no 
solder anywhere ... 



















NO-DRIP SPOUT 
—another Canco $e." 


And the neck has an 
no rust from flux 
splashes . . . a fully 
lithographed top. 


outward curl to eliminat: 
raw inside edge. 


CEMENTED SIDE SEAM 


pioneered by Canco, to 
replace solder. Permits full 
lithography all the way 
around the can. 


STACKABLE 
small recess in 
bottom of can permits 
full “‘stackability” 
more effective displays 
. easier and better to 
ship and store. 


FULL ENAMEL INSIDE 
100% enameling means 

100% efficiency for 

hard-to-hold products 





Here’s another 


CANCO “first”! 





There’s not another container on the market with 
all the features you see above. And yet every one is 
important if you want to market your product in a 


truly modern container. 
It’s another example of Canco’s continuing policy of 
passing along to you the end result of more than 


fifty years’ experience. 





AMERICAN CAN COMPANY New York, Chicago, San Francisco 
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PUMPS OFF THE 
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NOW ...you can have the many ad- 
vantages of a completely sealed lube 


system...the danger of grease con- 


tamination is removed ... channeling 
and subsequent aeration are eliminated 

. there is very little physical change 
in the grease, as milling and churning 
are minimized. 

How is it accomplished? By the great 
new Graco ‘Topper’ Grease Pump! 
Pumping off the top surface of the 
grease, the ‘Topper’ literally “sucks” its 


TOP OF THE GREASE! 


; Sr I i 
THe Now 


fopper 


GREASE PUMP 


<A 
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way to the bottom, evacuating all the 


grease in the drum! Only the ‘Topper’ 


gets it all! No more hand transfer of 
unpumpable grease and possible con- 
tamination from dust and dirt. And 
valuable time is saved, as well! 

The ‘Topper’ handles the new heavy 
greases easily — even at low tempera- 
tures — right down to the bottom of 
the drum. Speed up lube service with 
the Graco ‘Topper’ — give customers 
a better lube job at the same time! 


ONLY THE ‘Topper’ GIVES YOU THESE FEATURES: 


@ All grease evacuated — no more hand cleaning of drums. 
®@ Completely sealed system protects your grease. 
®@ Grease channeling and aeration are eliminated. 














THE ‘TOPPER’ Inductor 


OLD WAY. Here you 


NEW WAY. See how 


CLEAN DRUMS! Note 


see how, with an the Graco ‘Topper’ how clean drum walls 
old-style pump, works. ‘‘Top pump- are. ‘Topper’ evacu- 
from dust, dirt, or any grease channeling ing” is the answer. No ates grease complete- 
foreign objects.Grease and aeration can channeling. No aera- ly. No more hand 
is never exposed. occur. tion. No wasted grease. transferring. 


oew ys 4 
syste ‘ 


seacan vost 


Seal completely elim- 
inates contamination 


HOT NEWS! GET THE FACTS NOW! 


Don’t wait! Write today for the new catalog which describes this great 
new pump in detail and gives ideas on how a sealed lube system can 
work for you. Get your personal copy now! 


Another “FIRST” from GRACO 


RACO 
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GRAY COMPANY, INC. 
432 Graco Square 
Mi p ti. 13, Mi 
FACTORY BRANCHES: New York (Long Island City) 
Philadelphia « Detroit e Chicago « Atlanta e San Francisco 
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Get ser for the selling | se 


oval family) 


Your choice of top quality service station, 
industrial and commercial dispensers, valves, 









MODEL 45 
Commercial 
Pump 
E-Z-Fill Computing Pump 
- MODEL 55 SUB- 
MERGED PUMP 
for Remote Control 





Pumping — Surface 
And Pit Type Suc- 
tion Pumps Are 
Also Available 


High speed pumps are 
available (up to 25 g.p.m.) 
in standard service sta- 
tion, remote control and 
commercial types. 















season with TOKHEIMS 


of pumps! 


fittings and accessories—also electric and 
hand pumps for your consumer markets. 











For One or Ta Products 


MODEL 325 PARKWAY 
A Single Product 
Dual Dispenser 


There ig no substitute for TOKHEIM QUALITY! GASOLINE PUMPS 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE SINCE 1901 INDIANA 
Sibadiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, indiana 
Factory Branch: 1309 Howerd Street, San Francisco 3, California 
_In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto 





write for catalog 
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Nitric Acid leaking— 
we need help fast.’’ 


A General American District Manager got this message. One 
of his customers was in trouble. A 50,000-gallon tank of con- 
centrated nitric acid had sprung a leak. The acid would be lost 
. .. property would be damaged . . . lives might be endangered. 
Fast action was imperative! 

Nitric acid? That called for stainless steel tank cars. Where 
were the nearest ones? Find them... explain the situation. 
Call the railroad. Have a special train made up. Pick up the 
cars and highball to the trouble spot. Above all, hurry. 

Within hours, the GATX stainless steel cars were at the 
plant, the acid was transferred to the cars and the storage 
tank repaired with a minimum of loss. 

Unusual? Of course... but unusual service is one of the 
many benefits offered to lessees of GATX tank cars. There are 
over 48,000 cars in the GATX fleet... over 200 different 
types... available for your use without capital investment. 
To keep this fleet rolling, General American maintains a 
nation-wide network of district offices and shops that provide 
service on a 24-hour basis. That’s why, when it comes to 
dependability, 7t pays to plan with General American. 


—— 


4 
j 




















GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street - Chicago 90, Illinois 
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Question Box 


1. HOW MANY of your products 
can be protected against copper 
contamination? 

Count them in the article at 
right. 

2. ARE YOU considering a new 
automatic component blending 
setup? 

If so, you will want to look 
into the service offered below. 

. WHO heads up the Du Pont 
Petroleum Laboratory? 

You'll “meet” him when you 
turn the page. 

4. HOW CAN you be sure the 
heating oil you put into storage 
now will still be stable next 
winter? 

The information on the next 
page may help you make sure. 


wy) 











CONTINUOUS BLENDING OF GASOLINE 
COMPONENTS AND ADDITIVES 


What advantages 
and dollar savings 
does it offer YOU? 


If you are not already using partial or 
continuous on-stream blending, you 
may be considering the possibilities 
of setting up such an operation. 

Users report that dollar savings 
which can be realized through these 
automatic methods may be substan- 
tial. And in teday’s highly competi- 
tive market, no one can afford to over- 
look any opportunity for cost reduc- 
tion. 

In many cases, facilities used in 
batch operations can be converted to 
partial on-stream blending by the ad- 
dition of a relatively few pieces of 
equipment — such as pumps and re- 
corder-controllers. A somewhat larger 
investment is generally required to set 
up equipment for continuous, auto- 
matic on-stream blending. 

Before you take the step from batch 
to continuous blending, you may want 
to talk over the potentials and prob- 
lems involved with an impartial con- 
sultant. Mr. B. G. Crane, Du Pont 
Petroleum Chemicals Division opera- 
tions manager, will be glad to discuss 
it with you. During many years of 
work on all phases of additives blend- 
ing, he has had the opportunity to ob- 
serve the evolutionary development of 
continuous on-stream blending in nu- 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 











Du Pont Metal Deactivator 
can improve MANY 
of your petroleum products 


Du Pont technical services can 
help increase its value and usefulness to you 


You have probably used a metal deactivator in your gasolines for some 


time... 


and are quite familiar with its effectiveness and advantages. But 


you may not be aware of the broad applications of Du Pont Metal Deactiva- 


tor and its benefits which can be applied to many of the other petroleum 


products you make. 





THE APPROVAL of metal deactivator for use in military aviation jet fuels 
further points up the versatility and broad usefulness of this Du Pont additive. 


The list of the products which can be 
improved with Du Pont Metal Deacti- 
vator (DMD) includes diesel fuels, 
home heating oils, kerosines, jet fuels, 
turbine oils, greases and gasolines. 








merous refineries. Because of this broad 
experience, his advice and help may 
be valuable to you. 

For more detailed information on 
automatic blending procedures and 
how to select the type most practical 
for your own operations, you can get 
in touch with Mr. Crane at our Wil- 
mington office, or call any of our sales 
offices listed on the next page. 





Technical services 

To help you take advantage of the 
benefits of metal deactivator in all 
these products, Du Pont offers compre- 
hensive technical services that are 
geared to your own individual needs 
and manufacturing operations. These 
services, which are coordinated through 
the Du Pont Petroleum Chemicals Di- 
vision’s five regional laboratories, can 
often help you put your whole addi- 
tives program on a more economical 
basis. For example .. . 

Because combinations of DMD with 
other Du Pont additives often work 
more efficiently than one additive 
alone, the Du Pont laboratory recom- 
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mendations can help you achieve your 
desired stability with less additive . . . 
often at a substantially lower treating 
cost. 


Metal Deactivator 


For fuel oils 
In diesel fuels and home heating oils, 
DMD helps prevent color deteriora- 
tion and the formation of gelatinous 
sludge due to copper pickup from 
feed lines and fittings. And in many 
cases, it not only improves the storage 
stability of fuel oils, but also increases 
the effectiveness of other stabilizing 
additives used in conjunction with it. 


In jet fuels 
DMD has been approved by military 
specification (MIL-F-5624C) for use 
in jet fuels to inhibit deterioration, 
thereby decreasing fuel system plug- 
ging and residue formation. 


Kerosines 
In kerosines, DMD is useful as a color 
stabilizer in some copper-sweetened 
stocks. It has also been reported effec- 
tive in reducing carbon and coke for- 
mation in pot burners by as much as 
50%. 
For greases, too 

Since many greases, especially bearing 
greases, are likely to come in contact 
with metals containing copper alloys, 
adequate protection against copper 
contamination is vitally important. For 
maximum effectiveness in this appli- 
cation, DMD is frequently combined 
with a Du Pont grease antioxidant. 

Are you realizing the benefits of 
using metal deactivator in all these 
products? If not, it will certainly pay 
you to discuss its use with a Du Pont 
Petroleum Chemicals Division repre- 
sentative. Or you can ask one of our 
conveniently located regional labora- 
tories to test its effectiveness in your 
own stocks. 

Because combinations of DMD with 
other Du Pont additives so often bring 
still additional benefits, our people are 
especially well-qualified to help you 
get the best results at the lowest pos- 
sible cost. Just address your request to 
any of the sales offices listed below. 


E. I. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division e 


Sales Offices: 





HEADS DUPONT PETROLEUM LABORATORY 





DR. BERNARD M. STURGIS is di- 
rector of the Du Pont Petroleum Lab- 
oratory, heading up all technical and 
customer service activities of the Pe- 
troleum Chemicals Division. 

A native of Indiana he graduated 
with an A.B. degree from De Pauw 
University. Three years later he re- 
ceived his Ph.D. degree in organic 
chemistry from the Massachusetts In- 


stitute of Technology. 

Then, in 1936, he joined the Du Pont 
Company as a research chemist at the 
Jackson Laboratory. In 1951 he was 
transferred to the Petroleum Labora- 
tory as head of the combustion and 
scavenging division. He later became 
assistant director and finally director 
of the laboratory. 

For his paper, “Some Concepts of 
Knock and Antiknock Action,” he re- 
cently received the Horning Memorial 
Award in January 1956. This is the 
third time the Horning Award has 
been presented to a scientist from the 
Du Pont Petroleum Laboratory. It was 
previously awarded successively to 
Daniel L. Pastell and Leon F. Dumont 
for their work on precombustion re- 
actions and combustion chamber de- 
posits. 

Dr. Sturgis is active in many tech- 
nical societies and organizations, in- 
cluding the Combustion Institute, the 
American Chemical Society, the So- 
ciety of Automotive Engineers, the 
American Petroleum Institute, and the 
Coordinating Research Council. 








‘Preventive medicine’ now 
can reduce next winter’s 
heating oil headaches 


The chances are that you have started 
to put into storage your next winter's 
supply of home heating oil. But will it 
come out of storage as stable as it goes 
in? 

You can be assured of the right 
answer to this question now . . . by ad- 
ding Du Pont Fuel Oil Additive No. 2 
(FOA-2) to your freshly prepared 
stocks at the refinery, before they go 
into storage. 

Stabilizer and sludge dispersant—Filter 
clogging can be greatly reduced by the 
addition of FOA-2 because it not only 
stabilizes the fuel but also disperses 
any sludge that may already be formed 
—by reducing the size of the sludge 
particles. 

Ashless — Many of your distributors’ 





| 


Petroleum 


service calls may be caused by electri- 
cal failures due to a metallic ash coat- 
ing on the electrodes and stack controls. 
Because it is ashless, Du Pont FOA-2 
can help eliminate these wasteful serv- 
ice calls, too. 

Avoid gel-clogged lines—By adding a 
small amount of Du Pont Metal De- 
activator, you can also protect fuel 
from becoming contaminated by cop- 
per which is often used in heating sys- 
tem fuel lines. This will, in most cases, 
eliminate any danger of the lines be- 
coming clogged by a gelatinous ma- 
terial due to copper pickup. 

Ask us for samples. 
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Better Things for Better Living 
- +» through Chemistry 


-hemicals 




















Wilmington 98, Delaware 





Phone RAndolph 6-8630 
Phone CApitol 5-115] 
Phone MAdison 5-1691 


PITTSBURGH, PA.—Room 510, Alcoa Bidg. Phone ATlantic 1-2933 
SAN FRANCISCO, CAL.—Room 626, 111 Sutter St.. Phone EXbrook 2-6230 
SEATTLE, WASH.—Room 215, 4003 Aurora Ave. Phone MElrose 6977 
TULSA, OKLA.—P. O. Box 730 Phone LUther 5-5578 


CHICAGO, ILL.—8 So. Michigan Ave. 
HOUSTON, TEXAS—705 Bank of Commerce Bldg. 
LOS ANGELES, CAL.—612 So. Flower St. 
NEW YORK, N. Y.—1270 Ave. of the Americas Phone COlumbus 5-2342 
PHILADELPHIA, PA.—3 Penn Center Plaza Phone LOcust 8-3531 
IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division—80 Richmond Street West—Toronto 1, Ontario 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Nemours Bldg. 7496—Wilmington 98, Delaware 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U.S. A. 














to meet exacting lubrication standards, specify 
ENJAY PARATONE:’ 


viscosity-index improver 


Refiners and blenders rely on Enjay Paratone for compounding oils that 
combine cold-weather, quick-starting properties with low consumption 
characteristics. 


You can also count on Enjay for a prompt solution to your additive prob- 

lems. The Enjay Company, pioneer in petroleum additives, has extensive 

experience in working with oil companies and leading engine manufacturers 

to develop additive formulations. Whatever your use of additives, you can 

benefit from this experience. 

: :, a Pioneer in 

For complete information, write or call the Enjay Company—your only 

source of a complete line of additives (Paramins®) for fuels and lubricants. Petrochemicals 


ENJAY COMPANY, INC., 45 WEST Sist STREET, NEW YORK 19, N. Y. + Other offices: Akron, Boston, Chicago, Tulsa 
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Just as auto makers compete for sales with ever higher engine 
compression ratios . . . so petroleum refiners are faced 

with demands for higher octane gasolines. The one inevitably 
breeds the other. Both, however, depend for success 

on the knowledge, talent and ingenuity of men of science. 


And your sales success is dependent upon your ability to provide 
your customers with the super-fuels they need. 


In the petroleum industry, men of science at Universal Oil 
Products Company play a vital role in the discovery, development 
and perfection of better and more economical ways to 

produce super-fuels. 


UOP is proud to work closely with petroleum refiners in all 
parts of the world. The results can be seen in the steady progress 
oil refiners make in providing you with the higher octane 
gasolines to meet the constantly changing market demands. 


UOP has prepared an interesting booklet on ‘‘How Men of Science Help 
You Sell.” We'll be glad to send you a copy on request. 


UNIVERSAL OIL PRODUCTS COMPANY 


oP 30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S. A. 
® 
Forty Years of Leadership in Petroleum Refining Technology 
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better performance 
at less cost! 


that’s why C saudledl Tank Lines executives 
specify the Hutchens Tandem 


“Yes, we always specify Hutchens Tandems. We know 
we'll get better performance at less cost,” says Robert 
Green (at right in photo), Operations Manager of Coastal 
Tank Lines of York, Pa. 
‘Hutchens’ roadability and long-lasting, low-cost 
operation means more profitable payloads for us,” says 
Harold I. Moul (at left in photo), President of Coastal, 
WHY HUTCHENS TANDEMS LEAD one of the nation’s leading petroleum carriers. ‘We have 


Because the Hutchens Tandem is outstanding in q large percentage of our units equipped with this tan- 
pertormance, a One Year written guarantee at no 2 
cost is offered—your assurance of performance! dem at present. 

For complete details write our Factory Ware- 
houses or direct to Hutchens. 


HUTCHENS & SON 
MANUFACTURED BY METAL PRODUCTS, INC. 


SPRINGFIELD, MISSOURI 


FACTORY WAREHOUSES © Jos Nccomn. ° Ciue'Wiem sr © bbs hChae Avenue 
York, Pennsylvania Cincinnati 3, Ohio Huntington Park, California 
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Magic Numbers 
For 1956 


highway boards, farm pages and nnn 
mail. These magic numbers will become 
“buy words” for millions of car, truck 

and tractor owners throughout the Midwest. 
You’ll soon see how they can put extra 
profits in your pocket. Call the D-X 
‘representative for facts about the D-X 
“Extra-Profit” franchise today. 


Dx SUNRAY Oil. COMPANY — Tulsa, Oklahoma 


There Are Hundreds of Gasolines . . . fm But Only One D-X! 


bd 
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My customers depend on my company’s products... 


‘That’s why I sell my 


company’s brand of antifreeze 





And that’s a plenty good reason, mister! 


You see, my company backs its own antifreeze with the same solid 
reputation that stands back of their gas, oil and other products I 
sell. Antifreeze is another member of our famous family of top- 
quality products. 


The chances are you’re just like me. You know your customers 
have confidence in you—your service—and your company’s products. 
That means they’!l buy what you recommend. When you recom- 
mend your company’s brand of antifreeze, you’ re recommending 
the best. 


That’s a plenty good reason why you should sell your company’s 
brand. Order it now! 


a Soe en en 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 
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ROCKWELL REMOTE 
CUTS STOCK LOSSES, 
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Rockwell Remote Registration 
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on top of every load! 


REGISTRATION GIVES SUPERVISORY CONTROL, 
SPEEDS TRAFFIC, IMPROVES ACCOUNTING 





The Rockwell system of remote registration offers 
you who operate bulk plants and terminals many 
money-saving advantages. With it, sole control 
over all metered outlets rests in the hands of your 
trusted supervisor. He controls traffic and metered 
deliveries for the entire plant from a central room 
overlooking the loading area. No product can be 
drawn until he inserts a ticket in the proper 
printing register and activates a matching elec- 
trical circuit. At the completion of the fill, the 
printed ticket shows the exact gallonage loaded. 
These tickets stop stock losses by verifying de- 
liveries. They guard plant security. Multiple car- 
bons can be used for inventory control, for tax 
verification purposes—in fact, to form the basis for 
an entirely mechanized accounting procedure. 
Write for bulletin OG-324. 


How This Better System Works 





The row of office ticket printing registers at left is electrically synchronized 
to standard registers on the Rotocycle meters outside. Each office register 
is permanently inter-locked to one meter register on the rack and all 
gallonage dispensed through that meter is accurately recorded and 
printed under the direct control of the supervisor. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas 
Denver Houston Los Angeles Midland, Tex. New Orleans 
New York N. Kansas City Philadelphia Pittsburgh San Francisco 
Seattle Shreveport Tulsa 

In Canada: Rockwell Manufacturing Company of Canada, Ltd., Toronto, 
Ontario 





S Sepi'on 
S [Say 
Py om 
stem wUL)) 
3 
y %& I 
Re! 


April, 1956 * NATIONAL PETROLEUM NEWS 4] 








BIG REASONS WHY 
SERVICE STATIONS 
FIND DUNLOP 
TIRES ....-. 


MORE PROFITABLE / 


: NO HEAVY INVENTORY INVEST- 
| MENT...YET NO LOST SALES DUE 








YOu SELL DUNLOP QualLiry, 
WHICH MEANS SATISFIED CUS- 
| TOMERS AND REPEAT SALES. 

Dunlop quality is backed by Ameri- 
ca’s most modern manufacturing facilities 





TO INCOMPLETE STOCK. 


There is a Dunlop Warehouse prac- 
tically in your backyard — assuring quick de- 


livery on any type or size Dunlop Tire needed. ; 
You hold your inventory investment in line and protected by the most advanced quality 
with your sales potential. control program in the industry — double 


a assurance that Dunlop Tire performance 
keep your customers happy. 

THERE’S A DUNLOP TIRE TO MEET 

EVERY SERVICE STATION NEED. 


| DUNLOP TIRE MERCHANDISERS 
HELP YOU BUILD YOUR TIRE 
VOLUME. 


Passenger car tires at varied price levels 
in nylon or rayon, tubeless or tubed, 
cushion or conventional, white sidewall or 
black. A complete line of highway and special Trained men, experienced in your 
purpose truck tires. A full line of farm service area, help you get the full potential 
tires as well as tires for imported cars — plus out of your tire sales efforts, assist you in 
a great line of dry charged batteries. building greater tire volume and profits. 





POWERFUL DUNLOP NATIONAL ADVERTISING HELPS 
BRING CUSTOMERS TO YOUR STATION. 


Hard-hitting national advertising campaigns build accept- 
ance and pre-sell your customers. Dunlop also supplies a 
_™  ——s. comppiete program of merchandising aids and promotional 
Se material for local use. 





IF YOU'RE NOT A DUNLOP DEALER < ISN'T IT TIME YOU FOUND 
OUT ABOUT THIS FAST-SELLING, HIGHLY PROFITABLE TIRE LINE? 


DUNLOP TIRE AND RUBBER CORPORATION 
Factory and Executive Offices: Buffalo 5, N.Y. 


DUNLOP DELIVERS GREATER 


PROFITS AT THE SERVICE STATION LEVEL 
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DOUBLE YOUR ISLAND SMULES 


BRINGS OIL AND TBA OUT TO THE CAR WHERE CUSTOMERS ARE 











ISLAND JILERCHANDISER 


Places merchandise in front of every mo- 
torist in station . . . builds impulse buying 
... boosts oil ratios and TBA profits. 


ILLUMINATED DISPLAY CASE for TBA 
items with constantly revolving turntable 
to attract attention. 


PROFIT BUILDING OIL RACK keeps oil at 
customer’s eye level . . . proper grade of 
oil always at arm’s reach of attendant. 


QUICK DISPOSAL OF EMPTIES in snap- TAMPERPROOF 
open door on side of cabinet. Cans drain 

: : - SELF-LOCKING 
automatically into salvage oil can... . CABINET 
then drop into easy removable wire basket. 


SALES HARMONIZED APPEARANCE... 
compact unit (57” high, 2334” wide, 
1814” deep) designed to match pumps... 
available in matching colors . . . trimmed 
with stainless steel. Display case and oil 
rack lock at night with self-contained lock. 


Get this lube oil and TBA salesman that 
is always on the job for you. Turns your 
island into a treasure island of profits. EASY DISPOSAL 
OF EMPTY 
OIL CANS 


















HARMONIZES 
WITH 
ISLAND PUMPS 


THE WAYNE PUMP COMPANY 
Salisbury, Maryland 


BOOST OIL AND TBA 
SALES... SEND IN Please send literature describing Wayne Island Merchandiser. 





THIS COUPON TODAY — 


CITY-ZONE STATE 








ee ee ee ee 
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“OVERHEAD” 








The New BALCRANK Overhead MULTIPLE REEL 
Banks with their GLEAMING FINISH and SMART 
APPEARANCE will add to your profit by attracting 
more customers to use your lube service. 


You can SERVICE TWO LIFTS AT THE SAME TIME from one Reel Bank... BALCRANK 
REELS, with their six-roller outlet guides, have LONGER hose lengths. When you put your 
lube equipment overhead — you clear your floor for more efficient work space ... and make 
room for additional merchandise displays. 


All needed SERVICE OUTLETS ARE WITHIN EASY REACH when you install BALCRANK 
Multiple Reel assemblies... and these multiple reels provide any number or combinations of hose 
reels for Chassis Lube, Gear or Motor Oils, Automatic Transmission Fluids, Air or Water service. 


NOTHING stops a BALCRANK 


ef PUMP ::- only pump dirt cannot 
jee —_ foul. 


Pumps the GREATEST Volume . . . of ANY oO} 
Lubricant . . . at HIGHEST Pressure . . . at g 
BALCRANK ate 

















LOWEST Temperature. Pumps for All services 
— Chassis, Gear, Motor Oil and ATF. 


| shell le lteeleteteltetelel telltale | Simplified Lubrication Equipment 
a Want more facts and illustrated literature ® 

+ on how you can make more money with BALCRANK INC., 
7 Balcrank samen eenee Equipment? 2 Disney Stree t, 

F Address your inquiry to Dept. 14 * mike * " 
TTI TTE ELLE LEE CLEL CLEC LLL Cincinnati 9, Ohio 


s 
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BUTLER LWS payload is the 
NE W L0 OK in Groendyke fleet 


The two sleek, streamlined, low-slung Butler 
LWS (lightweight steel) transports parked at 
the Groendyke office above are among 40 pur- 
chased recently by Groendyke Transport, Inc., 
of Enid, Oklahoma. 

H. C. Groendyke, owner, replaced tanks 
holding 4800 to 5800 gallons, with more than 
three dozen 6000-gallon Butler LWS units cus- 
tom built to Groendyke specifications. 


Results: payload increases and operating dol- 
lars saved. The low 87” tank silhouette, for ex- 
ample, has less wind resistance, which saves 
Groendyke up to 15 gallons of fuel on a 300- 
mile run... or $100 a trailer each month. Fast- 
flow piping and convenient fittings save time 
loading and unloading. 

If you would like full information on Butler 
LWS transports, mail coupon below. 





Shown above are part of the 40 new Butler LWS 
units recently added to the Groendyke fleet, 





now numbering 300 transports. Butler maintains 
most LWS models in stock for fast delivery. 


For prompt reply address 
BUTLER MANUFACTURING COMPANY 


r 
i 
1 
1 
i 
* ; 7454 East 13th Street, Kansas City 26, Missouri 
$7, <% . ' : 
(771 PRODUY 954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
1 913 Avenue W, Ensley, Birmingham 8, Alabama 
1 
Manufacturers of Oil Equipment * Steel Buildings Send me full details on Butler LWS transports. 
Farm Equipment * Dry Cleaners Equipment I 
1 Name a oe _— 
Special Products ! 
} Firm 
Factories at Kansas City, Mo. * Galesburg, Ill. * Minneapolis, Minn. ; Add 
Richmond, Calif. * Birmingham, Ala. * Houston, Tex. i — 
- City Zone State 
& 


| April, 1956 + 


NATIONAL PETROLEUM NEWS 




















AUTOMOTIVE ADVERTISERS IN THE SATURDAY EVENING POST 


As of January 1, 1956 


TIRES 


American Rayon 
Institute 

Atlas Supply Co. 

Cooper Tire & 
Rubber Co. 

Dunlop Tire & 
Rubber Corp. 

Du Pont de Nemours & 
Co. (inc), E. I. 

Firestone Tire & Rubber 
Co., The 

General Tire & Rubber 

o., The 

Goodrich Company, 
The, B. F. 

Goodyear Tire & 

Rubber Co., The 


Rayon Hi-Test Tire Cord 
Hi-Test Tubeless Tires 
Atlas Tubeless Tire 


Cooper Tires 


Dunlop Tubeless Tires 


Dunlop Tires 
Nylon Cord for 
Truck Tires 


Firestone Tubeless Tires 
Firestone Tires 

General Tires 

General Tubeless Tires 
B. F. Goodrich 

Tubeless Tires 
Goodyear Tires & Tubes, 
Tubeless Tires, Truck 
Tires, Lifeguard 
Blowout Shields 








Kelly-Springfield 
Tire Co., The 

Pennsylvania Tire Co. 

Seiberling Rubber Co. 


Socony Mobil Oil Co., 
The 


Tire Retreading Institute 
United States Rubber Co 


Kelly-Springfield Tires, 
Tubeless Tires 
Pennsylvania Tires 


Seiber 








Mobil Tires 


Master-Retreaded Tires 
U.S. Tires and Tubes 


U.S. Rubber Separators 


BATTERIES 


Atlas Supply Co 
Auto-Lite Battery Corp. 
Burgess Battery Co. 
Chrysler Corporation 
Delco Remy Division 
General Motors Corp. 
Exide Automotive Div. 
Electric Storage 
Battery Co., The 


Atlas Batteries 

Auto-Lite Sta-ful Batteries 
Burgess Batteries 

MoPar X-Tra-Full Batteries 
Delco Batteries 


Exide Batteries 





Firestone Tire & 
Rubber Co., The 
Goodyear Tire & 
Rubber Co., The 
Gould-National 
Batteries, Inc. 
Olin Mathieson 
Chemical Corp. 
Prest-0-Lite Co., Inc. 
Ray-0-Vac Company 
Reading Batteries, Inc. 
Willard Storage 
Battery Co. 


Firestone Batteries 
Goodyear Batteries 


Gould Batteries 
National Batteries 
Olin Leakproof Batteries 


Prest-O-Lite Batteries 
Ray-0-Vac Batteries 
Rebat Batteries 
Willard Batteries 


PARTS + ACCESSORIES + EQUIPMENT 


AC Spark Plug Div 
General Motors Corp. 


Aircraft-Marine 
Products, Inc. 


AC Spark Plugs, Oil 
Filters, Fuel and Vacuum 
Pumps, T-3 Safety-Aim 
Headlamps 

A-MP Super Champ 





Airguide Instrument Co. 

Albertson & Co., Inc. 

Alemite Div. 
Stewart-Warner 
Corp., The 


Alliance Mfg. Co. 


Allied Motor Parts Co. 


Aluminum Co. of 
America 


American Brake Shoe Co. 


American Chain & 
Cable Co. 

American Cyanamid Co. 

American Enka Corp. 

American Trucking 
Industry 

Andrews-Alderfer Co. 

AP Parts Corp. 

A.R. A. Manufacturing 
Co. 


Here’s a list of tires, batteries and 
automotive-service-industry products cur- 
rently advertised in the Post. They’re the 
fastest-moving products in the business. 


Airguide Auto Compasses 
Sioux Tools 

Alemite Lubrication Equip- 
ment, CD-2 Concentrate 
Oil Additive, Electronic 
Wheel Balancers 
“Genie” Lift-A-Dor 
Garage Doors 

Allied Metal Valves, 
Water Pumps, Chassis 
Parts, Pistons 

Alcoa Aluminum for 
Automotive Parts 
American Brakeblok 
Brake Linings 

Weed V-Bar Tire Chains, 
Institutional 
Institutional 

Jetspun Seat Covers 
Institutional 


FABRIcushon Products 
AP Mufflers 

A. R. A. Automotive 
Air Conditioners 
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Armco Steel Corp. 


Atlas Supply Co. 
Auto-Lite Battery Corp. 
Auto Specialties 
Mfg. Co. 
B*K Huffman 
B « K Service Products 
Balkamp Inc. 
Bear Mfg. Co. 
Behr-Manning Division ot 
Norton Company 
Belden Mfg. Co. 
Bendix Products Div. of 
Bendix Aviation Corp. 
Benrus Watch Company 


Bernz Co., Inc., Otto 


Black & Decker Mfg. Co. 


Boker & Co., Inc., H. 
Borg-Warner Corp. 


Bowes “Seal Fast” Corp. 


Boyle-Midway Ine. 
Bridgeport Brass Co. 


Briggs Shock Absorber 


o., The 

Division of Gabriel Co. 
Brown Company 
Brown Corp., W. R. 
Campbell Chain Co. 


Carter Carburetor Corp., 

Div. 

ACF Industries, Inc. 
Chain Belt Co. 
Champion Spark Plug Co. 
Chisholm Industries Inc. 
Chrysler Corp. 


Clevite Service Division 


Coleman Company, The 
Continental-Diamond 
Fibre Div. of 
The Budd Co 


Crawford Door Co 


Dalton Mfg. Co. 

Dana Corp. 

DeKoven Mfg. Co. 

Delco Appliance Div. 
General Motors Corp. 

Delco Products Div 
General Motors Corp. 


Delco Radio Div. 
General Motors Corp. 


Delco Remy Div. 
General Motors Corp. 


Delta Electric Co. 

Delta Power Tool, Div. of 
Rockwell Mfg. Co. 
Dinsmore Instrument Co. 
Dittmer Gear & Mfg. 

Corp. 


The Saturday Evening 


POST 
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Armco Stainless Steel 
Hubcaps, Car Mufflers, 
Truck Tanks, Guardrails 
Atlas Accessories, Perma- 
guard Anti-freeze 
Auto-Lite Service Parts, 
Auto-Lite Service 

Auto Specialties, 
Double-Disc Brakes 
Service Station Equipment 
B * K Battery Testers, 
B « K Anti-freeze 
Balkamp Carburetor Kits, 
Rubber Mountings 

Bear Safety Chek-Up 
Telaliner, Tire Balancing 
Equip 

Behr-Cat Plastic 
Electrical Tape 

Belden Spark Plug Wires, 
Battery Cables 

Bendix Power Brakes 


Chryslermatic Self-Winding 
Steering Whee! Watches 
Bernz-0-Matic Torch 

and Flame Spreaders. 
Lanterns, Fuel Cylinders 
Black & Decker Portable 
Elec. Tools 

Boker Pocket Knives 
Borg-Warner Products, 
Overdrive, Automatic 


Transmissions 
Bowes Stop-Leak, Rust 
Rout, Tire Inspection 


Service, Auto Polish 
Combustion Aid, Cleaner 
hine Cloth, Terminal 
Battery Cables, Seal Fast 
Brake Fluid, Tri-Brite 


Auto Finish, Car Wash, 
Tubeless Tire Service 
3-In-One Oil Spra 


Bridgeport Valve Caps 
and Cores 
“Hydro-Muscle” Ride 
Control 


Nibro 


Speedy Sprayers 


Towels 


Campbell Kwik-On Tire 

Chains, Traction Clips 

Carter Carburetors, Fuel 
mos, Filters 


ur 





Carburetor Service 
Duckworth Timing Chains 
Champion Spark Plugs 
Hi-Gloss Turkish Towels 
flers, Spark 

gs, Anti-freeze, Paint 
Applicator, Cleaner & Auto 
Polish, Radiator Rust 








Resistor, Brake Fluid 
Parts and Accessories 
Monmouth Engine 
Bearings 
Cc er Lante 
Celoron Timing Gears 
Br es Handling 
De Mat Garage 
Door Opener 
Dalton Electric Saws 
Dana Products 

‘ 





e 


Delta Lanterns 


Delta Power Tools 
Dinsmore Auto Compasses 
Transmission Gears and 
Shafts 








PETROLEUM 


Dole Valve Co. 
Dow Chemical Co. 


Du Pont de Nemours & 
Co. (inc.), E. 1. 


Eaton Mfg. Co. 
(Axle Div.) 


Echlin Mfg. Co. 
Edgewater Automotive 
Div. 


Electric Auto-Lite Co., 
The 


Estwing Mfg. Co. 
Federal Bearings Co. 
Federal-Mogul Service, 


Div. of 

Federal-Mogul Corp. 
Firestone Industrial 

Products Co. 


Firestone Tire & 
Rubber Co., The 


Ford Motor Co 


Fram Corporation 


Freeman & Freeman, Inc. 
Gabriel Co., The 
General Electric Co. 


General Motors 
Acceptance Corp. 

Grey-Rock Div. of 
Raybestos-Manhattan, 
Inc. 

Grizzly Mfg. Co. 

Guide Lamp Div. 
General Motors Corp. 


Harrison Radiator Div. 
General Motors Corp. 


Hastings Mfg. Co 
Haywood Industries 
Hercules Chemical Co., 


Hollingshead Corp.,R. M. 


Houdaille-Hershey Corp 
Hull Mfg. Co. 


Hyatt Bearings Div 
General Motors Corp. 


International Mfg. Co. 


International Parts Corp. 


Irwin Auger Bit Co., The 
Johns-Manville Corp. 


Johnson & Son, Inc.,$. C. 
Jones & Laughlin 
Steel Corp 
Justrite Mfg. Co 
Kaiser Aluminum & 
Chemical Corp 
Klean-Strip Co., Inc., The 
Klein & Sons, Mathias 
Kozak Auto Dry Wash 
Laitner Brush Co 


Libbey-Owens-Ford 
Glass Co. 
Lincoln Engineering Co. 


Liquid Glaze, Inc. 

Mall Tool Co. 

Manning, Maxwell & 
Moore, Inc. 


NEWS 





Dole Automobile 
Thermostats 

Auto Covers of Saran, 
Institutional 

DuPont Cooling System 
Cleaner, Spray Glaze, 
Anti-Rust Water Pump 
Lubricant, Cellulose 
Sponges, No. 7 Polish, 
Car Wax, Car Wash, 
Tire k, Fast Flush 
Radiator Cleaner 
Eaton Truck Axles 





Extras in Ignition 
Fleet Bumper Jacks 


Spark Plugs, Service 
Parts, Bull's Eye Sealed 
Bea ps, 
Institutional 

Estwing Hammers 
Federal Ball Bearings 
Fe Jera Mogul Air 
Contro! Bearings 





Foamex for 
Car Upholstery 
Firestone Brake Linings, 
utomBtive Accessories 
Genuine Ford Parts, 
Ford Dealer Service 
Fram Oil Filters, Fuel 
Filters, Air Filters, Water 
Filters, Cartridges 
Porcelainize Car Coating 
Gabriel Shock Absorbers 
G-E All-Weather 
Headlamps, Institutional 
GMAC Time Payment 
Plan 
Grey-Rock Brake Linings 


Grizzly Brake Linings 
Guide Autronic-Eye, 
Sealed Beam Units, 
Auto Accessories 
Harrison Radiators, 
Harrison Thermostats, 
Air Conditioning 
Hastings Steel-Vent Pis 
to gs, Wear Reducer 
Mo “V" Belts 
Modac Radiator Hoses 
Swif Solder 








Whiz Products 
Luste 
Ven 
Golden G 
Absorbers 


Hull Auto Compasses, 
= Sol 

















Kle Pliers 
Kozak Auto Dry Wash 
Lait E-Zee Water 





Hose Br 
E-2-Eye Safety Plate Glass, 
L-0-F Parallel-0-Plate 
Multi-Luber Lubrication 
S nm 


te 
oyste 





Liquid Glaze 


Mall To 
“Budgit” Electric Hoists 
for Trucks 





Martin-Senour 
Master Lock Co. 
McQuay-Norris Mfg. Co. 


Micro Test Gear Co. 

Millers Falls Co 

Minnesota Mining & 
ig. Co 


Modern Accessories Co. 
Monroe Auto Equipment 
Co 


Moraine Preducts Div. 
General Motors Corp. 

National Automotive 
Parts Association 

National Cotton Batting 
Institute & National 
Cotton Council 

New Britain Machine 

0., The 


New Departure Div 
General Motors Corp. 

Nicholson File Co 

Olin Mathieson 
Chemical Corp 


O'Malley Valve Co 
Oster Mfg. Co., John 


Overhead Door Corp 

Ox Fibre Brush Co., Inc. 

Oxwall Too! Co., Ltd. 

Packard Electric Div 
General Motors Corp. 

Parker Rust Proof Co 


Perfect Circle Corp. 
Permatex Company Inc. 
Petersen Mfg. Co., Inc. 
Plastone Co., Inc. 


Plumb, Inc., Fayette &. 


Portable Electric 
Tools, inc. 


Portland Cement Assn. 
PurOlator Products, Inc 


Raybestos Div. of 


Raybestos-Manhattan, 


Inc 
Rayonier Inc 
Ray-0-Vac Company 
Republic Steel Corp. 


Revere Copper & 
Brass Co 
Robertshaw-Fulton Co. 


Rockford Screw 

Products Co 
Ruscoe Co., W. J. 
Russell Mfg. Co. 
Rustain Products 
Saginaw Steering 

Gear Div 

General Motors Corp. 
Silex Company, The 
Simoniz Company, The 


Skil Corporation 
Speedway Mfg. Co. 
Standard Seal Co 
Standard-Thomson Corp 
Stanley Works, The 
Stewart-Warner Corp. 


Studebaker Div 
Studebaker-Packard 
Corp 

Sumar Speed Equipment 

Sunbeam Corp 





Automotive Paint, Finishes 
Master Padlocks 
McQuay-Norris 
Piston Rings , 
Micro Test Axle Shafts 
Millers Falls Power Tools 
“Scotchlite” Reflective 
Safety Tape 

utomobile Safety Belts 
Monroe-Matic Shock 
Absorbers 
Moraine Bearings, Deico 
Hydraulic Brake Fluid 


Institutional 


Institutional 


New Britain Hand Tools 
New Departure 

Ball Bearings 
Nicholson Files 

Olin Leakproof 
Flashlights 

Puritan Brake Fluid, 
U.S.1. Permanent 
Anti-freeze, Permanent 
Pyro Anti-freeze 
Faucet Repair Kit 
Cummins Home Power 
Tools 

Overhead Garage Doors 
Oxco Whisk Brooms 
Oxwall Tool Kits 
Packard Wires & Cables 











ect Circle Piston 
Rings, Nurlizing Process 
Cooling System Cleaner 
& Conditioner 


Petersen V 
Wrenches 
Turtle Wax Polish 
Plumb Tools 


Pet Power Tools 


e-Grip 


Inst tut onal 
PurOlator Oil Filter 

In tiona 

Raybestos Brake 9 
7 Point Brake Check 




















“Telechron Timers” 
Terade Company 


Texas Company 
Thompson Products Inc. 
Thor Power Tool Co. 


Timken Roller Bearing 

Co., The 

Trico Products Corp. 

True Temper Corp. 

Union Carbide & 
Carbon Corp. 

United Motors Service, 


Div. 0 

General Motors Corp. 
United Parts Mfg. Ce. 
Universal Products Ce. 
Upholstery Leather 

Group, The 
U. S. Plywood Corp 


Utica Drop Forge 
& Tool Co 
Vace Products Co. 
Vatco Mig. Co 
Vehicle Products Co. 
Victor Mfg. & Gasket 
Co. for Balkamp 


Wagner Electric Corp. 
Warner-Patterson Co. 
Weller Electric Corp. 


Wen Products Inc. 
Wix Corp 


Wooster Rubber Co 
Yale & Towne Mfg. Cs. 


Telechron Clocks & Timers 
Terado Trav-Electric 
Converters 

P-T Anti-Freeze, 
Institutional 

Thompson Products, 
Sky-Ride Shock Absorbers 
Thor Portable 

Power Tools 

Timken Roller Bearings 


Trico Wiper Blades 
True Temper Tools 
Institutional 


United Motors 
Service Products 


Hydraulic Brake Parts 
Detroit Universal Joints 
Leather Upholstery 

for Automobiles 
Weldwood Cement, Glue, 
Satiniac, Firzite 

Utica Tools 


Vaco Screw Drivers 
Vatco Auto Seat Covers 
Visall Safety Products 
Oilok Treated Paper 
Packing 

Wagner Brake Fluid, 
Auto Products 

CoMaxX Brake Linings 
Warner Radiator Cleane. 
& Cooling System 
Protector, Liquid Solder 
Weller Soldering Kits, 
Soldering Guns 

Electric Sanders 

ronic Soldering 
tronic Sanders 
Wix Oi! Filters 
Hevi-Duty Cartridges 
Stylemaster Kar-Rugs 
Lift Trucks & Hoists, 
Institutional 








GASOLINE + OILS - LUBRICANTS 


American Petroleum 
Institute 
Oi! Industry Informa- 
tion Committee 
AP Parts Corp., The 
Casite Div. of 
Hastings Mfg. Co 
Emerol Mfg. Co 
Ethy! Corp 


Gulf Oil Corp 


Hollingshead Corp.,R.M 
Kendall Refining Co. 
Lubriplate Division 
Fiske Brothers 
Refining Co 
Pennsylvania Grade 
Crude Oi! Assn 
Pennzoil Company, The 
Pyroil Company, The 
Quaker State Oil 
Refining Corp 
Shell Oil Co 


Sinclair Refining Co. 


Socony Mobil Oil 
Co., The 


Sun Oi! Company 


Texas Company, The 


Tide Water Associated 
Oil Co 

Union Oil of California 

Wolf's Head Oil 
Refining Co., Inc. 


Institutional 





Gulfpride H. D. Motor Oil, 





G Nox Gasoline 
Whiz Motor Rythm 

Kend The 2000 Mite Oil 
Lubriplate Lubricants 


Pennsylvania Motor Oil, 

Pe or Oil 

Py 

Quaker State Motor Oil 
X M Oil 





Extra-Duty 





as —Special 
o:!—Special 
Care 
Sunoco Hi-Compression 
Motor Oil, Institutional 
Fire-Chief Gasoline, 
Havoline Motor Oil, 


Marfak Lubrication 
Sky Chief Gasoline, 
Texaco Products 


Veedo! 10-30 Motor Oil 


Royal Triton Motor Oil 
Wolf's Head Motor Oil 


=gets t the heat of, Amonica 
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THE PROBLEM: 


To Reduce Vapor Losses in Storage Tanks 











Humble’s Light and Heat Reflective 
Exterior White Enamel 460 


THE SOLUTION 


The light and heat reflective properties of Humble’s 
Exterior White Enamel 460 effectively reduce vapor losses from 
such highly volatile products as LP Gas and gasoline 
by reducing interior temperatures in storage tanks. When it is 
applied over a Rust-Ban priming system, you also get 
superior protection against extreme weathering 
and corrosive fumes, plus good color and gloss retention. 


Humble produces a complete line of protective coatings— 
Rust-Bans, paints and enamels, each designed for a specific task. 





. : For more information on Humble protective coatings, 
RUST-BAN ; 

see your nearest Humble wholesale plant in Texas and 
New Mexico, or write or phone: 


Technical Service, 

Sales Department, 

Humble Oil & Refining Company, 
P. 0. Box 2180, Houston 1, Texas. 





HUMBLE OIL & REFINING COMPANY 
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MERCHANDISING 





Co.ror QUALITY 


Color for positive Merchandising to fit your specific needs! Plastic insulation! 7 times more 
identification! Complete sales programs for use at the resistant to abrasion— impervious 
Samples on request. retail level! to oil, grease, solvents. 


me Take advantage of Crescent’s years of experience in supplying 
<7) leading marketers. Ask us to demonstrate what we can do for you. 


pe 


Lead Terminal Insulated Cable 






“RTHE CRESCENT COMPANY, INC. 


Lead Terminal Strap 
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HOW TO CUT BULK PLANT 
BUILDING COSTS-- 


and still get one of the best looking buildings in town! 


Here’s what you get when you specify 
Armco Steel Buildings for offices, ware- 
houses, garages and other bulk plant 
facilities. 

Your Armco Buildings are factory- 
produced—providing all the economies 
of a standardized building design. You 
save preliminary engineering time and 
trouble. All-steel parts fit exactly and 
do the job for which they are designed. 
There is no waste. Unique STEELOX 


Panels lock together to form wall and 
roof units. Labor costs are at a 
minimum, 

Yet, with all these economies, Armco 
Buildings are attractive. The straight 
lines and smooth walls blend well with 
other types of construction. It is easy 
to add special architectural treatment 
to suit your needs or desires. And the 
wide range of standard sizes and com- 
binations makes it easy to meet your 


space needs exactly. Write us for com- 
plete information on Armco Buildings 
for your bulk plants. We can arrange 
to have your nearby Armco represent- 
ative show you buildings in your area. 
Armco Drainage & Metal Products, 
Inc., 4296 Curtis Street, Middletown, 
Ohio. Subsidiary of Armco Steel Cor- 
poration. In Canada: write Guelph, 
Ontario. Export: The Armco Inter- 


national Corporation, 


Beall Oil Company, Lenoir, North Carolina, 
combined two Armco Steel Buildings and 


added a distinctive brick flat-roof exten- 
sion to get attractive office and ware- xs T Er — LL 
house facilities. Warehouse section is 20 


feet wide, 60 feet long, 10 feet high. 
Office is 20 feet wide, 24 feet long and 
8 feet high. 
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GUARDIAN SERIES 9000 
Fluorescent Floodlights 
with the new R. S. Lamps 





GUARDIAN LIGHTING 
: ... next best thing 
: to sunshine! 


vive 


GUARDIAN ight-comrany 


500 NORTH BLVD. OAK PARK, ILLINOIS 





Write today for Guardian’s 
full-line catalog. 








—-19513 





UL Approved for 
Outdoor Operation 


= eee 
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L3-DP Standard with 
Outside Hose 


SMiTHway 


L3R-DP Remote with 
Outside Hose 








. a better way 





L3-CP Standard with 4 
Concealed Hose . 


bt tee O N 


M E T E R Pp R ° oD uU c T $s 
Factories: 5715 Smithway Street, Los Angeles 22, Calif., P.O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, Hous- 
ton 20, Los Angeles 22, New York 17. Canada: Toronto 12, 
Vancouver 1. International Division—Milwaukee 1, Wis. 


L3R-CP Remote with 
Concealed Hose 
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HERE’S WHAT S\MITHway TWINS will do for you. Dress up your station with 
clean, smart styling. Please your customers with brighter illumination, wide- 
angle visibility. Speed up service. Increase gallonage. Dispense one product to 
two cars or dispense two products to two cars. Serve either side of island with 


either hose. Many other advantages. See nearest representative. 
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INTERCHANGE 


BUT 








ROCKWELL SPRING AND AXLE COMPANY 


Uses many standard parts for faster service 


-eenew lightweight design gives 


7500 extra ton-miles of payload a year 


Longer service, simpler maintenance! Most wear- 
ing parts used in this new tandem are identical 
to parts in widely used Timken-Detroit® standard 
single axles. This use of standard gears, pinions, 
differentials, bearings and brakes means more time 
on the road for operators . . . reduces parts inven- 
tories .. . and speeds service. 


7500 extra ton-miles of payload a year! This new 
TDA tandem is over two hundred pounds lighter 
than any other unit of the same capacity. During an 
average 75,000 mile year, an operator can save 7500 
deadweight ton-miles. This deadweight can be re- 
placed with vital payload that adds up to important 
extra profit. 

Available with a choice of either Timken-Detroit 
Axle connecting groups, or brackets to accept other 
approved chassis hook-up parts . . . plus all these 
additional advantages with the Timken® lightweight 
tandem: 


TDA Inter-Axle Differential divides torque between 
axles—and yet permits wheels of one axle to re- 
volve faster or slower than wheels of the other axle. 


TIMKEN-DETROIT AXLE DIVISION 


DETROIT 32, M 


Oo HIGARN 


pan Accepted Ay [W Stanctaca 
TRADE MARK REGISTERED 


WORLD'S LARGEST MANUFACTURER OF AXLES 
FOR TRUCKS, BUSES AND TRAILERS 


eeeeeeeeeeeeeeeeeeeeeres 


This means both axles are always doing equal 
amounts of work—driving parts and tires last longer! 


Driver-Controlled Lockout. With TDA inter-axle dif- 
ferential, the driver can obtain the advantage of 
straight-through drive under slick or icy conditions 
by locking out the differential at any driving speed. 


Big, dependable hypoid gears rotate in conven- 
tional direction, for maximum gear and bearing life. 
This new highway tandem insures new payload 
profits, faster, easier service and operating econo- 
mies for truck operators everywhere. For complete 
information contact your vehicle dealer or branch, 


*based on 75,000 highway miles a year. 


Plants at: 

Detroit, Michigan * Oshkosh, Wisconsin 

Utica, New York + Ashtabula, Kenton and Newark, Ohio 
New Castle, Pennsylvania 


©1956, RS & A Company 
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> yggm From coast to coast 
“Le »-. NATIONAL CAN has 
aM proven to be a reliable 
and resourceful supplier 


i is Aa oft. of quality cans and 
~ "GOLDEN GATE BRIDGE, SAN FRANCISCO thoughtful service. 


LITHOGRAPHY CLOSING MACHINERY 


oe 
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dealers are taking on 


the new AC FILLER CAP LINE 


BECAUSE... 


AC can provide better service! 


No other company in the filler cap business can approach 
the sales-service organization AC provides. Several hundred 
AC representatives, located in every part of the country, 
give you service and sales assistance when you need it. 


BECAUSE... 
AC provides one source of supply! 
Now, you can use one order form . . . receive only one 


invoice for all the AC products you buy. There is no need 
to contact a separate filler cap source. 





BECAUSE... 
AC offers General Motors quality! 
No name in the automotive industry is more highly RADIATOR PRESSURE CAPS 


respected than General Motors. That name is an assurance 
of acceptance by all your customers. 


AVAILABLE QUICKLY 


FROM YOUR REGULAR SUPPLIER 











OIL FILLER CAPS 


GM xR 
AC SPARK PLUG THE ELECTRONICS DIVISION OF GENERAL MOTORS e FLINT, MICHIGAN 
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WAYNE STATION-ENGINEERED E 


PUTS HOKE |S 

















CAR WASHER 
-.- for quick, labor sav- 
ing car washing. Builds 
sales...increases profits. 


WAYNE LIFTS 
«+. 8ingle and two post 
drive-on, freewheel or 
frame type. Sturdy, safe, 





easily serviced. WAYNE HOSE REELS WAYNE GREASE & 
«+.» for air, water, oil or grease. Overhead, OIL DISPENSERS 
wall or pit types. ++. complete line of bar- 


rel pumps, tank units 
ond dispensers for lube 
oil, gasoline, kerosene, 
alcohol and grease. 











) 


EQUIPMENT 








WAYNE AIR COMPRESSORS 


«+. tank mounted, single and two 
stage compressors, one third to 
20 HP. 


output. 











SEHVUE IN EVERY SCHUME STHTTON 












Designed for better performance... built for longer service life... station 
engineered to work together for maximum operating efficiency that’s the 
complete line of WAYNE products. 


Here’s your assurance to safeguard your marketing investment with integrated 
equipment performance-proved to offer round-the-clock service in every 
location. When you specify Wayne throughout you are certain of... 


@ ONE HIGH QUALITY 

@ ONE SOURCE OF SUPPLY 
@ ONE RESPONSIBILITY 

@ ONE NATIONWIDE SERVICE 


Safeguard the continuous sales of your stations . . . reduce maintenance costs 
... install Wayne Station-Engineered Equipment. Write today for ‘‘Station- 
Engineered For Profits.”’ 


THE WAYNE PUMP COMPANY — Salisbury, Maryland — Toronto, Canada 










Guaranteed usable rated 


WAYNE PUMPS 


.. complete line including Wayne 
Medel 500 and Model 80 for high 
speed service. Wayne Duo Pumps, 
the double ovtlet pump in the 
space of one pump. Wayne Re- 
motrol Systems for multi-pump re- 
mote pumping service. Wayne 
Truck and Bus Pumps for high 
gallonage deliveries. 











Foot valves and check valves can 
cause a lot of trouble if they don’t 
perform reliably. But you never 
need worry with McDonald Valves 
on the job. These sturdy valves are 
carefully designed and built to 
exacting standards for reliable 
service and convenient operation. 
McDonald valves in your service 
stations cut down on repair and 
replacement expense. Be sure of 
dependable, efficient performance 
with McDonald quality valves. 









Guaranteed against 
leakage 


Plate 930— 
Iron Body 
Double Poppet 
Angle Check 
Valve 

This valve is absolutely guaranteed 
against leakage. High grade bronze 
flat seat and discs plus special Mc- 
Donald design assures full, unrestricted 
flow without troublesome leaks. Iron 
body is heavily galvanized to prevent 
rust. Size: 1%” and 2”, 





Plate 926—Single Poppet 
Angle Check Valve 


Size: 112”. 





McDonald's 100 years of 
successful manufacturing 
experience is your assur- 
ance of quality products. 


60 





om, & 






Absolutely Tight Fit 
) 


Plate 913— 

All Bronze Double 
, Poppet Valve 

Flat bronze seats and 
flat bronze discs are 
carefully machined to 
provide an absolutely 
tight fit—have helped 
to make this item one 
of the most popular of 
all foot valves. 

Sizes: 14%, 1%, 2 and 








Plate 918—All Bronze Single 
Poppet Valve 

Similar in all respects to Plate 913 but 
with single poppet construction. Same 
sizes. 


Easy disc replacement 


Plate 816— 
Horizontal 
Swing Check 
Valve 





Hinged bronze poppet is easily re- 
moved by unscrewing bronze holding 
pin and removing bronze top cap of 
valve — makes replacement of com- 
position disc a simple, fast procedure. 
McDonald design, iron body, bronze 
trim and composition disc gives you 
a long-lasting swing valve that elimi- 
nates restriction. Sizes: 34, 1, 1%, 2, 
2'4,3 and 4”. 4” size is flanged. 











“M‘Donaid 
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alcohol and grease. 


CDONALD CHECK VALV 








cise oie pg gi Sle iy sso ad es ania eae 
Send a card today for catalog of McDonald's complete 
line of service — and bulk oil equipment. 


100 = Address your card 
AY. Mc DONALD MFG. CO. vusuaue, iowa 


av 


MCDONALD FOOT VALVES 





No threading, no distortion 


Plate 223— 
Floating Seat 


Type 

Metal to metal 
poppet and seat as- 
sembly held to iron 
body by an “O” ring 
~— eliminates thread- 
ing and prevents dis- 
tortion of seat. Full 
flow screen acts as 
retainer for floating 
seat as well as keep- 
ing foreign matter from the poppet. 
When used with pumps, full-area in- 
take at bottom permits container to 
be drained within 3/16” of the bottom, 
The valve will pass freely through a 
2” tank flange. Size: 1”, 1%” out- 
side diameter, height 256”. 





Cage assembly easily 
removed 


Plate 851— 
Removable 
Cage Angle 
Check Valve 


Removable Cage 
Assembly for 


a Plate 851 





Cage assembly can be easily removed 
for inspection, repair or replacement 
without breaking pipe connections or 
interfering with valve body. Valve 
has heavily galvanized iron body with 
bronze cap and poppet assembly. 
Poppet on flat bronze seat insures 
against leakage. Malleable’_ Iron 
Wrench available for removing cage 
assembly. Size: 1%”. 





















they say 


and our F style 
cans will do a job 
Jor YOU, too! 


Your package has to “speak up” for sales, or it doesn’t stand a chance in today’s 
fast competition. That’s why Continental’s “F” style cans are the choice of so many 
manufacturers of waxes, polishes and other petroleum products. For, in addition 
to sturdy, easy-to-use construction, these containers offer you color and brilliance 
that only Continental master lithographers can achieve. 





We'll start things off right by delivering all the “F” style cans you need, exactly 
when you need them. Sizes from four-ounce (spout top) to one gallon. Then, if 
you want help with research or engineering, it’s available anytime as part of our 
Tailor-Made Package Service. Why not let “F” style cans do a selling job for you? 
Call soon. 


CONTINENTAL (C CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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DO YOU FEEL “FENCED IN” by a tire § 


fn Let the 
‘open the 
























"Chfe 








1. Top-quality products. 6. Freedom from multiple dis- 





2 . i : tribution. 
Kelly gives you everything 2. A complete line of tires. 
7. The opportunity to grow. 
a 3. Products that have ready 
you need to build up consumer acceptance. 8. New, improved products. 
4. A competitive buying price 9. Continuous and powerful 
real volume fast | to meet local competition. national advertising. 
5. Convenient branch service. 10. Local advertising and mer- 


chandising. 


62 NATIONAL PETROLEUM NEWS * April, 1956 





















business that hasn’t room to grow? 








Man from Kelly 


gate to sales! 








He’ll show you how a Kelly Franchise can give 


your tire business a whole new lease on life! 


If you are completely satisfied that your tire 
business is growing as fast and as profitably as 
you ever dared to hope it would, then this 
message is not for you. 


But if you’re ambitious to get ahead—yet 
feel hemmed in by a business that won’t let you 
expand as much as you'd like or as quickly as 
you'd like, that’s something else. 

That means it’s time to see the man from Kelly! 

He has some news that’ll make your ears 
perk up just the way the bell on your cash reg- 
ister does. News about how you can start mak- 
ing an increasing income right now. News about 
how you can build steadily toward a sound, 


Selling Kelly Tires 


is a Good Business ! 


uN S 


PRESTIGE SUPER FLEX 
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EXPLORER 


dependable future at the same time. Above all, 
news about the way the Kelly Franchise not 
only lets you grow, but helps you grow! 


You'll like what he tells you. And you can be 
sure that everything he tells you is backed by 
facts ... backed up by the experience of pros- 
perous Kelly Dealers from coast to coast. 


So why wait even a day longer to break loose 
and start building sales and profits in keeping 
with your ambitions? Just write and say you 
want to make a date to see the man from Kelly. 
The address: Sales Department, The Kelly- 
Springfield Tire Company, Cumberland, 
Maryland. 


KELLY 


TIRES 


SUPER ARMOR TRAC 


ARMOR TRAC 
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' BRIGHTEST 


_ es. NEWS IN SERVICE STATION LIGHTING 
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PATENT NO. 167558 





APL SERIES by ELECTRIC LIGHTING SALES, INC. 


No other high-mounted luminaire lights your way 

to better service station illumination. First, 

the APL means fewer units . . . four single-unit APL’s 
instead of 8 ordinary luminaires. 

Secondly, these new APL’s mean vastly increased 
visability — a blanket of white, glare-free light that 
reaches driveways and parking areas. 


Its unique angled feature sets your station or parking 
area distinctively apart. Oncoming traffic sees your 
station first — from greater distances. 






INNEW 


And notice that the APL series has a pre-adjusted angle WIDE ANGLE COVERAGE 


for maximum lighting efficiency. Just mount it and | | 
forget it. Naturally, this means lower maintenance and : INSSW 
operating cost than conventional lighting. YEARS-AHEAD DESIGN — 
SINGLE OR DOUBLE-WING 


RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


INS W 
NO-GLARE BRIGHTNESS 
INNS W 


HINGED-POLE STYLING 


An all aluminum area light — sealed in. With or 
without easily removable, snap-on plexiglas covers. 





Furnished complete with steel mounting bracket, 
wired and ready for installation. 


See how the new APL Series builds night sales — cuts 
operating costs 30%. Write for details — today! 


Electric Lighting Sales, inc. = 


P.O. BOX 1907 STOCKTON, CALIFORNIA 


24 N. Wabash Ave. Chicago 2, Illinois a 
927 Gaiennies New Orleans 13, Louisiana 
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Mr. Distributor: 





Sales of this trademark 
increased at 3 times 
the rate of 

the industry 


What can it do for you? 


This is a frank invitation to hitch yourself to the 
trademark that can send your sales soaring during 
1956 as it did for so many others during 1955. 

Hitch yourself to Cities Service 5-D Premium 
Gasolene and 5-D Koolmotor Oil—the power partners 
whose popularity helped Cities Service sales climb 
at three times the average rate of the petroleum 
industry. 

There are many reasons for this success. Quality 
is foremost... for, used together, 5-D Gasolene and 
Oil can boost power and gasolene mileage 10-20%. 
Many motorists have already experienced this—and 
they’ve become “traveling salesmen” for Cities 
Service, helping sales climb still higher. 





Another reason for this rapid Cities Service sales 
increase is aggressive marketing and promotion. 
Just about everywhere you go throughout the 38- 
state marketing area, you’ll find the Cities Service 
story being told through the impact of advertising 
in local and national media. And, meanwhile, you’ll 
also see newly built or modernized Cities Service 
stations—fresh, clean, bustling with business. 

So join the 19,000 Cities Service outlets (1000 
new since 1953) and hitch yourself to the trademark 
that’s sending sales to new heights each year. It’s 
possible there’s a Cities Service distributorship open 
in your area. For information, write: Cities Service 
Oil Company, Sixty Wall Tower, New York 5, N. Y. 


MEET THE 


POWER 
S'S PARTNERS 


THAT SKYROCKET SALES! 


Used together, Cities Service 5-D 
Gasolene and Oil boost power and 


mileage 10-20 


%—and they’re doing 


the same for Cities Service sales. 
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SERVICE-PROVED OVER MILLIONS OF MILES! 


RUBBER 


AIR SPRINGS 


Engineered by GENERAL to float loads 
over the roads easier...safer and 


| Hor lower cost ! 


COMPLETE SUSPENSIONS WITH 
You'll haul bigger payloads and roll up 


GENERAL AIR SPRINGS 
new records in overall operating effi- 


IMMEDIATELY AVAILABLE FROM: 

ciency when you equip your trailers or 
tankers with service-proved General 
Air Springs. 








@Homan & Company, Incorporated 
Cincinnati, Ohio 





@ Neway Company 

Muskegon, Michigan Designed to eliminate costly damage 
to tankers running light on return trips, 
General Air Springs provide a con- 
stant floating ride under all load and 
road conditions. 

Take a look at the many advantages 
offered by this completely new and 
modern suspension system and then 
order General Air Springs today on 
your new equipment or for conversion 
of present units. 


@ Krause Corporation 
Hutchinson, Kansas 


@ Spencer-Safford Loadcraft Inc. 
Augusta, Kansas 


@ Trucktor Corporation 
Mountainside, New Jersey 











AIR SPRING 
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GENERAL AIR SPRINGS 


* Increase Payloads * Increase Safety! 


* Reduce Maintenance Costs! 
* Reduce Road Bounce & Vibration! 
*« Lower Operating Costs * Increase Tire Life! 
* Reduce Load Shifting! 
* Assure Positive Braking Action! 
* End Spring Bottoming! 


+ Cut Down on Cargo Damage! 


AIR SPRING DIVISION, AKRON, OHIO 





April, 1956 * NATIONAL PETROLEUM NEWS 97 











66 


Your customers want 
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... from compounded motor oils 


que Ty ee oa ee ae oe See 


i aciatl 


yo .. and Oronite 


¥ 


The modern automobile 
& demands better motor oils and your customers 
© are well aware of this fact. Throughout the 
nation, marketers of Oronite additive com- 
0 pounded motor oils are gaining better sales 
©) positions with superior products they market. 
With Oronite additives you can prove“engine 
cleanliness” and engine protection to your 
a customers. 


ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES: 200 Bush Street, San Francisco 20, California 
SALES OFFICES 
450 Mission Street, San Francisco 5, Calif. 
714 W. Olympic Bivd., Los Angeles 15, Calif. 
30 Rockefeller Plaza, New York 20, N. Y. 
20 North Wacker Drive, Chicago 6, Illinois 
Mercantile Securities Bidg., Dallas 1, Texas 
Carew Tower, Cincinnati 2, Ohio 






OGRONITE 
CHEMICAL 


i comPANY \ 
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0 provide these qualities! 


Custom-formulation to an individual oil 
marketer’s needs is an Oronite specialty. By 
tailoring to your base oil and individual needs, 
you can provide your customers with exclu- 
sive, made-to-order motor oils. 

Why not talk it over with a lube oil additive 
specialist. Contact the Oronite office nearest 
you. 


>) 


WY 
ae 
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with a sure-fire 
customer premium plan 


We Can Start You Fast—Start You Right 


Hundreds of firms have proved they don’t have to 
worry about traffic, when they start offering their 
customers one of our tried, tested, proved Premium 
Plans. Instead, they see sales build up like magic— 
repeat business grow and grow. 


AS d Plan J. Y 
tee a ee ioe sverate two -ROSS COLES AND COMPANY, INC. 


or more stations, write us today and we'll suggest Prize Incentive Agency 
a plan just for your needs. You’ll have a beautiful, 
4-color Premium Book, just filled with top quality, 
nationally advertised merchandise at wholesale 


the finest merchandise obtainable for Premium 
purposes, beautiful Premium Catalogs, prompt 
shipping and handling of orders. Write today. 


Chicago, Detroit, New York, San Francisco,Omaha, Milwaukee 











prices. One look, and your customers will want f 7 
those prizes. They’ll keep coming back in order to Ross Coles and Company, Inc. | 
he 333 W. Lake St., Dept. NP-2 | 

get them. We help you plan your program—then | Chdesge @, iilineks 
you run it yourself. It’s yours. ; lam eX herewith the pierce I think 

° é 8 s 

Write Today | Piseforme 1 usdasend heavaaeaiigaien., | 
Act now for more traffic—more repeat business— | | 
bigger profits. Mail the coupon below with all the | Name_—____— em fl 
information you think we'll need to make sugges- Se - | 
tions just for you. Tell us the number of stations 
you operate—the approximate number of Premium | Address___ ——— 
books you wish to distribute. Are you now giving | City State | 
L J 


premiums. Remember, we are nationally known for 
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Functional... 


Expendable 
and Profitable 





Here are two big reasons why you'll be out front with Thermoid: Redi-Curv 
Radiator Hose, made with Neoprene Tube and Cover . . . and Thermoid 
Neoprene Covered Fan Belts! Both are functional, expendable, easily installed 
and tailored for top TBA profits! Thermoid backs these products with 
specialized marketing and merchandising experience that helps you sell more! 








Let us show you in detail why it’s good business to do business with Thermoid. 


Thermoid makes many products for the Oil Industry ... 
from Rotary Drilling Hose—to Gasoline Pump Hose. 


hermoi 


Special Sales Division, Trenton, N. J. 
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Curb pump: hose resists sun and weathering. 


gous. Mig 8 
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Tank truck hose stays flexible, easy to handle 





Hose with tube and cover of NEOPRENE 
gives you extra-long service in any application 





Various type hoses have one thing in common— 
they all last far longer if tube and cover are 
made of neoprene. That’s because a neoprene 
tube resists deterioration from oil, gasoline or 
chemicals carried by hose . . . a neoprene cover 
withstands the rough handling that chips, cuts, 
abrades, and causes flex cracking in ordinary 
hose. Also, outdoor service doesn’t hurt neo- 
prene hose. Neoprene is unaffected by exposure 


NEOPRENE | 


The rubber made by Du Pont since 1932 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING THROUGH CHEMISTRY 
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to sunlight and weather . . . retains its outstand- 
ing properties throughout a long service life. 

This extended service life pays off where it 
counts—fewer replacement purchases and low- 
ered maintenance costs. Remember, there’s a 
hose made with neoprene that’s just what you 
need to handle your petroleum or chemical prod- 
ucts. Ask your supplier about it and start sav- 
ing right away! 


FREE! THE NEOPRENE NOTEBOOK 




















SACRO W wove sang 
<a oan came GSSD GED GERED GEE GS cD sium es in ina me aon ees RNGan GEN eos alee , — 
| ! 
Every issue contains illustrated case histories, in- | | 
teresting stories, new applications of neoprene. Clip | | 
and mail this coupon to E. I. du Pont de Nemours ~~ 
& Co. (Inc.), Elastomers Division np.4, Wilming- | 
ton 98, Delaware. ! 
Name Position | 
Firm | 
Address 
City Stat | 
coe es cee a ne cee Ge ce ca GD GEES GD GD GD De GE ee Ge ee ee ee ond 








In the Petroleum Industry... 











“WHITE 3000 Profitable for 
Tank Trucks and Trailers” 


“Bigger payloads—more trips. 
That is the story of White 3000 
earning power for us. We have 
boosted tank trailer payload to 
6,000 gallons—straight truck 
payloads up 15% with White 
3000. Outstanding manevuvera- 
bility is wonderful, too!" 

Harold Flanzer, Vice President 

National Gas and Oil Co. 

Chicago, lilinois 

















PROVED IN BILLIONS 
OF LOW-COST MILES 


FOR 





72 


PAYLOADS UP, costs DOWN 
wi 





3000 






20 Modern Whites in the National Fleet! 


BIG PAYLOADS come natural to the White 
3000 because this truly modern truck is 
engineered for more profit . . . functionally 
designed for today’s operating conditions. 


Profitable weight distribution and 
overall-length advantage make the White 
3000 today’s outstanding payload favorite 
in the petroleum industry. 


Why not find out today its many exclu- 
sive extra profit advantages. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


MORE THAN 55 YEARS THE GREATEST NAME IN TRUCKS 
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You, as an oilman, can wear two hats. One, of course, is doing 
your regular job. And the other? 

Wearing that other hat simply means becoming a booster and sales- 
man for your oil industry in your community. 

Some people don’t understand how vital competition is to our indus- 
try. Unfortunately, this usually leads to unfair criticism which, if un- 
checked, could bring government intervention and excessive regulation. 
None of us want that in our business! 

That’s why every one of us should do whatever he can to show the 
public how our free and fully competitive oil industry is best for everyone. 
How can you help? Easily! First, take every chance you find to 
tell people the truth about any rumors or issues that concern our 
industry. 





Second, make use of the materials supplied by the Oil Industry Infor- 
mation Committee. For instance, the OIIC has many informative and 
entertaining movies which are offered without charge. Why not arrange 
to have one of them shown at your local clubs or-schools or anywhere 
you might find an audience. You'll find, as other oilmen have, that 
doing this not only helps you and your industry, but also gives you a 








great deal of personal satisfaction. 


Mail this coupon today . .. and we'll let you know how you can 
help make sure the public knows the truth about the industry in which 
you make your living. 


ee 


Oil Industry Information Committee 
50 West 50th Street 

New York 20, N. Y. 

Gentlemen : 


I'm ready to put on that second hat! Please send me information about OIC 
activities in my area and how I can help. 


to 








(your name here) 

















at So _ 
(your street address) 
in — = = 
(town or city and state) 
homens cen Se NA NO REE GERM SRE SSD EN EE SN EE AS NY Ge es eo en Se come cee ce coe ae on! 





~] 
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BRILLIANT 
ILLUMINATION temecearunes: 


NEW “ANGLE-LUME” RAPID START LAMP, Model NALR FITS YOUR PRESENT 


Whiteway Manufacturing Company, pioneers in the 
manufacture of fluorescent outdoor lighting equipment 
for progressive petroleum product marketers, proudly 
presents its NEW NALR Series of RAPID START lamps 
in 4, 6 and 8-foot increments. These lamps are priced 
right and made right for years of brilliant, rugged care- 
free service, giving you increased light output as the 
temperature drops to 0°F. Ideal for all climates! 
Read specifications at right, then write for name of near- 
est supplier. Catalog of complete new 1956 lights, light- 
ing systems, supplies and accessories, FREE upon request. 


New AREA 


ILLUMINATORS 
1000 or 800 Milliamperes! 


Catch their eyes BEFORE they drive by .. . 
with the NEW Whiteway Model AIR (1000 
ma.) and NAIR (800 ma.) 


* 4or 6 Rapid Start Lamps! 

* High-intensity Lighting With Minimum Glare! 
* Low Operating Cost! 

¢ Sturdy Aluminum Construction! 

¢ Light Angle Fully Adjustable! 


POST HOLE CENTERS! 


B Patented 15° angle (Pat. No. 
168,924) throws MORE light over 
a WIDER area! 





ee Recommended for use where 
brilliant illumination is desired 
regardless of nighttime tempera- 
tures. 


Made with genuine new G.E. 
Rapid Start components! 


4, 6 and 8-foot styles supplied 
with 800 ma. Rapid Start re- 
cessed double contact sockets, 
or in ANY LENGTH USING COM- 
BINATIONS OF THESE THREE 
LENGTHS! 


6-foot style also supplied with 
1000 ma. recessed double con- 
tact sockets, or in ANY LENGTH 
IN MULTIPLES OF 6-FEET! 


This new fixture also incorpo- 
rates Whiteway features such 
as: FULLY ADJUSTABLE post 
mounting brackets, SUPER- 
STRENGTH “I” BEAM construc- 
tion and full 28” WIDTH! 











All island fixtures also available 
in lower-priced SLIM-LINE com- 
ponents. 





DISTRIBUTORS IN ALL PRINCI- 
PAL CITIES. 





PURIPL siSAle Aleelh 
































} ane 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 








——— 
4hon Shon thon 


WRITE FOR FREE CATALOG 


Whether a are planning the building or modern- 
ization of one or a thousand service stations, you 
need our new value-packed 1956 catalog of out- 
standing outdoor lighting equipment, systems, and 
accessories. Send (without obligataion) for your 
FREE copy, TODAY! 


= | 
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...the selling we do for TEXACO DEALERS!” 


Everybody knows this well-dressed man, Jimmy Durante. Three Saturday nights out of 
every four, he brings his gags, his gals, his guest stars, and his famous line-up of 

fine Texaco products into millions of television-owning homes. The show is 

The Texaco Star Theater — on the coast-to-coast NBC-TV network. 


TV is just one part of the huge Texaco advertising program: radio, magazines, 
newspapers, billboards, station display and many other sales-building 
promotions. They're a// helping — every day — to sell Texaco Dealers, 
their fine products and their services to motorists all over the U. S. A. 


THE TEXAS COMPANY 


NG 
” Yonge p 


such busy Mea/ep. 


T7EXACO DEALERS 46 
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Ford experience in Heavy Duty 


FORD BUILDS A FULL LINE OF BIG JOBS FOR YOUR LINE OF BUSINESS 


76 





FORD BIG JOBS mean 


engines pays off... 


@ Much longer peak 
engine performance! 


@ Much less DOWN TIME on the job! 


Years of Ford research and experience in the 
big-truck field now bring you the greatest 
advancements ever in heavy-duty engine 
performance and durability. New Ford Big 
Jobs now can give you more miles of oper- 
ation at PEAK EFFICIENCY. This allows 
you to keep your trucks working longer; cuts 


DOWN TIME for routine maintenance; 
saves on major repairs—in short, generally 
boosts operating profits all ’round! 


And you get greater payload capacities. Ford 
offers bigger payloads throughout the line. 
Payload ratings of some heavy-duty models 
have been increased by as much as one ton. 
New high-capacity tubeless tires are standard 
on all models. 


Profit from Ford’s leadership—see Ford’s 
FULL LINE at your Ford Dealer. A Ford 
Big Job starts paying you back the day you 
buy it—with thousands of extra top-service 
miles built into it. 
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The °56 Ford F-750, an example of 
Ford’s full line of long-life Big Jobs 

—with a combination of heavy-duty 
engine features (listed below) de- 
signed for years of extra service. Max. 
GVW 21,000 lbs., GCW 42,000 lbs. 


BIG SAVINGS in your business 















Only Ford gives you all these ““LONG LIFE” Heavy Duty engine features 


1. Longer-lasting exhaust valves. 
Sodium-cooled; run up to 225 degrees 
cooler than solid-stem types. 


2. Up to 50% longer valve life. 
Integral valve guides transfer heat 
to coolant faster than commonly 
used pressed-in guides. 


3. High engine output. Maintained 
with solid tungsten-cobalt alloy 
exhaust valve seat inserts. 


4. Tighter valve head fit. Dished- 


type intake valves are self-sealing 
even under extreme heat conditions. 


5. Prolonged cylinder head and 
gasket life. Stress-relieved cylinder 
heads expand evenly under extreme 
heat, permit better cooling. 


6. Longer bearing life. Rigid, deep- 
skirt crankcase gives main bearings 
full 240° support, instead of the 
usual 180°. 


7. Anti-fouling plugs. New 18-mm. 
spark plugs resist fouling up to 3 


times longer than ordinary plugs. 
New long-life electrodes. 


8. Faster starts. Better ignition, 
more positive spark action with 
Ford’s new 12-volt electrical system. 


9. Better piston performance. 
Aluminum alloy pistons with in- 
tegral steel struts control expansion 
for precise fit. 


10. Greater fuel savings. New car- 
buretor metering system results in 
better fuel atomization and economy. 








FOR D TRUCKS 


Certified by independent insurance actuaries for the ninth consecutive year! Studies of over 10,068,600 current 
license registrations show that Ford Trucks last up to 9.9% longer than any other 4 leading truck makes! 
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Rheem integrated drum linin 














Have a hard-to-hold product? Chances are 
our lab has a lining just right for you. 
They have A to Z experience in solving 
lining problems. Write today. 


& 
RHEEM MANUFACTURING COMPANY 
7600 S. Kedzie, Chicago 29, Ill. 


NAME, 





COMPANY. 





POSITION 





STREET. 





CITY, ZONE STATE, 








PRODUCT, 








Lined steel drums must often take 
more than body blows in shipment. 
Riding under a blistering sun one 
day, they may be standing in snow 
the next. And if a lining lets go, 
your customer might get a drumful 
of unusable goods. 


In the Rheem laboratories, our engi- 
neers fight back. They take drums 
loaded with hard-to-handle products 
on special trips. Trips through 160° 
temperature shifts that end in shat- 
tering, waist-high drop tests. Out of 
this planned abuse come better lin- 
ing materials — better applied, to 
hold on and take it. 


That’s how Rheem learned long ago 
good linings start with the steel. 


YOU CAN RELY ON 


RICHMOND AND SOUTH GATE, CALIF. 


YORK, NEW ORLEANS, LINDEN, N. J. 





, HOUSTON, CHICAGO, NEW 





qs can take it 


They blast their drums with high 
carbon steel shot, to scour and 
roughen the surface, and give the 
linings sawtoothed, naked grips. No 
sandwiched scale between lining and 
steel to invite flaking or peeling. 
Rheem linings can’t slip or slide. 
They’re integrated. 

Extra step? We take lots of them. 
Like curing linings on our drum 
bodies and on their smaller tops and 
bottoms, in separate ovens for the 
individual treatment their different 
sizes require. Only extra steps lead 
to newer and better containers and 
product protection. We gladly take 
them. They’ve made us the world’s 
largest manufacturer of steel ship 
ping containers. 


MANUFACTURING COMPANY 


AND SPARROWS POINT, MD. 
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Pete Penn says... 


“1 GIVE YOU A HEAD START 


in getting repeat business” 





I am getting to be a familiar character to 
millions of motorists who recognize the impor- 
tance of my story: 


If other factors are equal, a motor oil’s 
lubricating quality depends on the 





quality of its basic crude oil. 





The Pennsylvania region is famous for having 
nature’s finest crude. With this head start from 
nature, it’s no wonder Pennsylvania motor oils 
outperform other brands. 


No wonder, too, that you will have a head start 
in getting repeat business if you carry and pro- 
mote a brand of Pennsylvania motor oil. Your 
customers are sure to 
agree with you and with 
your recommendations. 





Today's BEST Oils 
start with 
Nature’s BEST Crude 


--.and that means PENNSYL VANIA! 





PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION 





Oll City, Pennsylvania 
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| 1W PERFORMANCE PLANTS: PHILADELPHIA + DES MOINES » LONG BEACH, CAL. 
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WORLD’S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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&F ‘I’m burning these ten-spots,’’ said Hodge, 
Burning bills in his big truck garage, 











“To show how we lose, 
When a new truck we choose, 
Without first having checked on Dodge!” 


Qu 


Try this quick quiz before you buy your 
next truck—and you'll get a better truck 
for your money: 






Q. What truck line offers you today’s lowest 
prices on such popular models as the 
14-ton panel, the 1-ton express, and the 
1\4- and 2-ton stakes? 


Q. Which truck line has the largest cabs? 
Q. Which has the greatest driver visibility ? 


Q. Which has the shortest turning radius? 


The answer is “‘Dodge’”’—leader for the 
last 39 years. And this year ‘‘Dodge’”’ is the 
answer to virtually every question you can 
ask that has to do with lower cost haulage 


tai DGE 
You'll find Dodge trucks are the best an- DO 


swer, too, on price. For Dodge trucks are Job Rated 

priced so competitively that no one can TT CKS 
beat your Dodge dealer’s deal. RU 

When time comes to buy. your next truck— 


get the answers that will lead you straight 
to today’s best truck value—Dodge. 


WITH THE FORWARD LOOK > 
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A Phillips 66 Shield goes up, marking another grand 
opening. The Phillips 66 program for successful business 
is scoring a smash hit with progressive Jobbers and 
Dealers. And no wonder, for here are the high lights of 
this program: 


High quality products 

Selling advertising 

Effective sales training 

Business counseling 

Construction and improvement guidance 
Attractive credit policies 









Get all the facts about a profitable Phillips 66 Franchise! 
Write or call: Sales Department, Phillips Petroleum 
Company, Bartlesville, Oklahoma. 


IT’S PERFORMANCE THAT COUNTS! 
Sueccesstil Businesses are Built with Suecesstil Produers/ 
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Serve all your consumer pumping needs with this 


buginess-building trio 


Now, for a modest investment, you can capture a 

bigger share of the BIG consumer market. 

Here, from a single source is every pump you need to 
cement current customer relations—win new bulk users to 
long-term loyalty. Tokheim offers a High-Vacuum 

Hand Pump, an Electric Power Pump, a Portable Electric 
Power Pump. Each embraces the very latest refinements 
in Construction, operating efficiency, convenience. 
Sales are steadier, fuel deliveries bigger, maintenance 
less. Service is easier and safer. Your low 

initial investment pays off big—for years to come. 

See your Tokheim representative soon! 











SMALL 


FACTORIES FLEETS 











ae 


MODEL 688 High-Vacuum Hand 
Pump features bung adapter that 
swivels! Thread suction tube in. or 
out of drum quickly, easily. When 
installed, swing pump handle to any 
position, lock securely with wing 
nut. Sliding suction tube adjusts 
self to tank depth. Requires mini- 
mum maintenance. For many liq- 
uids, from diesel fuel to castor oil. 


MODEL 44 Portable Electric 
Power Pump quickly pays for itself 
in time, manpower and effort saved. 
Compact—only 23” high. Delivers 
approx. 10 g.p.m. Rotary gear pump 
with built-in by-pass valve. % h.p. 
explosion-proof motor. Adjustable 
sliding suction tube. For skid tanks, 
or underground tanks. Guaranteed 
for one full year. A real value. 


MODEL 40 Electric Power Pump 
assures fast, dependable, trouble- 
free service — without costly mainte- 
nance. Features built-in check valve 
—no foot valve necessary. Adjustable 
meter standard. Gear-type pumping 
unit with built-in by-pass valve. Re- 
movable strainer screen. Welded 
steel housing, baked enamel finish. 
Compact, safe, dependable ! 








we Sonne Write for booklet available to farmers, “How To Install Underground Tanks.” 
el \ 
4 General Products Division 
he\ TOKHEIM CORPORATION 
\ a. \ DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
\ fn \ 1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 
s = Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
_ Factory Branch: 1309 Howard Street, San Francisco 3, California 


In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontarie 
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See the Finer Design and 
Finer Construction of... 


UTLEDGE 
EQUIPMENT 


and make it your Finest Station Lighting Buy! 


Notice how often the installations with exceptional nighttime 
traffic records are those equipped with Rutledge Station-Brite 
Lighting! Precise engineering .. . the best of materials... anda 
carefully-developed concept of simplified maintenance make 
Rutledge Equipment your finest after-dark salesman. Write us for 
the facts! 














RUTLEDGE SEALED-BEAM 








_, Manufacturers of Fluorescent 


RUTLEDGE 
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Station Coping Lighting 

This is a new, distinctively im- 
proved Rutledge method of light- 
ing the station from the top of © 
the front and sides. & 
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The RUTLEDGE 
ISLAND | LIGHT 


correctly engineered to 
highlight your station’s 
busiest area 


© All-aluminum construction 
for light weight and easy 
installation, including 
tapered seamless pole 


Approved by Underwriters’ 
Laboratories 


Low temperature ballasts 
in all models 


Instant start and rapid 
start units 





Available in 4’, 8’, 12’, 
16’, 20’ and 24’ lengths, 
with or without top lights 


THE EASIEST 
ISLAND T LIGHT 
TO SERVICE 


MEET. 


1. Simply removing three bolts .. . 


Extra-heavy all aluminum 
poles. Non-rusting, never 
need painting 


RUTLEDGE 5-YEAR FINISH 


Exclusive with Rutledge, this super finish is 
baked on at 600° F.—non-cracking, non- 
chipping, permanently free from _ rust. 











2. ... exposes interior for service 








3. Top lifts off, making ballasts 
easily accessible 





a 4. Special access 
door for wiring, 
on pole adapter 














Island Lights, Fluorescent Floodlights, Fluorescent Coping Lights, Sealed Beam Area Lighting 


EQUIPMENT COMP ANY 334 Boulevard of the Allies * Pittsburgh 22, Pa. * COurt 1-1415 
85 
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“On-the-spot service facilities sold me 


on //1¢co/n LUBRICATING EQUIPMENT” 


reports C.C. Peterson, Owner 


PETE’S TEXACO SERVICE 
Sioux Falls, South Dakota 


“Even the best of equipment sometimes needs service and parts. 
Here in South Dakota, you learn to make sure service is available 
without long delay ...if you want to stay in business. 


“I’m sold on Lincoln Lubricating Equipment because it’s the most 
rugged on the market...needs the least service... but when it 
does, | have factory approved service and parts right here in 
town, without delay. Saves me a lot of worry!” 


(signed) C. C. Peterson 


ELIMINATE DOWN-TIME...and step up your lube room 
efficiency with an up-to-date Lincoln installation... backed by 
speedy, skilled service everywhere in the U. S. 


ro 








SERVICE FOLLOW-THROUGH for all his cus- 
tomers is assured by salesman Stanley Ralston of 
Dockendorf Equipment Co., Sioux Falls, South 
Dakota. 
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For money-making modernization ideas, send for 
your free copy of booklet “Path To Profits In The 
Lube Room.” 


MAIL THIS COUPON TODAY... 


To LINCOLN ENGINEERING CO. 
5702-74 Natural Bridge Avenue, St. Louis 20, Mo. 


Please send me free booklet “Path To Profits In The 
Lube Room.” 


Name 
Company 
Address 


City... 
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A “twist of the wrist” tells customers 


You know how important a clean, efficiently 
operating cooling system is to top engine 
performance. Dirt, rust and corrosion can 
cause engine knocks and pings—overheating 
—low gasoline mileage—sluggish engine 
performance. 


But motorists don’t know how to take care 
of their cooling systems. 


88 


That’s where you—an expert—take over. 
You drain, clean, flush and carefully check 
the entire system. Add clean water and a 
rust inhibitor. The customer places confidence 
in you. And your service is appreciated. 


Result: your customer’s business for a long, 
long time. 


The best way to gain a customer’s confidence 
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a lot about you 


is to give him fast, complete service. And one 
of the easiest and most impressive services— 
it just takes a “twist of the wrist’’—is 
often forgotten. 


Be sure to give complete cooling system serv- 
ice this spring. You’ll make yourself lots 
of new friends—and extra profits. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 
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Maximum 
Undercar Accessibility 


The compact superstructure (46” 
wide, 68” long) of the Rotary 
Frame Pick-Up Lift has only four 
points of contact with the car. 
Easily handles automatic trans- 
missions, intricate wheel suspen- 
sions and frameless bodies. 


Li 
Thin 











Speeds repair and brake 
work... makes all service 
jobs more profitable! 


With this one lift . . . the Rotary Frame Pick-Up... 
you can handle every kind of service and repair job on 
all automobiles and light pick-up trucks. 

This efficient new lift relaxes all spring suspensions 
and makes undercar parts easy to reach for faster, better 
lubrication and other work. 

Rotary’s exclusive new Hydra-Seal (described on 
opposite page) guarantees satisfactory, maintenance- 
free service for years. Yet the Rotary Frame Pick-Up 
Lift costs no more than comparable single jack lifts. 


Relaxed Spring Suspensions 
Safety-Grip Pick-Up Pads 


Heavy oil-resistant synthetic rub- 
: ie ber pads grip the frame securel 
by red lines. Fittings take grease alam nd esek tev aie sig 
easier and faster. Penetration is ports or adapters on 98% of all 
better and less grease is required. cars. Easily attached adapters to 
Wheels clear low fender skirtings, handle frameless bodies are fur- 
are easier to remove. nished as standard equipment. 


All spring suspensions are relaxed 
so that wheels drop, as indicated 


























Rotary Hydra-Seal makes 
auto lift packing obsolete ...completely eliminates 
biggest problem in auto lift maintenance 













@ Lasts for years without replacement 
@ Never requires adjustment 
@ Positively prevents oil leaks 


@ Reduces plunger friction 








Hydra-Seal is an exclusive development of Rotary Lift Co. 


This revolutionary new feature of Rotary automotive 
lift jacks replaces troublesome packing which often 
leaks and requires frequent adjustment. 

The Hydra-Seal utilizes oil pressure inside the jack 
to produce a hydraulic sealing action. The higher the 
pressure the tighter the seal . . . yet there is never any 
binding of the plunger. 

Installation is fast and easy. The Hydra-Seal slips 
over the head of the plunger and into place. No fitting 
or adjustment required. 


Proven successful—Severe laboratory and field tests 
prove the Rotary Hydra-Seal out-performs all types of 
packing in preventing oil leaks and providing smoother 
lift operation. 

It is furnished as standard equipment on all new 
Rotary auto lift jacks and also can be installed to replace 
packing on Rotary lifts built since 1951. 























— 


Malleable 

iron gland 

Holds Hydra-Seal in 
place. Never requires 
adjustment or 
tightening of bolts. 





Hydra-Seal 


Oil-resistant synthetic, 
molded in a single ring. 


Non-corrosive 
springs 





Assure constant contact 
with plunger. 
Compensate for eccentric 
loading and wear. 


















































keeps oil tlow on the GO! 


@ Yes, no matter where oil flows, Milwaukee valves are on 
the job . . . day-in, day-out. Thousands bridge the gap be- 
tween bulk plant and automobile tank. 

You'll like the easy, positive control . . . the smooth steady 
flow without clogging, chattering or breakdown. There’s a 
size and model for every installation. You get the ultimate 
in design, materials and workmanship. 

Milvaloy, the stronger, lighter, spark-resistant metal as- 
sures added oil handling safety. It’s an exclusive feature of 
Milwaukee valves. 

Whether you order valves by the names Milvaco or Mil- 
waukee — it’s the proved way to keep oil flow on the GO! 
Write for literature or see your nearest jobber or wholesaler. 


STEMLOCK GATE VALVE LEVER THROTTLE VALVE LINE LOADING VALVE — 
—Model P-2685. Flang- —Model P-2862. Bronze, Model P-2920. Bronze. 
ed- —. Bronze. Lock- double-disc. Flanged Shock-proof action. Re- 
ing levice prevents pil- ends. Quick-opening, newal discs replaceable 
ferage. , 


positive closing. without removing valve 
from line. ; 


GATE VALVES . 


for bulk plant, ae or port- 
able pipe line installation. Pro- 
vide safety where it’s needed. 
Screw, flange and victaulic types 
in bronze and aluminum. Stem- 
lock, screwed and flange types 


















available in bronze. GLOBE VALVE — Model BY-PASS PRESSURE RELIEF | HOSE NOZZLE VALVE— 
P-501. Bronze. Screwed VALVE — Model P-610. | Model P-2010. Milva- 
ends. Screwed bonnet. Bronze. May be inspect- loy nozzle body. Dual 
Composition disc. Avail- ed and cleaned while po pets and two-stage 
e for vick delive able in wide range of connected. Pressure set- ‘ulcrum lever. For gas- 
or q ry, popular sizes. tings up to 200 pounds. oline or fuel oil. 


smooth flow, other 
Milwaukee accessories 
include . . . bronze 

swing joints, screened 

air vents, truck tank 
faucets, line loading 
valves, fill caps, fill boxes, 
union wrench couplings, 
tank bushings 







THE COMPLETE LINE OF PERMANENT QUALITY VALVES 


MILWAUKEE VALVE COMPANY 


A subsidiary of Controls Corporation of America 
2379 South Burrell Street e Milwaukee 7, Wisconsin 
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The J&L line includes all types of 
Closures and Finishes. Bright, colorful 
decorations may be reproduced to 
your specifications. Heavy-duty ICC 
Drums. Light-gauge Drums. 55, 30 
and 15 gal. capacity and 100-lIb. 
Grease Drums. Lightweight Drums for 
Chemical and Powdered Materials. 
1-10 gal. capacity Steel Pails for } 
Foods, Chemicals, Oils. 
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FOR TOUGHNESS 


... when the going is tough 
J&L STEEL CONTAINERS 
CAN TAKE IT 


J&L Steel Drums and Pails meet the most rigid tests 
for durability because: 


J&L Drums and Pails are made from 
high quality J&L Steel Sheet. 


J&L Drums and Pails are made with 
care and accuracy in every detail. 


You can obtain J&L Steel Drums and Pails through 
plants located in leading industrial centers. You'll 
find J&L service fast and efficient. Call the J&L office 
serving your community. 


Sones ¢ Laughlin 
STEEL CORPORATION — Pittsburgh 


405 Lexington Ave., New York 17, New York 





ZT 


Each Thursday, teacher turns a knob and the class 
enters a new world—a world many are visiting for 
the first time via the Standard School Broadcast. 


Since 1928, this program has introduced man’s 
musical heritage to Western children. Now play- 
ing for its second generation, the Standard School 
Broadcast is probably the biggest ‘‘classroom”’ in 
history. It has an audience of nearly 1,500,000 
listeners throughout the West, Alaska and Hawaii 
... Students in 54,000 classrooms and adult listen- 
ers at home. They hear a symphony orchestra, a 


Fis 


Your children visit a new wor 


<b ee 


Id each week 


dramatic cast, choral groups and guest artists. 
Standard provides Teacher’s Manuals as program 
listening guides. 


Goal of the School Broadcast is to help listeners 
gain an absorbing new interest in music, and— 
through music—a broader knowledge and under- 
standing of the world around them. We suggest 
that you listen in at home to enjoy the world’s 
best music and to gain one more link with your 
childrens’ interests. TUNE IN every Thursday 
...check newspapers for time and station. 


STANDARD OIL COMPANY OF CALIFORNIA 


plans ahead to serve you better 
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Save on Every Gallon — 


Bennett RAM System Gives Remote 
Automatic Multi-Pump Service From 
a Single Central Submerged Unit 


The Bennett RAM system is the answer to vapor 
locks caused by high temperatures, high altitudes, 
and extra-long pipe runs — to pumping problems 
wherever multiple dispensers are needed for one 
grade of fuel. Because the RAM Pump is entirely 
submerged, it pushes the gasoline. The RAM sys- 
tem saves dollars in capital outlay, because one 
submerged pump serves up to 8 dispensers. 
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In addition to saving on original 

cost, the RAM system saves in 

operation, too—saves real money 

8 ways: 

Dispensers require no air 
eliminators 

Single discharge line serves all 
dispensers 

No return line needed 

No priming required 

Never needs lubrication 

No belts, gears, packing to 
replace 

Installs in pit or above ground 
as Sesived, 

Simple design—field tested— 
assures traditional Bennett 
economy 


Ask your John Wood Represen- 
tative for full details on the 
Bennett RAM system — remote 
automatic multiple pump han- 
dling at lowest cost and highest 
efficiency. 
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JOHN WOOD COMPANY- REMOTE AUTOMATIC MULTI-PUMP 
BENNETT PUMP DIVISION * Muskegon, Michigan ° SUBMERGED SYSTEM 


In Canada: Toronto * Montreal * Winnipeg * Vancouver 
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Tri-Sure 


Here’s how — | ios oft 
ATLAS uses Tri/-Sure Closures 
fo prevent contamination . 


orbo{—a moisture conditioner that is widely used in the Tri-Sure 

pharmaceutical, cosmetic and food industries — is one of Aluminum Flange 
many important new chemicals developed by Atlas Powder (inserted) 
Company. : 
Atlas produces Sorbo and other chemicals under conditions 
that maintain utmost purity throughout processing. And to 
assure the delivery of a pure product to every customer, the 
entire line of Atlas Chemicals shipped in steel drums is 
equipped and sealed with Tri-Sure* Closures. 


Atlas uses Tri-Sure Closures to be sure of tight, leak-proof, 
tamper-proof drums. And for additional protection against 
the possibility of contamination, Atlas specifies the combi- 
nation of the Tri-Sure Aluminum Flange and Tri-Sure Poly- 
ethylene Plug which offer complete protection for Sorbitol 
emulsifiers and other Atlas Chemicals. 


Whether your products are chemicals, foods, oils, paints or 
drugs the best closures for your containers are Tri-Sure. 
Adopt the time-tested practise that is standard with the 
world’s leading shippers:—when you order drums always 
specify ‘“Tri-Sure Closures’’. 





Sorbo (70% sorbitol solution) 


alway” ecify is a registered trademark 


of Atlas Powder Company. 


*The Tri-Sure Trademark is 
a mark of reliability backed by 
over 35 years serving industry. 


4-Sure 
Reg. U.S. Pos. Of It tells your customers that 
genuine Tri-Sure Flanges (inserted 
with genuine Tri-Sure dies), 
Plugs and Seals have been used. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. © NILES, OHIO ¢ LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure $/A Indistria e Comércio, Sao Paulo, Brazil 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 
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Big Changes Coming—‘The next 10 years will see a 
greater period of change for this industry than any ten-year 
period in the history of oil marketing,” predicts Gilbert B. 
Dickey, Jr., president of Trans American Oil Co., Nashville, 
Tenn. Among Dickey’s predictions of things to come by 
1966: independent dealers will be eliminated, as government 
legislation “forces” suppliers to switch to company-operated 
stations; but “there will still be a place for jobbers, agents 
and consignees” to maintain a limited number of super, 
push-button stations; “homes heated by fuel oil will be as 
rare as those still heating with wood today;” commercial 
accounts and farmers will buy direct from terminals. 


Commercial Discount Twist—Small refiners and off- 
brand suppliers are taking an increasing amount of com- 
mercial account business away from major suppliers and 
jobbers. So even if suppliers don’t undersell jobbers, some 
industry sources say, neither supplier nor jobber is getting 
the business. 


Compression Drops—Two 1956 cars, Packard and 
Cadillac, are pulling in their horns a bit on compression 
ratio. Packard, which was rated at 10:1, is said to have 
dropped to 9.75 to overcome a knock problem. Cadillac 
started out at 9.75, is adjusting its timing to eliminate a 
similar problem. 


Underground Octanes—New, higher gasoline octane 
levels may mean stronger underground piping in service 
stations—at least in the larger ones. Some stations have had 
to install booster pumps to overcome the vaporizing tend- 
ency of new fuels, and that puts 28-lb pressure on lines 
— for only 5 Ibs. Result: new hazard of underground 
leaks. 


Seat Belt Rush—On the national scene, seat belts are 
booming. One manufacturer says his biggest problem is 
keeping up with demand, and he’s temporarily limiting his 
promotional efforts to compiling catalogs. 


Highway Question Mark — Ranking Democrats are 
privately worried about getting support for their highway 
bill from House Republicans. Top GOP members have 
given public assurance of their backing, but at least one 
key Democratic leader fears an election-year switch in 
sentiment. Prime movers in the House are shooting for an 
April vote on the multi-billion-dollar roads legislation. Their 
timetable depends on whether the public works committee 
can dovetail two bills (one authorizing the program, the 
other financing it) into an acceptable package plan by the 
time Congress returns from Easter recess on April 9. 
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Squeeze on FTC?—An executive of a big oil company 
predicts Federal Trade Commission will be under pressure 
to bring cases against competitive price allowance practices 
(see p. 104). FTC will have to build litigation around a 
dealer with significant proof of injury under a CPA plan, 
and many suppliers are doublechecking their allowance 
systems to make sure that “have-nots” aren’t getting hurt. 


Price War Analysis—A study to determine all the ele- 
ments in price warfare is being undertaken by a large 
major oil company, a market leader in its region. The study 
reportedly will include origins, developments, termination 
and a rundown on damage and results. It will be many 
months before this clinical examination is completed. 


Not Co-Operating—A big Midwest major will stay out 
of co-operative oil heat advertising. Reasoning behind it, 
according to a company official: “We have yet to see a 
single instance of a householder using oil when he can get 
gas.” Private advertising, the official says, at least gives 
the company the advantage of pushing its own brand. 


Override Complaint Delayed—The year may run out 
before Federal Trade Commission decides on its staff's 
complaint that commissions on TBA sales through service 
stations are (1) not justified by oil company promotional 
services, and (2) are a denial of “free competition” to dis- 
tributors, dealers and consumers. Filing of briefs has been 
delayed, and hearings are unlikely until after June 1. Sev- 
eral additional months will be required for the examiner’s 
ruling and its review by the full commission. 


Atlanta Sell-Out—It begins to look as if the mid-year 
meeting of the API marketing division in Atlanta next May 
will draw the biggest crowd yet. Four hotels were booked 
to capacity by March. An early estimate of attendance 
topping 750 is being raised. 


Mileage Booster?—Skelly Oil Co. reports development 
of a “built-in” gum solvent that will increase mileage, 
decrease octane requirements and improve horsepower 
while the motorist drives. The formula, according to Jess 
Knowles, Skelly marketing vice president, will dissolve the 
gum that binds carbon and lead and causes them to form 
deposits. Gasoline containing the solvent, known as Keo- 
tane, should be available to dealers well before the com- 
pany’s advertising appears later this month, Knowles says. 
Skelly will need the first year’s entire production for its 
customers and has reached no decision on eventually 
offering the formula to other refiners. 


For More Ahead of the News 
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Jobber Exclusives—Southwest jobbers are continuing 
their push to eliminate “dual operations” by their suppliers, 
and meeting with some success. One operator in a large 
Texas city reports his supplier has turned over all com- 
mercial and retail business to him. That’s at least the third 
such deal in the last six months. 


Plastic for Paper?—Two more major oil companies have 
trial runs going on plastic credit cards embossed with the 
customer’s name and address. An imprinter at the service 
station does the embossing job. If the set-up works, one of 
the companies will substitute plastic for its present paper 
cards. The other will switch from metal, which it installed 
about five years ago. Atlantic Refining Co. has already 
adopted plastic cards. 
* 


Delivery Changeover—A Texas major is reorganizing 
its specialty products delivery van system. The company 
now ships such products to various territories where re- 
handling is needed before delivery can be made; it will soon 
make all deliveries from one terminal. The territory for the 
single depot will be immense, but the company believes 
savings in handling costs will be substantial. 


Bonded Tires?—kKaiser Aluminum has a development 
program in the works on a die-cast aluminum wheel-drum- 
hub, all in one unit. Looking way ahead, automotive de- 
signers are toying with the idea of bonding tomorrow’s tire 
permanently to such a combination wheel-brake-drum unit. 
That would raise some interesting problems in TBA inven- 
tory and servicing. 
e 


Riding on Air—lInterest in air springs has taken a new 
turn since General Motors Corp.’s truck and coach division 
said it plans to make air springs standard equipment on 
trucks in the near future. Auto engineers say the springs 
will not only cut truck maintenance, but will become a 
major factor in reducing damage to highways by heavy- 
duty trucks. Because the springs absorb jars and vibrations, 
they’re expected to lessen impact on the roads. 


Octane Race Slowdown?—Refiners may have to start 
worrying about fuel volatility instead of fuel octane, 
-according to Ford Motor Co.’s A. E. Cleveland. He sees an 
increase in the importance of volatility because of in- 
‘creased engine power, low silhouettes, crowded engine 
compartments. 


Colley at NOJC—A feature of the National Oil Jobbers 
Council meeting this May in Atlanta will be a forum on 
Atlantic Refining’s minimum-pricing plan. The plan’s origi- 
nator, Dwight T. Colley, Atlantic’s marketing VP, has ac- 
cepted an invitation to speak. He’ll tell what his plan means 
to jobbers. Purpose of the forum is to permit jobbers to 
indicate approval or disapproval of Atlantic’s efforts. (An 
explanation of the Atlantic Plan appeared in NPN—March 
"56, p34.) 
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Competition Research—Publication of a study of com- 
petition in the petroleum industry is expected sometime in 
1957. The project is sponsored by Standard Oil Co. (In- 
diana). The object is to supply comprehensive information 
for company attorneys and to make background material 
available when investigations arise. Detailing competition 
from production to retail distribution, the work will stress 
impartiality to enhance its value. 


Louisiana Purchase—Magnolia Petroleum Co. plans to 
expand its operations in eastern Louisiana in the so-called 
“Florida parishes area.” Magnolia now has about five 
stations in Baton Rouge, and will step up its station-building 
as soon as a new river terminal is opened (about June 1). 
The Baton Rouge installation will supplement Magnolia 
water terminals at New Orleans, Lake Charles, Morgan 
City, La., and Harlingen and Beaumont, Tex. 


The Wholesale Way—Independent refiners in eastern 
Texas—who until a couple of years ago sold most of their 
gasoline output to majors—are finding they have to go the 
jobber route to sell their production. One refiner, Ameri- 
can Liberty Oil Co. of Dallas, now markets almost 100% 
through jobbers. Two years ago, American Liberty sold 
80% of its output to majors, the other 20% to brokers and 
unbranded jobbers. 


Transmission Shift—Automatic transmissions may be 
standard equipment on all passenger cars and most trucks 
by 1960, predicts T. J. Ault, president of Long Manufac- 
turing Division of Borg-Warner Corp. This would result in 
the eventual transition to AT fluids away from conven- 
tional gear lubricants. 

e 


Faster Auto Data—Automotive Lift Institute will work 
for quicker release of new model dimensions by car manu- 
facturers. The hoist men feel that faster, more complete 
information will help them serve lift-users better, and ulti- 
mately bring better service to the public. A three-man 
committee has charge of the project. 


The Woman’s Place—More and more women may be 
teaching courses in distributive education for young men 
interested in oil marketing. There has been speculation that 
men might resent female teachers in courses beamed pri- 
marily at men. But L. T. White, Cities Service educational 
authority, reports that women teachers are winning un- 
reserved acceptance, on their merits as professional instruc- 
tors able to help men become merchants. (For a report on 
distributive education, see NPN—March ’56, p38.) 


Packard In-Between—Packard division of Studebaker- 
Packard Corp. is introducing a new model between its 
Clipper and Packard models. It will be powered by the 
Clipper engine and require premium fuel, and Packard is 
hoping it will compete with Chrysler’s Windsor line. The 
company is investing little in tooling for the new model, 
can drop it fast if it doesn’t click. 
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NPN PRICE AVERAGES* 


ATORS 


Refinery/Terminal 
(¢ a gal.) 
Mar. Feb. Mar. 
1956** 1956 1955 
Gasoline 
(regular) 11.54 11.70 11.21 
Kerosine 11.02 10.98 10.69 
Distillate 9.53 9.53 9.31 
Residual 5.16 5.14 4.23 
4 principal 
products 9.30 9.37 8.81 
Lube oil 22.02 21.99 16.58 
Crude at 
well ($ 
per bbl.) 2.83 2.83 2.82 


*Weighted average price, 
cipal markets. 
**Through Mar. 2. 


prin- 








Mar. 1956* 
Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. _— Sang Seal 194,668 
Distillate fuel oil (thous. bbl.) ................... 71,648 
Marae We Wa ee acs ss owe Oa ks ok 18,541 
Residual fuel oil (thous. bbl.) EEG Are oa eae Ries 6 35,970 
Crude oil—B. of M. (thous. bbl.) ................ 258,087 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) ............. 8,093 
Foreign crude included (thous. bbl. daily) ........ 926 
% of refinery capacity operated ................. 95.9 
Refinery Output 
Gasoline (thous. bbl. daily) ...................... 3,733 
Kerosine (thous. BBL daily) .............:........ 387 
Distillate fuel oil (thous. bbl. daily) ............... 1,887 
Residual fuel oil (thous. bbl. daily) ............... 1,261 
Crude Supply 
U. S. crude oil production (thous. bbl. daily) ........ 7,146 
Crude oil imports (thous. bbl. daily) .............. 244 
* Through Mar. 2. 
Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 
MONTHLY MARKET TRENDS 
Latest Month 
Petroleum products in secondary storage (thous. bbl.) 48,050 (Dec.) 
Exports of crude and refined products (thous. bbl.) . . 10,874 (Dec.) 
Average station gasoline price, ex tax (¢ per gal.) .... 21.32 (Mar.) 
Gasoline consumption (million gal.) ............... 4,482 (Nov.) 
Service station permits (number) ................. 866 (Sept.) 
Passenger cars—domestic shipments (thous.) ........ 570 (Jan.) 
Trucks and buses—domestic shipments (thous.) ..... 84 (Jan.) 
Automotive replacement tire shipments (thous.) .... . 3,298 (Dec.) 
Replacement battery shipments (thous.)............ 2,555 (Dec.) 
Oil burner shipments (thous.) .................... 43 (Dec.) 
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Feb. 1956 Mar. 1955 
194,473 183,727 
72,415 62,457 
18,584 18,187 
36,907 44,970 
256,962 260,707 
8,045 7,374 
780 761 
95.5 88.6 
3,726 3,460 
380 357 
1,939 1,703 
1,285 1,185 
7,114 6,886 
816 741 
Previous Month Year Ago 
53,127 50,107 
9,339 10,327 
21.44 21.16 
4,621 4,279 
826 914 

668 611 

87 74 
3,592 3,468 
2,626 1,796 
63 47 
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Tourist Gallonage Going Up This Year 


ECREATIONAL travel by auto- 

mobile in the U. S. will set a 
new high record this year—starting in 
June, reaching a peak in July or 
August, and tapering off in September. 
Gasoline inventories in all refining 
districts are ample for all consumption 
needs that may develop. 

Estimates to NATIONAL PETROLEUM 
News from oil company touring bu- 
reaus over the country place the aver- 
age gain this year at 5% above 1955. 
Some districts may run 10% better 
than last year. The estimates of gains 
this year are buttressed by several 
economic factors. Total automobile 
registrations are higher, estimated to 
be 62,750,000 vehicles by the end of 
1956, compared with 61,300,000 at 
the end of 1955. 

Other factors which will contribute 
to extra touring this summer include: 
continuing high sales of new cars, even 
though car production is lower, with 
their owners driving them more than 
their older models; general business 
conditions that maintain consumer 
spending ability; improved facilities 
for tourist family housing and dining. 
The American Automobile Assn. says 
half the nation’s population now par- 
ticipates in vacation travel. 

Year-Round Season—Not only will 
the volume of vacation touring this 
summer be larger than ever, it will be 
spread over more months. Not many 
years ago, vacations were confined 
mainly to July and August. Today 
more industries—to lessen the impact 
on plant output of vacation absentees 
—give workers a paid vacation and 
extend the period when it must be 
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VACATION DRIVING BRINGS 
4.0 PEAK IN GASOLINE SALES 
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taken. Shorter working weeks make 
opportunities for weekend recreational 
travel. The growing interest in winter 
sports creates more driving in what 
used to be the off season. 

One oil company serving the north- 
east says touring is a factor in all 
months except December, January, 
February and March. The accompany- 
ing chart of U. S. gasoline consump- 
tion by months in 1955 shows how 
touring builds up gasoline sales in the 
summer. 

Here is a summary of anticipated 
touring this summer in various geo- 
graphical districts: 

e The East, above Virginia: Esti- 
mated 1956 gain in touring 5%, with 


Days’ Supply of Gasoline 


Based on Demand for Period Mar. 1 - May 31 





more recreational driving in spring 
and fall months. 

e New England: Estimated gain 
5-6%; last year’s floods and hurricanes 
no apparent deterrent to visitors. 

e Ohio, Kentucky, Western New 
York and Pennsylvania: 5-8% gain, 
with more workers able to finance ex- 
tended vacation trips. 

e Midwestern States: 5% gain, with 
general business conditions maintain- 
ing consumer spending. 

e Southwest: 8-10% gain; contrib- 
uting factors are growth in population 
and movement of tourists through this 
area to visit Mexico. 

e Rocky Mountain and West Coast 
States: Average 4-5% gain. High em- 
ployment, higher wages and longer 
vacations with pay will promote travel. 
Republican National Convention in 
San Francisco an added attraction. 

Stocking Up—As shown in the ac- 
companying table, gasoline inventories 
at U. S. refineries on March 2 were 





(000 bbl.) n | 
194,668,000 bbl. This is 6.8% larger 
1955 1956 than on a comparable date a year ago, 
Refinery Districts Stocks D/avg. Demand Days’ Stocks D/avg. Demand Days’ when they were more than adequate 
Mar.4 Mar.-May Supply Mar.2 Mar.-May Supply for all needs in the 1955 season of 
East Coast ot 35,371 387 91 37,533 413 91 hi h motor fuel deman . St s 1 
Gulf Coast .... 38,810 1,199 32 39,533 1,279 31 sore egy tes ir ay ese ng brine: 
Total Coastal .. 74,181 1,586 47 77,066 1,692 46 . r 
Appalachian . 7,434 89 84 7,957 95 84 before seasonal withdrawals start, nor- 
Ind.-Il.-Ky. 40,800 737 55 40,286 786 51 mally in early April, for refinery out- 
Okla.-Kans.-Mo. 19,359 400 48 22,911 427 54 ut of gasoline is being maintained at 
Other Inland . 19,184 353 54 20,825 377 55 sh h a 8 
Total Inland cu gt SET 1,579 55 91,979 1,685 55 & : , 
Total East of California . 160,958 3,165 51 169,045 3,377 50 In terms of days’ supply of forecast 
Coltorie 6.65 oo 23 440 49 25,623 469 55 demand for March, April and May of 
Total ... aR a 182,343 3,605 $1 194,668 3,846 51 this year, gasoline inventories at re- 


fineries are about in the same status 


Inventories Mar. 4, 1955 are based on actual demand for districts shown for March, April 
as a year ago. a 


and May. Inventories Mar. 2, 1956, based on forecast demand for March, April, May, ’56. 
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Cece again! Willard MAKES BATTERY HISTORY! 


New Willard Profit Proposition 
Loaded with Selling Features! 


New selling features, new fast-moving 


products, new, more competitive prices 





. .. those are just three reasons why the 





Willard Profit Proposition is the top 
NEW PRICES—more COMPLETE 12-VOLT proposition in the battery industry today! 
competitive than ever! LINE—I0 types in all! : 

But don’t take our word for it... 
call your nearby Willard Distributor... 
let him show you how you, too, can 


increase battery sales and profits with 





Willard—the long-guarantee batteries 


you can sell with confidence! 


CHARGED BONE-DRY PRICE LINE BATTERIES 
at no extra charge! with premium features 











PLUS... new improved 
Willard Fast Chargers 
for EX7RA Service Profits! 


Floor models .. . portables ... 
utility models... for both 6- and 
12-volt batteries . . . you'll find 


them, as well as home booster 
chargers, in the new and im- 
proved line of Willard Fast 
Chargers for 1956. 


CALL YOUR NEAREST Vi ant DISTRIBUTOR 
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Do you get “NEW CUSTOMER” 
support like this? 








SINCL 


; 
POWE 
THE SUPER 






Sinclair’s “New Customer Round-up” Brings Over 100,000 
New Customers into SINCLAIR Dealer Stations 


The Sinclair “New Customer Round-up” is typical of the way Sincl. :r 
goes to bat for Sinclair Dealers. 


In this round-up, Sinclair Dealers submitted their own list of 
selected prospects. With Sinclair’s assistance, an invitation was sent 
to these prospects, offering the free gift of a quart of oil when the 
customer drove into the station. 


ee ak es ae 


The response was tremendous — and every participating Sinclair 
Dealer reported not only big gains in gasoline and oil sales, but also 
New Business Builder! a very satisfying increase in the number of new customers. 


Mailed to prospects selected by each Sin- = If you’d like support like this— plus the proved help of a tremen- 


Clair Dealer, this “free quart of oil’’ coupon : : Pint Re 
brought amazing returns...and turned thou- dous newspaper, magazine, radio and television advertising program, 


sands of prospects into steady customers! i hard-hitting point-of-sale promotion and the 


Sinclair 5-Star Dealer Aid Plan —see your 


Sinclair Representative or write Sinclair Refin- 
“Leads the industry in dealer assistance” 





ing Company, 600 Fifth Avenue, New York 
20, N. Y. Ask about the Sinclair TBA Franchise 
featuring Goodyear, the greatest name in rubber. 
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EDITORIALLY SPEAKING 


‘It's Time to Start at the Beginning’ 


Industry public relations got a good hard shove in the wrong direction by 
the recent gas bill fiasco. Since our industry has been trying hard to improve its 
public reputation, this is a bitter pill for oil men to swallow. But there are other fronts 
in our public relations battle—and we’re not doing very well there either. 

How much damage was done by the gas bill controversy? A leading spokesman for the 
industry’s public relations program says, “It set us back ten years.” 


To overcome the damage, the Oil Industry Information Committee will 
have to produce even more than ever before. But OIIC can’t even come close 
to handling the job by itself—even with its 30,000 volunteers. 

Most observers say OIIC is doing a good job. And its constructive steps to inform the 
public and bring more people into the industry PR program can do nothing but good. 


But OIIC is not a substitute for good public performance by others in the 
industry. Public relations begins with the act, good or bad. OIIC cannot remake the 
bad things about the industry. Other oil men must do that. 

Nor can OIIC be the lifeguard that rescues the industry from indifference to public 
opinion, from thoughtless deeds or statements, or poor service. OIIC cannot undo damage 
except by promoting other good actions. 

Public relations is the art of doing the right thing and then telling people about it. The 
starting place is the point of public contact. For our industry, that means... 


Public relations begins at the service station. 


OIIC is certainly aware of the importance of the dealer in industry public relations. 
Its executive director, Adm. Harold B. (Min) Miller, recently told NPN: “If you could 
get the dealer on fire you’d solve the whole thing. The percentage of dealers who regard 
OIC as a real income producer—which it is—is small.” 

Admiral Miller was talking mostly about dealer participation in OIIC. And his group 
has done some good work in that direction. Some 8,000 dealers now take part in some 
form of OIIC work, according to estimates. 

But what we're talking about goes much further than that. It starts with the dealer’s 
own public relations program—his customer service program. 


The public forms its closest impressions of our industry at the station. The 
gas bill fight, the never-ending stories about the antics of oil millionaires are the things 
that make the newspaper headlines. And they don’t help. But dirty station washrooms, 
poor service, indifferent dealers can be just as destructive to the industry’s reputation. 
People just read about the gas bill. They visit the stations.* 

When a man is confident that his dealer is giving good service and has a clean station, 
he’s more apt to gain a favorable starting point for his over-all impression of the industry. 
For most people, the station is their only direct contact with the industry . . . 


And that’s where a major public relations effort should be aimed. 


* For one aspect of this, see the story on air service beginning on page 108. 
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Senator Humphrey’s pointed questions . . . brought a startling reply from FTC’s Gwynne 


Dealer Discounts: When Are They Legal? 


@ For a while it seemed fairly clear. The Federal 


Trade Commission said you could grant a temporary 


discount to a dealer who was caught in a price war 


@ Now FTC has reversed itself. Its new policy 


says a discount to one dealer must go to every 


company dealer in the same ‘competitive area’ 


@ But FTC isn't really sure of its stand. And mar- 
keters are confused and concerned. Even drastic 
consequences have been predicted... 


ONE MAJOR COMPANY official 
told NPN: “This new FTC policy will 
force, actually force, oil companies to 
go consignment.” 

“Major-brand dealers will be put at 
a disadvantage in competing with low- 
price independents,” predicts a Mid- 
west jobber. “Their supplier probably 
won’t grant discounts to an entire com- 
munity of stations just to help one 
dealer in a confined neighborhood.” 

But some companies weren’t sur- 
prised, and said they’ve been following 
the new pattern set forth by FTC for 
some time. Others, however, are 
known to grant spot allowances to in- 
dividual dealers. 
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Marketers raised two big questions 
about FTC’s new position: 

@ What is FTC’s view of a competi- 
tive area? 

e When, if ever, is it legal to give 
a voluntary discount to a single dealer 
in order to meet competition? 

For the first question, there’s no 
ready answer from FTC or any other 
official source. 

For the second, there is at least a 
partial answer. 

The New Stand 

It’s based on FTC’s revised inter- 
pretation of the Robinson-Patman Act, 
and adds up to something like this: 


A price allowance offered to one 
dealer must be offered to all others in 
the same competitive area, if a charge 
of price discrimination is to be 
avoided. 

The key to this is the definition of a 
“competitive area.” And FTC so far 
has declined to spell it out. But the 
Robinson-Patman Act also provides 
that a supplier may grant a discount 
to a single customer under certain cir- 
cumstances. It’s the varying inter- 
pretations of these circumstances by 
the courts and FTC that have peri- 
odically confused marketers. 

Actually, there is some question 
now, among FIC staff members, about 
whether FTC is really ready to take a 
firm stand on the price discount ques- 
tion. Some of them feel FTC Chair- 
man John W. Gwynne was pressured 
into disclosing the new position before 
the commission was prepared to sup- 
port it with facts and legal arguments. 

Gwynne revealed the new policy 
last month during questioning by Sen. 
Hubert Humphrey (D., Minn.), chair- 
man of the Senate small business 
subcommittee. Gwynne later told 
Humphrey that FTC’s position was 
“necessarily speculative’ and that a 
Supreme Court ruling might be needed 
to clear up the situation. Gwynne said 
FTC actually changed its position in 
May last year, but could give no rea- 
son why it wasn’t disclosed earlier. 
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One guess is that FTC had hoped to 
withhold any announcement pending 
a court case that may have strong 
bearing on its new position. FTC is 
also known to have several cases under 
investigation. 

The court case is that of Enterprise 
Industries vs The Texas Co. In that 
case, Texas is appealing the decision 
of a federal district court ordering the 
company to pay about $15,000 triple 
damages to Enterprise, a former 
Texaco dealer. Enterprise charged it 
did not always get price allowances 
given to other Texaco stations in its 
area (Wethersfield, Conn.). 

Gwynne’s admission of the policy 
switch came when he told the subcom- 
mittee FTC agreed with the Enter- 
prise decision, part of which reads: 
“The Robinson-Patman Act does not 
go so far as to allow discriminatory 
price cutting to enable a buyer to meet 
price competition, but only to enable 
the seller to meet the lawful price of 
the seller’s competitor.” 

That statement indicates one of the 
possible situations where a_ supplier 
can grant a temporary discount to only 
one dealer. That’s when a supplier 
(major or jobber) is in danger of losing 
a customer (jobber or dealer) to a 
competing supplier who offers to sell 
product to the customer for a lower 
price. 

This has long been the view of 
Humphrey and the National Congress 
of Petroleum Retailers, which sees 
FTC’s new view as a major victory. 


The Background 


Retailers and suppliers alike have 
had trouble for years over the mean- 
ing of the Robinson-Patman Act’s key 
language that makes it illegal for a 
supplier “to discriminate in price be- 
tween different purchasers . . . where 
the effect of such discrimination may 
be substantially to lessen competi- 


tion . . .” However, it also says that 
nothing shall prevent a seller from 
showing that “his lower price . . . was 


made in good faith to meet an equally 
low price of a competitor .. .” 

It’s this last phrase that causes most 
of the trouble. The famous “Detroit 
case,” involving Standard Oil of In- 
diana, was fought on this point. And 
that case is still in the courts, after 16 
years of litigation, including one Su- 
preme Court decision. 

FTC has been saying for years that 
a supplier can grant a temporary dis- 
count to help out a dealer who is 
caught in a local price war. 

On the other hand, NCPR has con- 
tended that the word “competitor” 
does not mean a dealer who’s caught 
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in a local price war—rather that it 
refers to competition between sup- 
pliers for jobber or dealer customers. 
Now FITC is adopting NCPR’s view. 

The trouble is that the law says only 
one thing clearly: if you give each of 
your customers who compete with 
each other the same price, or price dis- 
count, you won’t be cited by FTC for 
price discrimination. The arguments 
begin when a supplier does give a 
price cut or discount to one customer 
and not others. 

No one can be really sure what the 
law means in any given set of circum- 
stances. Even after the Supreme Court 
has ruled on a case, there can be some 
immediate doubt about whether its 
opinion applies to a case that is almost, 
but not quite, identical. 

The cost of temporary discounts in 
the industry runs into untold millions 
of dollars. Various companies use dif- 
ferent terms to describe them. A few 
of them are: “voluntary allowance,” 
“competitive price allowance,” “tem- 
porary discount,” and “price war dis- 
count.” 





What Marketers Say 

Several company officials said the 
new FIC attitude was no surprise, 
that they’ve been working under its 
new theory for several years. One of 
them put it this way: 

“When we help our dealers, we give 
the situation this test—does it injure 
competition? We look at the area and 
we give the same consideration to all 
dealers in that area. . .. We make sure 
no station is hurt by special price 
allowances.” 

“Our lawyers have said all along we 
could not make a special deal to one 
dealer in a particular area without 
giving the same to all in that area,” 
says another major company official. 
“If a dealer on one side of town says 
he’s competitive with a dealer on the 
other side, they both have to get the 
same price. But we haven't gone 
beyond town lines.” 

A major company marketing vice- 
president says: “I’ve always felt this is 
the way to handle it. We’ve never gone 
in for spot allowances to dealers. It’s 
unfair . . . helps cause price wars.” 

A Connecticut jobber says: “We fol- 
low the policy of our supplier. They 
work through town areas in deciding 
where allowances will be granted. 
Naturally, in the fringe area, just out- 
side of town, it gets rough. The way to 
handle this is to lower the tank wagon 
and do away with allowances. . .” 

Another jobber also preferred a cut 
in tank wagon rather than voluntary 
allowances. “Sometimes we have to 
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wait 60 days to get the money back 
from our supplier,” he said. “It adds 
up to a lot of money. And in the end 
there’s generally a fight between job- 
ber and supplier because the jobber 
may not get everything he’s asking 
for.” 

On the other side of the fence, a 
major company Official says, “We’re 
going to have to do something, or the 
company-operated chain will bleed us 
all to death.” He believes any defini- 
tion of a “competitive area” is impos- 
sible, and says his company has 
granted dealer aid on an individual 
basis “where it was necessary to make 
a dealer competitive to maintain his 
volume.” He thinks consignment sell- 
ing is the only likely solution. He’s 
recommended that his company set up 
a special committee to study every 
possible revision in retail marketing, 
including consignment. 

“How do you define a competitive 
area?” many marketers asked. One of 
them cited this example: “Suppose a 
supplier grants discounts to all dealers 
within a city. What’s to be done about 
a dealer just outside the city? If you 
give him a discount too, what about 
the guy a mile farther out? Where does 
it end?” 

Some of the companies that now 
give allowances by areas use municipal 
lines as their guides. But they admit 
you have to examine each area care- 
fully to make sure you aren’t exclud- 
ing a dealer who might be competitive 
with those in the “area.” 


What It Means 

FTC lawyers are frank to say they 
don’t have any pat answers for the 
many questions raised. They say they'll 
have to decide each case on its par- 
ticular circumstances. The big ques- 
tion, of course, will be whether or not 
competition is actually hurt by an 
allowance granted to one buyer. And 
any FTC decision in a particular case 
is likely to be appealed. 

Some industry lawyers say if a sup- 
plier can show he granted a discount 
in good faith to meet his own competi- 
tion, not his customer’s competition, 
he should be safe from a damage suit 
or FTC complaint. 

Chances are many companies will 
be hesitant to give exclusive price dis- 
counts until FTC and the courts spell 
out conditions more fully. It’s a sure 
bet marketers will be keeping close 
watch on the courts. 

You add it up and there’s good rea- 
son to wonder if there will ever be a 
clear-cut policy for marketers to fol- 
low. At any rate, there probably won't 
be one soon. e 
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‘CHOOSE THE BEST octane blend for your car,’ Orlando Sunoco dealer tells owner 


Will Sun's Five Grades Start a Trend? 


“Looks like forward thinking. May turn 
out Sun is two years ahead of us.” 


“The motorist’s in too much of a hurry 
to select from five grades. The simpler 
you are.” 


you make it, the better off 


fee COMMENTS ABOVE reflect the 
wide range of reaction by oil mar- 
keters to Sun Oil Co.’s unique experi- 
ment with “tailor-made” gasoline at 
17 stations in the Orlando, Fla., area. 

Along with its standard Blue 
Sunoco, Sun is selling five grades of 
gasoline with progressively higher oc- 
tane ratings. All are delivered from a 
single “custom-blending” pump. The 
top grade, says Sun, rates above 100 
octane. Sun’s standard Blue Sunoco is 
rated about 94 octane. 

Sun uses numbers to designate the 
five grades. Standard Blue Sunoco is 
known as 200. The others are 210, 
220, 230 and 250. The retail prices 
step up 1¢ for each of the middle three 
grades. Grade 250 costs a nickel more 
than grade 200, which was selling for 
30.9¢ per gal. in the Orlando area. 

The new pump draws on two sepa- 
rate tanks containing basic Blue 
Sunoco and a special octane concen- 
trate. Sun says the concentrate is “a 
mixture of a small number of specially 
selected hydrocarbons, blended with 
stocks from a Sun-developed process, 
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and combined with tetraethyl lead.” 

Key to Code—Sun doesn’t say ex- 
actly what the grade numbers repre- 
sent, either in terms of octane or in 
terms of how much concentrate goes 
into the blend. The official release 
points out three variables in the octane 
rating of the various blends: the octane 
of Blue Sunoco 200, the octane of the 
concentrate, and the proportions in 
which they’re blended. 

“All of these factors are subject to 
change in the course of the experi- 
ment,” says Sun. 

A Sun marketing man estimates 
that the blends include anywhere from 
8% concentrate to 50% concentrate. 
However, one major company engi- 
neer who visited Orlando found some 
dealers citing a rule of thumb that 
grade numbers indicate pints of con- 
centrate in each gallon of fuel. The 
way dealers figure it, there’s one pint 





For more on Sun’s experiment, 
see “Inside Sun’s ‘Custom-Blending’ 
Pump,” p. 192; “Confusion Over 
Multi-Octane Gasolines,” p. 190. 
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BANNER pushes ‘tailor-made’ gasoline 


“If the test works, will Sun downgrade 
its base fuel and sell it for less?” 


“Probably a publicity stunt. I predict 
Sun will claim the test proves Blue Sun- 
oco is what everybody wants. 
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of concentrate (or 1242 %) in each gal- 
lon of grade 210, two pints in 220, 
three pints in 230, five pints (or 
62% %) in 250. 

Asked about this reckoning, Sun 
Officials did some figuring and said it 
isn’t far wrong. 

Sun’s Strategy—You can hear all 
kinds of theories about why Sun has 
launched this marketing experiment, 
including the suggestion that Sun has 
been losing out on the luxury car mar- 
ket with only one grade of fuel. 

Sun says the idea is not to start an 
octane race but to find more flexible 
ways of meeting the fuel needs of the 
future—‘‘to meet the higher require- 
ments of the automobiles of the future 
but, at the same time, to relieve the 
owner of an older car from the neces- 
sity of paying for more quality than 
his engine requires.” 

Says Frank R. Markley, Sun’s vice- 
president in charge of marketing: “In 
recent years, the spread in octane re- 
quirements among the cars in use has 
become quite wide. Even among 1956 
model automobiles, there is a spread 
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of at least 10 octane numbers between 
the needs of the lowest compression 
and the highest compression engines. 
If we include the older cars, the spread 
in octane requirements increases. 

“Perhaps the man with the eight- 
year-old car would rather not pay the 
cost of the higher-octane fuel. That’s 
what we hope to find out.” 

He points out that Sun has raised 
the octane rating of its regular Blue 
Sunoco three times in 21 months. 

“Did Sun receive a lot of complaints 
about engine knock?” he was asked. 

“What oil company doesn’t get com- 
plaints?” he shrugged. 

He was also asked why Sun decided 
on five grades for its Orlando test. 

“There’d be no point in testing two 
grades—that’s what everybody else 
has now,” he said. “We don’t know 
whether five grades should be offered. 
We don’t know a lot of things the test 
is supposed to tell us.” 

Mixed Reaction—Sun’s experiment 
created a swell of interest among mar- 
keters. Many are wary, but still keep- 
ing an ear open for results. 

One Florida distributor scoffs that 
the mixing idea was discarded by other 
companies 10 years ago as impractical. 

“It makes the dealer a prescription 
specialist,” says a competitor. “Deal- 
ers aren’t that competent.” 

“A good idea for Sun but not for 
us,” says another. “We don’t see any 
need for more than two grades.” 

“I’m afraid it means other marketers 
will have to meet the move. There 
might be a return of a third grade of 
gasoline,” another oil man comments. 

But others praise Sun for attempting 
to meet a long-felt need for fitting the 
fuel more precisely to the auto engine. 
“The only thing I can’t figure,” says a 
competing Florida jobber, “is that Sun 
has spent millions to persuade motor- 
ists that they need only one grade of 
gas—and now it tells them that maybe 
they need five.” 

As Detroit Sees It—Most automo- 
tive engineers are highly enthusiastic 
about Sun’s move. “An _ interesting, 
sensible, and constructive approach to 
proper fueling of cars,” says the chief 
engine man for one of the Big Three. 

“T can see a growing need for tailor- 
made fuels as compression ratios go 
up,” another Detroit engineer says. - 

As for the auto driver’s feeling about 
it all, “you can get 19 different opin- 
ions from oil people around here,” 
says one marketer. “We’re all waiting 
to see what public reaction is.” 

To get a customer’s-eye view of 
Sun’s experiment, NPN correspondent 
Stanley Roberts visited three Sunoco 
stations in the Orlando area. He makes 
his report in the story at right. 
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‘It's Good for Your Car if It Pings’ 


By STANLEY ROBERTS 
NPN Special Correspondent 


I PULLED IN at three Sun stations 
in the Orlando area and ordered five 
gallons of gasoline each time. I didn’t 
specify which grade. At all three sta- 
tions I left with regular Blue Sunoco 
(200 grade). No one tried to sell me 
any tailored gasoline until I inquired 
about the “yellow pump”—maybe be- 
cause I was driving a ’51 Chevvy. 

Once I got them talking about the 
new tailored gas, the attendants and 
station operators all seemed enthusi- 
astic. 

My first stop was at a two-pump 
station in a residential district of Or- 
lando. It had no signs advertising the 
new tailor-made gas. When I asked 
about the yellow pump, the operator 
gave me a brochure. I glanced at it 
and asked him what was the idea of 
the new gasoline. 

“It’s good for your car if it pings,” 
he said. 

I said my car doesn’t ping, so why 
should I use the stuff. “It gets good 
efficiency out of your car,” he told me. 
He said it was designed specifically for 
the newer, heavier cars, and he was 
using it in his ’55 Cadillac. I asked 
him if there was any point in my using 
it in a ’51 Chevvy coupe, and he said 
no, unless I wasn’t pleased with its 
performance. 

I asked if the new pump was diffi- 
cult to operate. 

“Heck no,” he said, “it’s just like 
mixing hot and cold water. I just ad- 
just the handle and that’s all there is 
to it.” He added that customers were 
going for the idea in a big way. His 
gallonage is up, he said. 

When I asked how he determined 
the octane grade for each car, he re- 
plied: “Depends on how new the car is. 
Now personally, I use the 220—that’s 
about right for my Cadillac.” 

I drove into another two-pump sta- 
tion in the heart of Orlando’s down- 
town business district. Again the at- 
tendant didn’t try to sell me tailored 
gasoline, but appeared enthusiastic 
after I brought it up. There was a ban- 
ner hanging in front of the station, 
and the attendant showed me a poster 
hanging on an inside door. 

He told me he has sold a lot of “220 
customers.” He said he told them 
about tailored gasoline, they tried it, 
and now they drive in and say, “Fill 
it up with 220.” 

When I went inside and broached 
the subject to the station owner, James 
Kribbs, he said immediately, “It will 
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revolutionize the concept of the gaso- 
line business.” 

“People are tickled to death,” he 
said. “They can get what they want for 
their cars without paying premium 
prices. I’m darn proud of it, and I like 
to tell people about it.” He estimated 
a 10% daily increase in gasoline sales 
in his first couple of weeks with tail- 
ored gasoline. 

Kribbs said operating the pump is 
trouble-free—“You just set one dial 
and that’s it.” He owns two cars, a *54 
Chevrolet Corvette and a ’51 Chrysler 
V-8, and he uses the 230 grade in 
both. He said he figures out the grades 
for his customers on the basis of a 
car’s age, how it runs, and what the 
owner wants from it. 

“We're doing all the selling on this 
gasoline ourselves right now,” he said, 
“but advertising will start soon. Or- 
lando and Sanford are the only places 
in the country using it.” 

Competing companies are “dying” 
to get hold of the patent, he said, and 
he often sees people writing down 
numbers from the yellow tank. 

The third station I visited is on U. S. 
441, about three miles south of Or- 
lando. It also has two pumps. The 
attendant didn’t try to sell me tailored 
gasoline when I drove in, but like the 
others, he was responsive when I 
raised the question. 

He drives a *54 Chevvy and uses 
220, but he sampled the rest before 
settling on that grade. He said he 
thought the new gasoline had brought 
the station more new regular custom- 
ers. He showed me how the handle 
works on the side and how the price 
gage automatically adjusts according 
to the octane being used. 

He said someone had offered his 
boss $5 for a sample of the concen- 
trate. “It’s the coming thing, all right,” 
he said. 

This attendant said more tailored 
gas than regular 200 was being sold, 
at least during his shift. He said he 
determines grade for customers on a 
basis of pickup, sluggishness, and car 
mileage. He placed a 200 sticker on 
the vent window of my car (something 
neither of the other stations did) so I 
would remember what grade I had 
bought, in case I wanted to switch to 
a different octane next time. For my 
car he recommended 220. I asked why, 
explaining that it ran satisfactorily 
with regular. 

“Itll help your pickup,” he ex- 
plained, “and in some cases will help 
your carburetor. It’s like a motor 
tune-up.” a 
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Air Service: An Overlooked Problem 


Hit-or-miss air service is widespread today. It keeps several million motorists 
from getting their money’s worth out of their tires—either in wear or riding comfort. 
And it’s hard on the oil marketer’s pocketbook. 

To get the facts about air service, NPN conducted an informal survey in seven 
metropolitan areas throughout the U. S. The dual object of this project was to check 
air gages at service stations and to interview dealers about air service. Nearly 300 
gages at all types of stations were tested with master gages. NPN then discussed the 
question of air service with representatives of several major oil companies, tire and 
equipment manufacturers. 


Here are the two principal findings of NPN’s check: 


Nearly 40% of tire gages are inaccurate; 


Station personnel seldom volunteer air service 


Supplier, 


While NPN’s figures look grave, they’re conservative compared with estimates 
of equipment and tire company experts. At least 50% of today’s gages are inaccurate, 
says P. C. Evans, manager of petroleum sales for A. Schrader’s Son, a leading gage 
and valve manufacturer. He adds that 30% are “grossly inaccurate”’—several pounds 
out of line. 

A tire company man thinks they “must all be wrong.” He’s J. J. Mackin, Firestone’s 
New York district sales manager. While he has no statistics, Mackin says almost 
every tire that comes in for readjustment shows signs of wear from improper inflation. 

“We can go out anytime and find a serviceman whose tire gage is off four to six 
pounds,” says another tire company official. 

NPN’s check showed little difference between the accuracy of hand gages and air 
line gages. Thirty-nine per cent of the hand gages and 35% of the line gages were 
off a pound or more. These are close to the results shown in a similar NPN survey 
in 1950. 

This isn’t the industry’s biggest problem. Of greater importance, perhaps, is getting 
station salesmen to lift the hood, to recognize sales opportunities in the lube room, and 
to ask customers to buy. Still, it’s a problem of growing importance, because it represents 
a deficiency in marketing, yet is being largely ignored. Moreover . . . 


jobber, dealer and motorist are paying for it 


Principal elements of the problem are reduced sales potential and failure to give the 
customer a break. 


It’s hard on sales. Dealers fail to realize their full sales potential and miss chances 
to convert motorists into steady customers. 

Consistent and reliable air service gives the dealer regular opportunities to make sales. 
As one major-company TBA man puts it, “We want our dealers to have accurate gages 
because it’s part of tire service, and service sells tires, plus maybe a few extras.” 
Dealers who ignore air service lose regular sales opportunities. 

Schrader’s Evans says: “The air line is the most neglected thing in the station, yet 
it can be a good source of profit. Good air service gives the dealer a chance to inspect 
his customer’s tires, and leads to many sales that would be missed otherwise. And remind- 
ing customers of the need to check tires during temperature drops in the fall season 
gives the dealer an opening to sell antifreeze and a general winter changeover.” 

Other oilmen emphasize the importance of good tire service as another way for 
dealers to show they’re looking out for the customer’s interests. And that’s what most 
potential customers look for. 


it’s hard on customers. Improper inflation can reduce driving comfort as well 
as the mileage potential of a tire. The motorist has reason to be unhappy. 
“A dealer who installs a set of tires and then inflates them improperly is taking back 
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That's Costing Marketers Sales 


part of the value he sold his customer,” says George Flint, chairman of the Rubber 
Manufacturers Assn.’s tire manufacturer division. 

“Tires wear longer when air pressure is exactly right,” he adds. “The public isn’t 
getting a fair shake from service establishments that put too much or too little air 
in tires because of defective equipment.” 

“It is not possible to get the tire life you should unless you use the right pressure,” 
says C. R. Mason, general service manager of B. F. Goodrich Tire and Rubber Co. 

Most industry people contacted by NPN said that something should be done to 
bring about better air service, but... 


No one agrees on who's responsible for keeping gages accurate 


Most suppliers say it’s up to the dealer. “Our maintenance people feel the 
company is not responsible for the condition of station equipment. That’s up to the 
dealer,” says a major company TBA official. 

“We’re glad to check gages for any dealer who reports trouble, but it’s impractical 
for us to go around and check them periodically as a matter of routine. The dealer 
should keep a master gage on hand and check his own equipment,” says Jack Morgan, 
of Esso Standard Oil Co.’s maintenance department. 

“If a dealer has gage trouble, we refer him to the manufacturer or some other 
outside source,” comments an official of Shell Oil Co.’s New York division. 

These and other comments make it pretty clear that most suppliers believe it’s 
the dealer’s responsibility to keep his gages in order. But this doesn’t settle the matter, 
because... 


Many dealers think the supplier should do it, or that he is doing it. Most of 
the dealers surveyed by NPN leave it up to their suppliers. When asked how often 
their equipment is tested, they gave answers ranging from once a month to once a 
year to “once in awhile.” When you add it up, either checks by suppliers are not on 
a regular basis, or the dealers aren’t being told about it when tests are made. 


Most marketers don’t think much about the accuracy of gages. Many dealers 
assume their gages are right and never question accuracy. And some regard wide 
swings in tire pressure as harmless. 

In the first category is the Detroit dealer who says his air line gages are “vacuum- 
sealed at the factory” and don’t have to be checked. 

Others take the “so what?” line, based on the idea that the customer can’t tell the 
difference anyway. A California dealer whose gage was nine pounds off belongs to this 
school. He says he usually checks both “running mates” in the front and rear with the 
same gage, so it doesn’t matter if the gage is off. As a result, says this dealer, “the 
motorist always gets balanced pressure.” 

And a major company TBA manager candidly admits, “The public is not getting 
the right kind of treatment on air pressure, but our company isn’t doing anything 
special about it.” 

All of which points up this fact: 


Oil marketing could benefit from a reliable air service program 


Out of NPN’s survey, and talks with oil company men and tire and equipment 
manufacturers, a three-step program to improve air service is suggested: 


First, a standard tolerance for gage accuracy is needed. There is none now. 
The strict school says no tolerance at all. NPN used a tolerance of one pound up or 
down for its survey. Many people in the industry agree with this, including Dill 
Manufacturing Co., another leading manufacturer of gages and valves. 

Other estimates run from two pounds plus or minus to four pounds, as well as 
the shrug-of-the-shoulders standard applied by many dealers. 

Schrader observes what Manager Evans calls the “standard commercial tolerance,” 
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which allows two pounds minus the proper gage reading, but no pounds plus. This is 
based on the general feeling that underinflation is worse than overinflation. 

“A tolerance of four pounds up or down is okay,” says Walter E. Lyons, director 
of research for Firestone. “As long as you don’t go under 20 lbs (on a 24-lb tire) or 
over 28 lbs, you'll be safe. 

“Overinflation or underinflation depends on how you drive, where you drive, and 
what kind of performance you want from your car. If you’re driving around the city, 
then you might want to go as low as 20 Ibs cold. If you’re driving at high speeds 
and have the truck loaded, you might want to go as high as 28 Ibs.” 

Schrader’s Evans points up the safety question. “Equal pressure in the running mates 
is the main thing,” he says. “If there is a 5-lb difference in the two front tires, the 
car is, in effect, running on wheels of two different sizes. When the brakes are applied, 
the car will pull to the low-pressure side.” 

It’s hard to tell where two New York rubber company executives stand. One says 
his company goes along with the strict Rubber Manufacturers Assn. position on proper 
inflation. The other says, “If a tire is supposed to have 24 Ibs, then that is what it should 
carry—not 23 or 25 lbs.” 

Both men indicated, however, that they carry 26 lbs in their own tires, while the 
specifications call for 24 lbs. 


Second, gages should be kept accurate. There are programs that could go a 
long way toward solving the problem, but they are not being used widely enough. 

Gage makers have recalibration departments that will repair and recalibrate worn 
gages for one-quarter to one-half the price of a new gage. But few gages are sent in. 
NPN found that most dealers just throw away their old gages periodically and buy new 
ones. Most of them are not aware of recalibration programs. 

The growing popularity of air towers (which can’t very well be mailed) places in- 
creasing importance on checks at the station. Some suppliers provide maintenance 
department checks in certain areas. Others equip station supervisors with master gages. 
But these practices aren’t extensive. 

One solution might be a master gage in every station. The major gage manufacturers 
sell them for dealer use for less than $10. But Schrader estimates that only 10% to 
15% of U. S. stations have them. Dill says it’s under 25%. Some air tower manu- 
facturers offer the necessary equipment and materials for regular test programs. 

Another possibility is contract testing and maintenance, probably by equipment 
or automotive jobbers. Under this system, the outside contractor would sign a contract 
with the individual station operator or his supplier for periodic testing of gages at a 
set fee, and for repair and readjustment when necessary. Schrader has been thinking 
of helping organize programs of this type. 


Third, dealers must learn to inflate tires properly. This will call for a sound 
educational campaign by suppliers, jobbers, the tire companies and the gage makers. 

Dealers are often inclined to operate on their own pet theories, despite some of 
the efforts of their suppliers. And the advice to motorists from tire manufacturers 
and dealers often varies. 

A rubber company engineer says the trend since World War II has been toward 
overinflation. “I guess they figure the motorist can lose a pound a week and still have 
enough,” he notes. “I can just hear the serviceman thinking, ‘there now, that'll hold 
him for awhile.’ ” 

An Eastern dealer says he gets “pretty good practice inflating tires and can often 
tell by the ‘feel’ if the tire has enough pressure.” 

Some Midwest operators told NPN they knew their gages were a “pound or so” 
on the low side, so they underinflate tires to make up for it. But a master gage showed 
these gages were as much as two pounds high. This meant customers were getting 
up to three pounds less air than needed. 

However you look at it, the motorist isn’t getting very good air service. And by 
anybody’s standards... 


Poor service doesn't help the oil man’s pocketbook 


See editorial, “It’s Time to Start at the Beginning,” on p. 103 
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Jobber Warning: ‘Need a Better Break’ 


@ ‘We have to be treated like part of the family, 
margins should be higher, NOJC president says 


@ He believes many of the oil industry's public 
relations woes stem from internal dissatisfaction 


THE WARNING is one of the sharp- 
est criticisms of the major-company 
segment from jobber origin. 

It came in a speech prepared for 
delivery to jobbers by Clint K. Elliott, 
president of the National Oil Jobbers 
Council. Although Elliott professes to 
speak as an individual jobber, not as 
NOIC president, his position as titular 
leader of jobbers gives the statement 
real significance. 

Delivered first before the Connecti- 
cut jobbers, the speech coincided with 
a round of calls Elliott has been mak- 
ing On presidents or ranking vice-presi- 
dents of major oil companies east of 
the Rockies. While Elliott declines to 
discuss his conversations with major- 
company executives, it’s a good bet 
that he conveyed the sentiments ex- 
pressed in his speech. Elliott has not 
solicited on-the-spot response from the 
excutives. It is understood, though, 
that Elliott hopes to make another 
round of visits before or after the 
NOJC meeting in May, to determine 
whether any “corrective action” can 
be formulated. 


He Asks the Majors... 


. . . to give the distribution segment 
“its fair share of the petroleum in- 
dustry profit dollar.” 

Citing deteriorating industry public 
relations as a problem for all, Elliott 
states, “Unless something drastic is 
done to counteract this condition, the 
oil industry, as we know it, is going 
to be a thing of the past. We are going 
to be ham-strung with restrictive legis- 
lation. 

“To counteract this condition, 
changes for the better are going to 
have to be made by all segments. We 
are going to have to give a little here 
and there. The service station opera- 
tors, the commission agents and the 
jobbers are going to have to be treated 
as a part of the family.” 


He Asks Jobbers ... 


. . . to report any company attempts 
to persuade their station operators to 


reduce station prices more than tank 
wagon price is reduced. 

Elliott declares, “This is poison to 
the jobber. When you find this going 
on, get affidavits from the operators 
as to who called on them and what 
was said to them. Be sure to get the 
affidavits while these practices are 
still warm. 

“If your local attorney feels that 
the law has been violated, then you 
have no alternative but to submit the 
affidavits to appropriate authorities. If 
such is not the case, then it is sug- 
gested that you send copies of the 
affidavits to the president of the ‘per- 
suading’ company.” 

Expansion Practices 

Elliott reiterates the charge made 
by one jobber faction that majors 
are using profits from other operations 
to subsidize marketing expansion. Esti- 
mating that majors pay about 50% 
of net earnings in dividends, Elliott 
remarks, “They are able to build up 
large earned surplus assets because the 
depletion and intangible drilling cost 
allowance enables them to pay a lower 
rate of federal income tax than corpo- 
rations who do not enjoy this tax 
advantage. 

“These vast assets must be kept 
working,” says Elliott, “so the majors 
buy out smaller oil companies, expand 
into new territory—either direct or 
through wholly-owned _ subsidiaries, 
build a flock of ‘porcelain palaces’ and 
enlarge their refining capacity.” 

Additional refining facilities are pro- 
ducing surpluses of some oil products, 
says Elliott, commenting, “I realize 
that it is more profitable to run at 
capacity than on a limited scale. How- 
ever, all other industries cut down 
their production when they are pro- 
ducing more than the market will 
absorb. Why doesn’t the petroleum 
industry?” 


“Holy Market’ Theory 


Elliott attacks the theory of main- 
taining a fixed share of a market 
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CLINT K. ELLIOTT 


Some market leaders with a certain 
share of a particular market “feel that 
this percentage is holy and must not 
be encroached upon,” remarks Elliott. 
To recover gallonage the companies 
slash prices indiscriminately, he says. 

“The fallacy of the theory that any 
company must maintain a certain per- 
centage of the total business is very 
apparent,” asserts Elliott. “The mo- 
ment a new firm starts marketing 
gasoline, some lose the volume that 
the new firm picks up. Some accept 
a new concept while others may cut 
until the newcomer leaves the state. 

“If the newcomer is one of the big 
integrated companies, or a subsidiary 
of one, the problem gets more com- 
plicated. The independent jobbers and 
dealers usually suffer if the sacred 
percentage is maintained.” 


Tank Wagon Cuts 


Elliott denounces what he describes 
as a worsening price situation. In four 
states, Elliott reports, jobber margins 
have been materially reduced because 
the market leader persuaded his service 
station Operators to lower their mar- 
gins and the supplier reduced his tank 
wagon prices. Congress is investigating 
this matter, he says. 

In Arkansas, where such reductions 
were widespread last year, the industry 
took in $6-million less than it would 
have if the plan had not been started, 
claims Elliott. The company that in- 
stigated this reduction received $1,- 
000,000 less than it would have at the 
old prices, but increased its gallonage 
5-million gal. So the gallonage cost 
them 20¢ per gal., says Elliott. e 

















“Pound home this quality-of-product story day and night” 


Major Trains Jobbers to Outsell Majors 


JOBBERS competing against direct marketing by major 
companies often find it tough going. The New York divi- 
sion of Esso Standard Oil Co., knowing how tough it can 
be, held a special three-and-a-half-day training course last 
month. Jobbers and jobber salesmen from 20 of the divi- 
sion’s 22 jobber operations went through it. 

Esso’s “students” were given the full product story. They 
heard experts discuss how to be competitive, marketing for 
profit, station development, and Esso Standard’s advertising 
plans. In the next step, jobbers and their salespeople will 
go on three-day tours with regular Esso service-station and 
new-account salesmen. 

The idea for the program came from Austin J. Jones, 
division manager of reseller sales. Jones had seen major- 
company salesmen forge ahead with the help of supervisors, 
specialists, sales programs, and contact with fellow sales- 
men from other areas. Moreover, Jones explains, major 
salesmen often outnumber jobbers three to one. 

“Jobbers could do an even better job with more informa- 
tion,” Jones reasoned. “Why not give them the material we 
give our own people? These men are Esso in their areas. 
We want them to feel they are important members of the 
Esso family.” The training sessions pictured here are the 
result. Reaction, Jones reports, “was better than we had 
ever dreamed.” 
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“Multi-purpose grease replaces four other 
types. You inventory one product, not four.” 
—J. B. Smith, industrial department mgr. 
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“Use the positive approach. Say ‘ll check your oil to see if it’s 
at the safe level’ ” 





“Some stations look dead. A_ station 
with action looks busy and _ attracts 
customers. Use displays . . .”—-Tom 
D. Watkins, ass’t. Long Island mgr. 





“Don’t overlook the importance of good 
lighting to attract customers.” — Harry 
Freemyer, training supervisor 


“How good are the separate motor 
oil additives on the market... ?” 
—Kenneth Campbell, Olean 


“Not everybody buys on 
price. Service counts too . . . : ; 
Service shows your men can “We started a 48-hour advance no- 


es 





“Price and quality go together. If the be trusted to take care of the tice on deliveries . . . we cut 39 
price is out of line, it’s hard to sell customer’s car.”—N. Y. C. stops the first month, 67 the sec- 
the quality.”—Paul Stearn, Middletown district mgr. W. J. Courtney ond.”—William Beedon, Batavial 
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Miller: “Creative thinking requires . . .” 





“Free exchange of information” 


“Long, hard, diligent preparation” 


How Esso Applies Creative Thinking 


Its marketing philosophy stresses creativeness, 
morality, a balance between volume and profit. 


Achieving goals ‘starts and ends with people’ 


By JOHN A. MILLER 
General Manager of Marketing 
Esso Standard Oil Co., New York City 


Tt PRIMARY OBJECTIVE Of Esso’s 
marketing department is to main- 
tain a strong competitive position. 

Our marketing goals can be neither 
volume regardless of profit, nor unit 
profit regardless of volume. We must 
obtain an optimum balance between 
these two extremes. 

We know that we can “buy” an in- 
creased share of the market. But we 
also know that volume secured on this 
basis is at the expense of profits. 

Conversely, if our sole objective is 
a big marketing profit, we can accom- 
plish this too. We can turn down all 
business on which we don’t get a fixed 
and satisfactory profit; we can cancel 
all plans for the acquisition of new 
outlets; we can curtail all planned in- 
vestment and maintenance expense. 
This would give us our profit for a 
year, or maybe two; but our marketing 
position would suffer immediately, 
and our profit position would deteri- 
orate in the years ahead. 

Is it possible, therefore, to accom- 
plish both the objectives of a share of 
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market and increased marketing de- 
partment profits? The answer is yes. 
And the method can be simply stated: 
to earn a greater return on every dollar 
invested—in properties, in people and 
in plans. 

To achieve a greater return on dol- 
lars invested focuses the spotlight on 
our second marketing department ob- 
jective: the judicious selection, train- 
ing, and development of people so that 
we may maintain a supply of new 
management personnel qualified to 
produce this optimum balance between 
volume and profit. 

I would like to explore how we are 
going to achieve our objectives. It 
starts and ends with people—people 
individually; people collectively. 

It starts with each of us as individ- 
uals. It extends to these people for 
whom we work and to those who work 
for us. It ends in the sum total of these 
people, which is the character of an 
organization. 

Consider the character of Esso and 
our responsibilities in the development 
of this character. Esso has a respected 
corporate character. We did not create 
it. As individuals we have contributed 
to it, but, in the broad sense, we have 
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inherited it from those who preceded 
us. It is one of our great strengths. It 
is the responsibility of us, who are 
managers, to maintain it. 

Every decision we make must pass 
the test question: “Is it morally right?” 
For this is the final test of every good 
business decision. A standard of per- 
sonal morality seeps down in an or- 
ganization from its management to its 
people. It never runs uphill. 

The general salesman who deliber- 
ately overstates the gallonage potential 
of a new property, because he thinks 
such a figure will give him the ap- 
proval for a capital expenditure, has 
made a bad moral decision and a bad 
business decision. 

Any employe who resorts to devious 
methods to get credit for a job well 
done has made a bad moral decision 
and a bad business decision. Everyone 
is entitled to credit for a job well done. 
If this employe had to resort to this 
device to attract attention, you should 
examine his immediate supervisor as 
well as the individual. 

The salesman supervisor who has 
made a costly mistake in judgment and 
writes a report that omits any refer- 
ence to his part in the mistake, has 
made a bad moral decision and a bad 
business decision. 

A dealer salesman sends in a report 
on an unsatisfactory outlet. Every fact 
he has included is true, except that he 
omitted one fact because he felt there 
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“A voice in planning one’s work.” 


“Avoid emphasis on always being right” 


“Don’t thought-condition subordinates” 


to Maintain Competitive Position 


might be some implied criticism of 
himself. This man has made a bad 
moral decision and a bad business de- 
cision. 

If we are to maintain the character 
of our organization, we must maintain 
the character of our people. 

One of the important by-products 
of such character in an individual is 
the development of his ability to think 
straight. It is our responsibility to get 
our people thinking in terms of goals 
first and details second. 


Basic Conditions 


This development of individual and 
corporate character, this search for 
basic business truths, can be achieved 
with our people if we find some way to 
stimulate them to think creatively. 

We have got to encourage men to 
think beyond the areas of their past 
experiences. We have all seen the man 
who is faced with a new problem and 
immediately confines his thinking to 
the way this problem was solved in 
the past. It is less mental effort to pick 
a solution out of a file than it is to go 
through the basic thought processes all 
over again. This does not resist the 
value of history in the solution of a 
problem. The more an individual can 
bring to bear on a problem, the better. 
But history can only help in arriving 
at a decision. It can’t make the de- 
cision. 

It is the job of Esso managers to 
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create an emotional atmosphere that 
is conducive to creative thinking. 
There are a number of basic condi- 
tions that must be maintained if there 
is to be this atmosphere for creative 
thinking: 

1. There is a need for a genuinely 
free exchange of information within 
an organization. Formal communica- 
tion programs are not enough. Crea- 
tiveness thrives on understanding that 
everyone in the group—from the new- 
est member to the leader—has some 
knowledge or experience to enrich the 
minds of others. 

2. Creativeness requires long, hard, 
diligent preparation. It is vital to rec- 
ognize, however, that the solution may 
not come just as a result of long, hard, 
uninterrupted concentration. 

3. We should give each individual 
as much voice as possible in the plan- 
ning of his work. The mere act of 
planning stimulates creativeness. 

4. We must avoid putting over- 
whelming emphasis on the importance 
of always being right. I know individ- 
uals who have built highly successful 
careers around the fact “they have 
never made a mistake.” Such an at- 
mosphere puts a blanket on creative 
thinking. Many problems may be ap- 
proached only by trial and error, and 
a management that insists upon 100% 
success may bar its organization from 
any solution in these areas. 

5. We must avoid conditioning the 
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thinking of those who work for us. 
Generally, this stems from a bias that 
exists in some long-time understanding 
of policy and procedure that has been 
handed down year after year. It pro- 
duces “sacred cows.” We must create 
an atmosphere in which every individ- 
ual will feel free to examine and 
question—without fear of the conse- 
quences—every piece of information 
that plays a part in his thinking. 


Areas of Application 


Now let’s see how creative thinking 
can be applied specifically to various 
phases of Esso’s business. 

First, a very basic area, which has 
application to every phase of our busi- 
ness, is marketing research. Here is a 
function that we are prone to look on 
as analytical and fact-finding. Yet the 
job of finding ways and means to get 
these facts requires a high order of 
creative thinking. 

Never before has our need for facts 
been more essential. We need more 
knowledge about our markets—in- 
cluding the consumer and his motiva- 
tions. We need more knowledge about 
our distribution system—our opera- 
tions. We need more knowledge of the 
effectiveness of our merchandising 
techniques—of our advertising. We 
need a greater knowledge of economic 
factors—and their effect on our mar- 
keting plans. To be forewarned is to 
be fore-armed. The more facts we 
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‘Here is opportunity crying to be heard. We need to 


open our minds, re-examine and explore our methods of 


distribution to the farmer .. . 


have, the better decisions we can 
make. Here is a real challenge for cre- 
ative thinking. 

Next take the service station busi- 
ness. There are five factors that ac- 
count for the success of any station. 

First, there is the location itself. In 
this area, Esso has a pretty good rec- 
ord. 

Second, there is the dealer himself. 
In the final analysis all of our eggs 
are in his basket. Training, indoctrina- 
tion, and constant stimulation is the 
future course we must follow. I can 
remember the time when we thought 
the best method of acquiring dealers 
was to get a competitive dealer who 
had been trained at the expense of an- 
other company. We have found that 
this is a false premise. 

Knute Rockne was once asked what 
kind of material he preferred for his 
Notre Dame teams. He said he would 
much rather have a raw recruit who 
had never handled a football, but who 
had potential, than the high school 
star. The raw recruit had no bad hab- 
its. He could be taught the fundamen- 
tals in the Rockne system. 

At Esso, we are in the same posi- 
tion. With our knowledge and expe- 
rience in this business, we should be 
able to take a man with no experience 
but high potential and create a suc- 
cessful service station operator. Better 
men better trained must be Esso’s 
goal. If a dealer cannot be trained, 
then he should be dropped. 

The third factor is quality merchan- 
dise. 

The fourth factor is the dealer sales- 
man. Hz is the one who must moti- 
vate the dealer to be a better business- 
man. If the dealer salesman is creative, 
he will look upon his job as that of 
moving goods off the shelves, not just 
filling the shelves. Such a positive con- 
tribution on his part will win him the 
confidence of the dealer and solve a 
lot of the problems we face today, 
which can be summed up under the 
complaint, “You can’t tell that dealer 
anything.” 

If Esso dealers are to prosper in 
the age of merchandising that is be- 
fore us, our dealer salesmen must be 
their tutors. They have got to under- 
stand and preach the arithmetic of 
distribution. Getting a dealer’s motor 
fuel volume up is not enough. They 
have got to point toward the day when 
they will be able to walk into a deal- 
er’s station, analyze his stock of TBA 
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and prescribe an inventory of products 
that will insure the dealer a growing 
profit through “balanced” selling. 

The fifth factor is advertising and 
promotion. This is the tool with which 
we have built the Esso franchise. But 
advertising and promotion require- 
ments change. Evidences of this were 
seen last year with the broad shifts in 
our advertising strategy, based on our 
motivational research. 

Now if there are just these five fac- 
tors which influence the success of an 
operation, why do we have many 
owned and leased service stations op- 
erating at a loss? If every dealer sales- 
man applied these five factors against 
each of his outlets showing a loss, it 
seems to me that he is taking the first 
step to solve the problem—namely, 
to define it. But how many dealer 
salesmen take this approach? 

Once he knows what the problem 
is, he can apply his creativeness to 
finding a solution for it. His success 
as a dealer salesman and his future in 
management rest solely on his ability 
to apply some creative thinking to the 
solution of these problems. 


Farm Possibilities 


There are many other areas of our 
business where the opportunities for 
creative thinking are even greater than 
in the service station category. 

Are we really aware of what is go- 
ing on in the broad agricultural mar- 
ket today? The most casual study of 
farm economics will show an irresis- 
tible trend. Fewer farmers are growing 
more products to serve more people. 
Their ability to do this is due solely to 
mechanization. As the farms become 
more mechanized—as they will—the 
market for fuels and lubricants will 
grow to new proportions. 

Here is an opportunity crying to be 
heard. We need to open our minds, 
re-examine and explore our methods 
of distribution to the farmer. 

Then we must stimulate our whole- 
sale dealer and our consignment dis- 
tributors to do likewise. What do we 
know about the various lines they 
should carry? Are they carrying a 
complete line? 

There is a whole new field for cre- 
ative thinking in the packaging and 
selling of petrochemicals to the 
farmer. Have we ever thought of 


What's Esso’s Miller Like? Read 
the Profile Story on Page 225. 


channeling the sale of our petrochemi- 
cals through brokers to strengthen our 
pattern of distribution and our profit 
opportunities? 


Other Opportunities 


The industrial lubricant market is 
another opportunity that is virtually 
unlimited—thanks to the ever-expand- 
ing mechanization of industry. Yet we 
know very little about this market. 
What type of product offers the best 
method of selling? What are our dis- 
tribution costs? Whom can we afford 
to sell? Much of this volume is small 
unit sales. Yet our refineries are not 
geared to package industrial lubricants 
in small units. They are geared for big- 
volume operations. But if we applied 
creative thinking to this problem, we 
might find there was a way out of this 
dilemma. 

Our specialty products business is 
another area where we can apply 
some creative thinking. In this cate- 
gory we have aviation fuels, asphalts, 
lubes and waxes, LPG and chemicals. 
Our problem here is to put a real drive 
behind the sales of these products in 
order to realize a growing, aggregate 
profit. If we are to increase our cor- 
porate profit substantially in the years 
ahead, we must rely much more on 
profits from specialties and chemicals; 
less on profits from motor fuels. 

Creative thinking can be applied to 
cost objectives. The opportunity is 
even more challenging than in sales 
and more difficult. Selling is a posi- 
tive action. Its rewards are immediate. 
But cost reduction is by nature a nega- 
tive action. Its rewards are far less 
dramatic and self-satisfying. Yet I be- 
lieve it is possible to approach costs 
from a fresh, positive point of view. 

As a simple illustration, a $500 re- 
duction in costs is about equal to the 
profit on a $10,000 sales gain. There- 
fore, there is equal reward in saving 
dollars as well as making them. But 
it isn’t enough for management to be 
aware of this. We have a job creating 
this positive mental attitude toward 
costs in every employe. 

Like every other accomplishment, 
it will require a plan, and forward 
thinking. How often have we said, 
“Well, I didn’t make my objective be- 
cause we had a salary increase I 
hadn’t anticipated.” If we had done 
creative thinking when we set the ob- 
jective, we would have anticipated 
the possibility of such an increase and 
provided for it. 

Creative thinking is opportunity in 
action. Esso’s record for 1955 could 
not have been accomplished without 
it. The new goals we will attain in 
1956 will be because of it. * 
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No other operation in the world is exactly like yours. 


That’s why you need a plan tailored to your specific 
wants. Whether you fly our banner, or your own, 
Ashland Oil & Refining Company is the independent 
supplier flexible enough to let you shape your own 
future. Besides supplying you with Ashland Branded 
premium and regular gasolines that are both detergent, 
Ashland Oil offers you tested merchandising plans to 
help you become the dominant independent operator in 
your area. Call us now. Let’s talk over the future 


you want—for yourself. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — 
CINCINNATI, O., 1402 Federal Reserve Bank Bldg. — CLEVELAND, 0., Standard Bldg. — DETROIT, MICH., Dearborn, 
P. 0. Box 6025— EVANSVILLE, IND., 2500 Broadway — FINDLAY, O., P. 0. Box 210—- FREEDOM, PA.— LOUISVILLE, 
KY., 3005 Dumesnil — NASHVILLE, TENN., 5 E. Main PADUCAH, KY. PITTSBURGH, PA., 711 Park Bidg. 


The Independent Brand for Independents 
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STRIKING island designs, set off from salesroom and lube 
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Stations, 1960: 


ONE SURE THING about a station of the 60’s: it will 
be hard to ignore. It will look massive, it will dazzle at 
night, it will have remote pumping and the island may 
look totally unlike its 1956 counterpart. In short, the 
1960 station will be an attention-getter. 

Some of the experts—specifically, the people at Gen- 
eral Electric and Cleveland Illuminating Co.—have 
worked out a formula for tomorrow’s station: area x 
brightness = attention. The larger a station is, and the 
brighter it’s lighted, the more chance an operator has of 
upping his gallonage. In terms of design, this means that 
proper lighting will be tied in closely with architecture; 
it won’t be a matter of hanging a light on a pole and 
throwing a switch. In terms of space, it means that sta- 
tions should sprawl all over the place—but in practice 
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they won’t, unless they’re way out in the country. That’s effect, and promote TBA items at the same time. Land- 
where engineering sleight-of-hand comes in. GE and CEI scaping, floodlit to give color contrast, softens the harsh 
held a “service station seminar” last winter, cooked up lines of the fence or poster boards. 
ways of solving such problems. The ideas that follow are The brightness part of the formula can be tricky. 
products of the seminar, attended by 120 designers from Brightness by itself is no attractor, and if it glares, it 
11 major oil companies. can drive away potential customers. So in 1960 the serv- 
; c ice station will have directional floodlights, to avoid dif- 
Area X Brightness — Attention fusing a large amount of light without highlights. The 
With this formula as a starting point, the design man’s high spots will be carefully calculated. Light poles will 
first challenge is to get around limited space and “sepa- be fewer; the lower right sketches on p. 118 show that 
rate” his station from surrounding and competing busi- by doubling the length of one pole, you get the same 
ness areas. effect given by several shorter ones (because the light 
e That Different Look—Under cramped conditions, beam is thrown out at a specific angle that covers a 
there’s one quick answer to the problem. Designers must wider area the higher you go). 
use not only a station’s land area, but also the air space Another factor that will cut the number of driveway 
above it. The advertising message must be pushed higher. fixtures is the tilted-roof salesroom with glassed-in front, 
Second, the borders of the station plot must get a bigger shown at upper left, below. The interior roof of this 
play. Finally, the whole station layout must be dramat- building throws light against the back wall; the wall re- 
ically—but shrewdly—lighted. flects it outdoors, reducing the number of exterior spots 
The signs, pennants and floodlighting poles shown in needed to light up the salesroom. Luminous overhangs 
the top sketch on p. 118 are nothing new. But they’ve improve the effect, and can serve as a mount for island 
got to surmount their surroundings, and by 1960 they floodlights. 
may have risen from their present average height of 20 ¢ Pulling Them In—Station layouts in 1960 won't just 
ft. to perhaps 40 ft. A variation would be a single pylon bid for the driver’s attention; they'll guide him in and 
as high as 100 ft, with dispensers installed in traffic lanes make him feel at home. The top right-hand sketches below 
within the pylon (lower left, p. 120). show how the ends of the pump island could be twisted 
Putting the plot borders to work can also increase the to bring the car in from the correct side, avoiding traffic 
“massive” effect. In the lower right sketch below, lu- snarls. Dispensing facilities will be located in the center 
minous panels—or possibly floodlit posters—create that of the island, so that car doors won’t bang into the dis- 
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penser when they’re opened. At canopied islands, the 
driver will be protected from the weather, and many sta- 
tions will have air-cooling units to pump fresh air into 
cars in the summer. Infra-red heat lamps suspended from 
the canopy will warm the operator’s hands in winter. 

One canopy style, which takes advantage of pylon 
design for high-elevation identification, is sketched at 
left on this page. The luminous underside of the can- 
opy changes color to draw attention, and lighted signs 
under the central part indicate overhead dispensers that 
are ready for service. The pylon structure provides a 
mounting point for single, high-wattage floodlights, elimi- 
nating smaller poles. The construction material—plastic 
skin or wire fabric—lends itself to easy illumination. 

e Selling the Extras—The sketch at bottom left on 
p. 118 points up a new problem: separation of the 
TBA salesroom from straight gasoline sales. In theory, 
wide separation is fine, because it pulls slow-moving traffic 
out of line and allows the dealer to pump more gallonage. 
But the danger is that the potential TBA buyer may not 
be aware that TBA is available, or may not bother to pull 
his car out of the stream of traffic to reach a relatively 
far-off salesroom. 

The best way to beat this one is to push TBA hard at 
the island. With remote pumping and redesigned dis- 
pensers, most of the island is available for display—pos- 
sibly involving signs that face both curbs and are lighted 
from the inside. In multiple islands that sandwich the 
motorist, ads on the driver’s side (assuming that men will 
do the majority of driving in 1960) might feature heavier 
TBA items. Ads on the passenger’s side would be slanted 
toward mirrors and other light accessories. 

® Out on the Turnpike—Station designers expect that 
turnpike or turnpike-type stations will be handling the 
lion’s share of inter-city auto traffic in 25 years. But the 
boys at the drawing boards will be ready. 

A radical departure in station design is shown at 
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right, below, and expanded on p. 121. The site of 
this station would be in the center strip of a turnpike- 
type road, with traffic flowing to each side of the rotunda. 
The idea is to keep traffic flowing easily through the sta- 
tion area, using a single station outlet to service both 





NIGHT LIGHTING like this makes stations difficult to miss. 
But experts warn that brightness, alone, is no attractor 


directions of traffic. The designers admit they'll have to 
overcome some fairly obvious drawbacks. For one thing, 
the slow-moving traffic—traffic that would be pulling into 
the station—would have to cross over the high-speed 
center lane to gain entrance. Second, some arrangement 
would be needed to prevent cars from using the station’s 
center strip as a means of turning around. But what is so 
attractive in this layout, to the designers, is not the fact 
that it might be used on turnpike-type roads. What they 
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really like are the things it could mean to station builders important consideration in good service station lighting. 
in the way of newer materials and lessened costs. The trend here will be toward a more scientific balance of 
The design sketched at the bottom of this page is called inside illumination. The basic rule of thumb is at least 
a geodesic dome. It has recently been the subject of many double the amount of light on wall displays as there is 
magazine articles and much controversy. The Ford Ro- coming directly down from the ceiling. In other words, 
tunda was built along similar lines. Proponents of the if the ceiling illumination is 100 ft-candles, the spotlight- 
geodesic dome grant that it’s hard to design. But they say ing or valance-lighting on the display should be at least 
it gives great strength, at a weight savings (and concur- 200 ft-candles, and preferably more. One way of carrying 
rently a material savings) of 16-to-1; that it is easier to out the valance-spot idea is to light the display-board 
erect, and extremely easy to illuminate. The geodesic valence with fluorescent tubing, while lighting individual 
dome is fabricated with thin strips of steel, aluminum, displays beneath with individual spots, suspended from 
plastic, or even plywood in a sort of complicated lattice- the wall side of the valance. A different effect can be 
work. It can be anchored to a cement slab, in much the achieved by eliminating the spots and using a_higher- 
same manner as an ordinary building is. Over the outside powered lamp in the valance fixture. 
and sometimes the inside—the builder stretches a skin Lighting experts are not recommending one type of 
of aluminum, plastic, or almost any form of sheeting illumination over another; no sides are being chosen for a 
going. The cost of an average structure is around $1.50 fluorescent-filament battle. But the experts are making 
per sq ft, far below average. strong recommendations on the general way that light 
The engineers at GE and CEI aren’t selling geodesic should be used. For one thing, they believe all lighting 
domes—they don’t think they’re a blanket solution for installations should be directed at a target. Second, they 
service stations. But they do think that such a strong and believe all lighting installations should be protected— 
relatively cheap form of construction will be extremely against dirt, which reduces lumen power, and cold, which 
attractive to station designers. Talks with oil company can hold back the effectiveness of fluorescent tubes. The 
design men bear that out. potency of a fluorescent lamp drops sharply with the 
© Making Light Perform—A number of lighting trends temperature; around 0° F, a tube may not light at all 
are likely to bring changes by 1960, regardless of the (simply because the mercury vapor condenses along the 
direction in station design. One is the replacement of neon sides of the tube, leaving nothing in the center of the tube 
signs by fluorescent light behind plastics. Lighting experts to carry the electric arc). Manufacturers have gotten 
have nothing against neon, from an esthetic point of view. around this difficulty with a high-output, rapid-start fluo- 
But they argue that neon has become so popular that rescent lamp that gives excellent results at low tempera- 
service station men face the necessity of switching away tures. But the lighting people still recommend that fluores- 
from it, to distinguish their operations from other busi- cent tubes be shielded whenever possible, by placing them 
nesses on the street. For example, Standard Oil Co. (Ohio) in island canopies, station ceilings, and the like. 
is already making the changeover. A former user of There’s a great deal more ahead for tomorrow’s station. 
neonized signs, Sohio will employ lighted-plastic signs on No matter what the specific innovations may be, however, 
all new stations. it’s a certainty that when the motorist passes the average 
Good interior lighting in TBA salesrooms is another 1960 station, it won’t be because he didn’t see it. ® 
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GEODESIC DOME, used in turnpike station layout (p. 120), is strong, 
relatively inexpensive, easy to illuminate 
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SPECIAL “design for merchandising” will be showing 

up this year in all new stations in Union Oil Co. of 
California’s western sales territory. It’s a tested combina- 
tion of lighting, color and space that turns the entire sales- 
room into a display window, yet increases useable area. The 
only structural change in outside dimensions is a widening 
of the center pane of the three-paned front window to “open 



































in the window teamed up with the dealer’s desk—located 

front-and-center behind the shelf—to block the cus- 
tomer’s sightline into the station. Now a single narrow 
shelf, for small merchandise or animated displays, runs 
along the base of the window. The desk moves to the rear, 
where it’s out-of-the-way but still accessible. Hiding its 
exposed front and side are board panels, with wire hangers 
to display maps, postcards, and sales pamphlets. 


1 Clear the view. In old stations, a two-level display shelf 


concentrated on the back wall of the salesroom. Two 

perforated-board panels (parallelogram-shaped, 6 ft 
long, 2 ft high) are mounted end-to-end across the wall. 
Top of the panels is 642 ft from the floor. Merchandise 
rests on small shelves, supported on the panels by wire 
brackets; mounting methods are almost unlimited. Two 
steel cabinets beneath the panels provide additional selling 
space. 


9 Play it off the wall. Major product-display space is 
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Salesroom Face-Lifting in Four Steps 





up” the room and give a better view of the back wall, now 
used for merchandising display. The rearrangement adds 
little to the cost of a new station, and old outlets can be 
remodeled to conform for about $250. The design is the 
brainchild of the head office sales services division’s Harold 
Cooper, supervisor of marketing facilities, and I. C. Dodge. 
For Union Oil’s four steps to face-lifting, see below. 











Put light to work. Fluorescent lamps, concealed be- 

hind a sheet-metal channel running the width of the 

room, provide easy-on-the-eyes illumination—and 
can be left on as night lights. Two 6-ft lamps are used; 
the channel extends outward about 2 ft in front of the 
back wall, and upward a few inches higher than the top 
of the wall panels. Its 52-inch face, which makes a “sign 
ribbon,” is inset with orange-and-white enamelled letters 
(Accessories—Tires—Batteries). Remaining salesroom 
lighting is furnished by a pair of two-lamp, 6-ft fluorescent 
fixtures, mounted at an angle above and inside the 
station’s front window. 


Dress up with color. Attractive decoration, composed 

around company colors, is the final touch. Union’s 

bright-orange-and-blue packaging stands up sharply 
on clean-looking white display panels, set off by the light 
blue back wall. Stylish blue-and-gray floor tile takes the 
place of the white cement floors used in older stations. 
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@ Sen. Hubert H. Humphrey (D., 
Minn.) has asked the Senate to 
authorize $600,000 to finance a sweep- 
ing Federal Trade Commission inves- 
tigation of the oil industry. Humphrey, 
chairman of a Senate small business 
subcommittee, indicated FTC would 
“explore thoroughly those industry 
marketing practices having anticom- 
petitive effects . . .” The commission 
would also be expected to focus on 
“industry practices adversely affecting 
the interest of the public and small and 
independent refiners and marketers of 
petroleum products.” 

SIGNIFICANCE: Sen. Humphrey—who has 
been taking long looks at divorcement— 
is optimistic about getting the funds, 
since a probe of this kind has been 
talked about for years. Some Washing- 
ton observers, however, say it’s noth- 
ing to bet on. 


@ Dealers in metropolitan areas are 
giving strong support to company push 
on top-quality motor oils. Dealers are 
asking for bigger advertising play for 
top brands. 

SIGNIFICANCE: While ratio of lube sales 
to gasoline gallonage may not be ris- 
ing, dealer revenue on motor oil is. 
Dealers credit the dollar increase to 
wider margins on top grades, are mak- 
ing their sales pitches in that direction. 


® California Oil Co. is revamping its 
headquarters marketing set-up in Perth 
Amboy, N. J., opening up new posi- 
tions and realigning responsibility (see 
p. 230). 

SIGNIFICANCE: Calso now has an execu- 
tive to head its retail development oper- 
ation. By creating new positions and 
bringing in top men from the West 
Coast parent company, Standard Oil Co. 
of California, Calso hopes to strengthen 
its whole marketing structure. 


@ There may be a court decision some- 
time this summer in the latest round 
of the famous “Detroit case,” involv- 
ing Standard Oil Co. (Indiana). Federal 
Trade Commission filed its brief last 
month in Seventh Circuit Court of 
Appeals in Chicago. FTC’s argument: 
a court decision that Standard acted 
in “good faith” would make the 
Robinson-Patman Act meaningless. 
(See p. 104). 

SIGNIFICANCE: This case has been in and 
out of the courts for the last 16 years. 
Whoever loses this round is apt to appeal 
it to the U.S. Supreme Court, which has 
already made one decision in the case. 
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relatively inexpensive, easy to illuminate 





@ Death in committee was the fate 
of Michigan Gov. G. Mennen Wil- 
liams’ proposal to establish a five-man 
watchdog board to license the state’s 
oil refiners and wholesalers, and re- 
view prices continually. 

SIGNIFICANCE: The bill is dead but the 
idea isn’t. It’s been tried before, is likely 
to crop up again—perhaps in different 
form. 


M@ In the Pacific Northwest, Portland 
Gas & Coke Co. has signed up three 
big industries (cement, paper, glass 
jars) to use natural gas. Price: 3.1¢ 
a therm. 

SIGNIFICANCE: Natural gas is making 
headway in its drive to take industrial 
business away from oil in an area where 
natural gas will be coming in soon. 





Tumbling Tumbleweeds 


- are giving way to tumblers 
as a desert trademark—at least in 
the Southwest, where one marketer 
gets booming gallonages out of 
giveaway glasses. Read about 
Monte Blakely’s newest venture 
on page 130. 





@ Seventy-five members of Oil, Chem- 
ical and Atomic Workers Union had 
a two-day get-together in Washington, 
then visited Congressmen to discuss 
legislative matters. 

SIGNIFICANCE: The meeting caused spec- 
ulation that OCAW participation in local 
and national politics may become even 
more widespread. 


@ Vance E. Powell, former Humble 
Oil & Refining Co. commission agent, 
is new Phillips Petroleum Co. dis- 
tributor in Dallas. He will supply 14 
service station outlets. 

SIGNIFICANCE: This is first distributorship 
in Dallas for Phillips, which recently set 
one up in Fort Worth and is now repre- 
sented in most of large Texas cities. 


@ Retail Gasoline Dealers Assn. of 
Massachusetts got an adverse decision 
in lower court on its first suit against 
a violator of the state’s new below- 
cost act (see p. 183). 

SIGNIFICANCE: If the association can’t 
win its appeal, the decision could be a 
bad setback to its anti-price-war cam- 
paign. 
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@ Justification for higher crude and 
gasoline prices was cited in Standard 
Oil Co. (Indiana)’s annual statement. 
Reasons: cost of gasoline quality im- 
provements, increased production and 
exploration costs, 6% wage hike. 
SIGNIFICANCE: In spite of “justifying” 
factors, officials say that because of “ex- 
cess domestic producing capacity and 
pressure of low-priced foreign oil,” pros- 
pects for immediate price advances 
aren’t good. 


@ Congressional mandate will require 
Defense Department to do less buying 
on a negotiated basis and more through 
competitive bidding. 

SIGNIFICANCE: Effect on oil procurement 
will probably be marginal. Armed Serv- 
ices Petroleum Purchasing Agency has 
beer moving away from negotiated buy- 
ing on most products. Exception: high- 
grade aviation gasoline. 


™@ McKales Corp. reported a deficit 
of $69,271 for 1955. The West Coast 
chain (43 service stations) passed up 
its semi-annual dividend for the first 
time in 30 years. 

SIGNIFICANCE: Figures show why Mc- 
Kales discussed leasing its outlets to its 
supplier—Union Oil Co. of California— 
last summer. They also measure the size 
of the comeback job faced by president 
George F. Hermann, who reports Janu- 
ary sales up 10%. 


@ A _ coal-state congressman—Rep. 
Bailey (D., W. Va.}—has moved for 
an excise tax of 10¢ Mcf on natural 
gas coming into the U.S. from Can- 
ada or Mexico. 

SIGNIFICANCE: Coal industry opposition 
has been marshalled against a plan by 
Midwestern Gas Transmission Corp. 
(a subsidiary of Tennessee Gas Trans- 
mission Co.) to connect the Midwest 
market with a proposed Trans-Canada 
line. 


@® Humble Oil & Refining Co. will 
make an annual affair out of its big, 
one-shot station managers’ conventions, 
held for the first time last year. Meet- 
ings are scheduled between May 7 
and 18. 

SIGNIFICANCE: Humble analyzed the re- 
sults of last year’s conventions, found 
them an efficient means of spreading 
new-product information and building 
morale. 
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"PUROLATOR: 
Best for ALL cars!”’ 


.. . that’s what NASCAR drivers 
say. And, mister, they know! And 
everyone knows that they know! 
Because these men drive, hour after 
hour, at speeds so great, in dust and 
dirt conditions so bad that 100’s of 
their miles are tougher on oil filters 
than 1000’s of anyone else’s miles. 


"FUROLAT OF: 
Best for ALL dealers!”’ 


... that’s what dealers say—say so, 
because they know Purolator is first 
and finest—proved by 1,000,000’s 
of miles of everyday driving in cars 
of all makes—proved by going on 
two years of NASCAR testing. 
What’s more, dealers know Purolator 
—backed by powerful sales and adver- 
tising effort—backs its dealers with 
the best profit-proposition the indus- 
try has to offer. 





This season —remember: 


You’ll make more friends faster, bank more money, 
with the new Silver-Jacket Purolator Micronic—the 
filter that’s engineered to fit all cars—and tough 
enough to take today’s tougher driving! 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey; Toronto, Ontario, Canada 





E 


PurQlator 2 
F 


America’s No. 1 


OIL FILTER 


“Purolator” and “Micronic,”’ Reg. U. S. Pat. Off. 








DELCO-REMY PRESENTS 


THE NEW KLAXON “K-3” 
HARMONIZING AUTO HORN 


This third horn blends with standard twin horns 
to create a distinctive new musical sound! 
Here’s how it can mean more sales for you: 


To boost your accessory volume in 1956, Delco-Remy brings 
you the new Klaxon “K-3” Harmonizing Auto Horn. This 
third horn, by blending its note with the two notes of present 
twin horns, gives a car a distinctive, musical new voice. 


The new Klaxon “‘K-3” can be installed quickly in millions 
of cars now in use. At low cost, too. National advertising in 
The Saturday Evening Post will help you sell, so be pre- 
pared to get your share of this profitable business. See or 
call your nearest General Motors dealer or United Motors 
distributor today, for complete details. 


DELCO-REMY e¢ DIVISION OF GENERAL MOTORS e ANDERSON, INDIANA 


GM GENERAL MOTORS LRADS THE WAY-STARTING WITH 


Delco-Remy 


“ELECTRICAL SYSTEMS 
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By blending its note with the two 
notes of present twin horns, the new 
Klaxon ‘“K-3” Harmonizing Auto 
Horn makes today’s cars sound as 
good as they look! 




























Carry more, earn more, 
with Butler rural 


Big capacity and plenty of TBA space — these are features that really pay 
off in rural delivery truck tanks. They mean more deliveries and larger 
drops with fewer trips. They mean less back-tracking, less driving time and 
faster service to your rural customers. 

Both of these features and all these advantages are yours in Butler 
Truck Tanks designed and built especially for rural routes. 

But Butler offers even more to make rural deliveries more profitable. 
Butler’s gradual bend piping speeds emptying. Reels, pumps, meters, when 
specified, and TBA storage are all located for easiest use on rural routes. 
Deep-dished double bulkheads provide greater safety when multiple fuels 
are carried. Overhang on 84-in. CA trucks has been kept to a minimum for 
easier handling and turn-around on narrow roads. 








You have a wide choice of sizes and capacities in Butler rural delivery 
Truck Tank models. There’s the feature-packed ROUTE MASTER available 
in 1000, 1200 and 1500 gallon capacity. Or, if you do a big volume in TBA 
and barrel deliveries, you may want the extra storage space of the dual- 
purpose CARGO model. It serves as both a truck tank AND a pick-up — often 
saves the cost of an extra delivery truck. There’s a Butler Truck Tank in 
the proper capacity to best serve you — at a moderate price. 





Most all models and sizes are available for IMMEDIATE DELIVERY. For 
details, mail coupon to nearest Butler office. 


OO” gait i) 
Phone Stet ling 605 


tw 9060 
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cut back-tracking 
delivery truck tanks 


READ WHAT OWNERS SAY 


“| carry more gallons and handle more customers 
per trip with my new Butler Truck Tank (top picture),”’ 
says Mr. Cleo Clothier, driver-owner of Clothier-Skelly 
Service of Stafford, Kansas. ‘It exactly fits my route 
and makes my work easier. I’ve been using it eight 
hours a day, seven days a week and it’s stood up 
perfectly with only routine lubrication.” 


“Before we bought our new Butler CARGO Truck 
Tank (middle picture), we needed an extra pick-up for 
TBA and barrel deliveries,’ reports Mr. H. E. Doyle, 
driver for Donovan Oil Co., Emmetsburg, lowa. ‘Now, 
with the CARGO’s extra storage space at the rear, we 
don’t need the pick-up. We figure our dual-purpose 
CARGO saves us a lot of call-backs, time and miles.” 


“Our big-capacity Butler ROUTE MASTER 1500 is 
saving miles and driver time (bottom picture),’’ says 
Mr. W. A. Dunaway of the Arkansas Fuel Oil Co., the 
Cities Service distributor for Pine Bluff, Arkansas. ‘‘Its 
extra capacity gives us more deliveries per trip.’’ 


7661 pgp” 


Manufacturers of Oil Equipment « Steel Buildings 





Farm Equip t+ Dry Cl s Equipment 


Outdoor Advertising Equipment + Special Products 


PETROLEUM PRODUCTS 


, Le Factories located at 





Kansas City, Mo. * Minneapolis, Minn. 
Galesburg, Ill. * Richmond, Calif. 
Birmingham, Ala. * Houston, Tex. 
Burlington, Ontario, Canada 


For prompt reply, address the office nearest you 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 

954 Sixth Avenue, S.E., Mi polis 14, Mi t 

Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
913 Avenue W, Ensley, Birmingham 8, Alabama 

Dept. 40, 624 South Michigan Avenue, Chicago 5, Illinois 


Please send full information about Butler Truck Tanks to: 








Name 


ae 


Company 


Street pdeduneeeeaes 





City - Zone State 
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cy MERCHANDISING 


Ten Gallons and a Cactus Tumbler, Too 


dh 





IDEA MAN Monte Biakely (left) presents a set to desert expert W. Taylor Marshall 


LASS TUMBLERS are filling gaso- 

line tanks at Blakely Oil Co. 
stations in Arizona, California and 
Nevada. 

But don’t call out the efficiency 
experts. The glasses are giveaway 
gimmicks—15-oz tumblers with a no- 
advertising cactus design. And while 
they’ll never replace the pump hose, 
they are filling tanks. In the first month 
after the giveaway started, Blakely 
volume leaped 40%, with 800,000 
extra gallons at the company’s 38 
outlets. 

Company president A. Monroe 
Blakely has always been an _ eye- 
opening merchandiser (NPN—June 
°55, p106). But even he is a little 
dazzled by this latest enterprise, which 
got under way on New Year’s Day. 
By the first week in February, he’d 
given away 350,000 tumblers at the 
rate of one for every 10 gal. gasoline 
purchased. 

“Fantastic” is big Monte Blakely’s 
modest description of the sales results; 
there’s been an end, he reports, to the 
$1 and $2 sales. Customers now buy 
in units of 10 gal., Blakely says, add- 
ing that there’s been no decline in the 
“fill "er up” trade. 

The glasses are produced by Anchor- 
Hocking Glass Co. exclusively for 
Blakely, who buys them in carload 
lots of 100,000. Price to Blakely sta- 
tion managers is about 14¢ each, and 
most dealers were reluctant to go into 
the promotion. After the first month 
they were 100% enthusiastic. The 
most critical manager had increased 
his net gross $1800 a month, at an 
outlay for glasses of $300. 

The promotion is achieved with no 
additional help. “It doesn’t take any 
more effort to pump 10 gallons than 
it does to pump six or eight,” says 
Blakely. 

Customers start collecting, come 
back as repeaters to get a full set. Then 
they start collecting additional sets 
to be given as out-of-state gifts. “It’s 
great Arizona promotion,” Blakely 
says. “The demand for mailing fa- 
cilities has been so big we're going 
to sell containers for shipping.” 

It’s beginning to look as if everyone 
in Arizona has Blakely glasses. Even 
tractor drivers collect them when they 
fill up farm machinery. Blakely par- 
ticularly likes one story told on a rival 
marketer who is general agent for a 
major company in the area. The man 
reported he came home one night— 
“and there was my wife with two of 
those damned Blakely glasses!” & 
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offers you the best in 


All types of Floating Roofs 


WIGGINS LODEK* WIGGINS DOUBLEDEK* 


WIGGINS FLOATING ROOFS PAY FOR THEMSELVES 


Whatever your Floating Roof requirements get General American’s 
UNBIASED analysis. Unbiased because General American makes ALL 
types of Floating Roofs! 

Wiggins Floating Roofs, Dry Seal Gasholders, Lifter Roofs, Cone Roofs 


*patented 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street * Chicago 90, Illinois 
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[merchandising 


Now Durante's Playing on Their Team 


Texaco station men in Las Vegas felt left out 
when the company’s TV show bypassed their area, 
so they got together and did something about it 


A“ OIL COMPANY spends its adver- 
tising dollars where they'll have 
most impact. That’s why The Texas 
Co. didn’t pipe its Texaco Star The- 
ater into Las Vegas, Nev. Market- 
wise, the city is a fringe area—at least 
in the opinion of non-Las Vegans. 

Small businessmen like distributors 
and dealers can sometimes do things 
to get the support of a national TV 
show that’s bypassing them. Texaco 
dealers in Las Vegas are proving it, 
with a co-operative advertising venture 
that features the Texaco Star Theater. 

On a recent Saturday night, a dozen 
Texaco dealers came to station KLRJ- 
TV in Las Vegas and found out how 
it felt to play the role of Mr. Sponsor. 
The occasion was the first showing of 
Texaco Star Theater in Las Vegas, 
preceded by a half-hour live show. 

Jimmy Durante, star of the national 
TV show, happened to be filling a Las 
Vegas hotel engagement when the first 
of the weekly programs was to be 
shown. Jack Melvin, president of 
Alcorn Advertising, Inc., the dealers’ 
agency, got Durante and a couple of 
other guest stars to appear in a skit 
with the dealers and local county of- 
ficials: District Judge Frank Mc- 
Namee, District Attorney George 
Dickerson, County Commissioner Har- 
ley Harmon, and Sheriff W. E. (Butch) 
Leypoldt. 

For the purpose of signing con- 
tracts, the dealers have formed the 
Texaco Dealers of Southern Nevada, 
with Dwight Babcock as president, 
Ted Wiens as _ vice-president, and 
George Phillips as treasurer. These 
three men sparked the cooperative 
advertising idea. 

The group covers 10 dealerships 
operating 13 stations. It was formed 
to sponsor local advertising at a rate 
of about $20,000 a year, or about 
$100 per month per station (all sta- 
tions pay equally, regardless of gal- 
lonage). 

“We decided that if we were going 
to advertise, we were going to go first- 
class,” says Phillips. “So we wanted 
the national Texaco show.” 

The dealers got quick action when 
they signed up the Alcorn advertising 
agency and told Jack Melvin what 
they wanted. “We'd been trying to put 
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something like this together for three 
or four years,” one dealer commented. 
“Melvin just picks up the phone and 
calls New York, and it starts rolling.” 

The first hurdle, of «ourse, was to 
get the use of the Star Theater films. 
Through New York’s Kudner Agency, 
Inc.—which handles Texaco’s national 
campaign—Melvin got a nod of ap- 
proval, once The Texas Co. had been 
convinced that the local agency and 
dealers would live up to its advertising 
standards, 

Cost was another problem. Melvin 
showed any doubters that they could 
get the best advertising for little more 
money than purely local coverage 
would cost. “I told them that if they 
advertised separately, they could get 
about one inch of newspaper space 
three times for $50 a month,” he says. 
“By tying in with the Durante pro- 
gram, we're getting the benefit of mil- 
lions of dollars’ worth of advertising 
throughout the country.” 

In local commercials tied in with 
the national commercials, the names 
and station locations of all the spon- 
soring dealers are mentioned. The 
Alcorn staff works out a transitional 
phrase—“Yes, winter is really just 
getting started here in southern Ne- 


seyret 


Station Operation on a High Plane 


@ This dummy pump island, perched atop a two-story building in Brooklyn, 
N. Y., serves as a proving ground for Socony Mobil Oil Co.’s island adver- 
tising displays. The wind-whipped roof installation, which doesn’t dispense 
gasoline, is used to run weather tests on cardboard placards, spinners, and 
banners. 


vada .. .” And it favors a personal 
tone: “Look for your independent 
home-owned and operated Texaco 
dealer. There’s Laute’s Texaco Serv- 
ice, 4141 West Charleston. .. .” 

Participating service stations are 
identified by posters that advertise the 
TV series. Melvin also plans to work 
up weekly or monthly service “spe- 
cials,” such as wash jobs or grease 
jobs, to help identify the dealers with 
the TV program. 

The TV show takes up about 60% 
of the dealers’ budget. Another 30% 
goes into radio spot announcements 
right after Texaco commercials on 
the Metropolitan Opera program or 
the national Tom Harmon broadcast. 
The other 10% is split between local 
newspapers and outdoor advertising. 
Again, Melvin looks for chances to 
get billboard space right alongside 
Texaco signboards. 

“We figure if it’s good enough for 
Texaco, it’s good enough for us,” says 
Melvin. “We don’t want to be adver- 
tising geniuses—we want to hang onto 
Kudner’s coattails.” 

Every month, Melvin gets together 
with the dealers’ executive committee 
—Babcock, Wiens, and Phillips—and 
outlines plans for the next month. The 
committee okays the budget, month by 
month, and sees that the money is 
raised. Melvin and the dealers are also 
trying to evaluate the effect of the 
advertising in terms of the sales trend 
of all the participating stations. 
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Now..-can be your Lest time to cure 


next winter's heating oil headaches 


Some of your next winter’s supply of 
home heating oil may be in your refinery 
processing run right now. 

But how can you be sure it will come 
out of storage as stable as it goes in? Will 
your distributors be making unprofitable 
service calls to clean gummed-up ignition 
systems or replace sludge-clogged filter 
screens or nozzles? 

You can answer these questions now! 
... Desired storage stability can be easily 
obtained by adding Du Pont Fuel Oil 
Additive No. 2 (FOA-2) to your freshly 
prepared stocks at the refinery—before 
they go into storage. 


Ashless 


Many distributors’ service calls may be 
caused by electrical failures due to a me- 
tallic ash coating on the electrodes and 
stack controls. Because it is ashless, Du 
Pont FOA-2 does not contribute to these 
wasteful calls, 


Sales Offices: 


CHICAGO, ILL.—8 So. Michigan Ave. 


HOUSTON, TEXAS—705 Bank of Commerce Bldg. .. 


LOS ANGELES, CAL.—612 So. Flower St. 


NEW YORK, N. Y.—1270 Ave. of the Americas .. Phone COlumbus 5-2342 


PHILADELPHIA, PA.—3 Penn Center Plaza 





Filter-clogging can be greatly reduced 
by the addition of FOA-2 because it not 
only stabilizes the fuel, but also disperses 
any sludge that may already be formed— 
by reducing the size of the sludge particles. 


Avoid gel-clogged lines 

By adding a small amount of Du Pont 
Metal Deactivator, too, you can protect 
your heating oil from becoming contami- 
nated by the copper so frequently used in 
home heating system screens and fuel 
lines. This protection will, in most cases, 
eliminate any danger of the fuel lines be- 
coming clogged by a gelatinous material, 
caused by copper pickup in the line. 


Low-cost insurance 
You can add both DMD and FOA-2 in 


amounts sufficient to give your stocks ade- 
quate protection all the way through next 
winter’s heating season for only about 
1.5¢ per barrel. And you'll find that it 
more than pays for itself in insurance 
against future troubles. 

Our representatives will be glad to give 
you test samples and further details about 
the advantages of these and other Du Pont 
additives for your petroleum products, 


AC6.u 5 pat OFF 
Better Things for Better Living 
+ +» through Chemistry 


Petroleum Chemicals 


E.1. DUPONT DE NEMOURS & COMPANY (INC.) @ Petroleum Chemicals Division ® Wilmington 98, Delaware 


PITTSBURGH, PA.—Room 510, Alcoa Bidg. ...... Phone ATlantic 1-2933 
SAN FRANCISCO, CAL.—Room 626, 111 Sutter St., Phone EXbrook 2-6230 
SEATTLE, WASH.—Room 215, 4003 Aurora Ave. Phone MElrose 6977 
TULSA, OKLA.—P.O. Box 730 Phone LUther 5-5578 


Phone RAndolph 6-8630 
Phone CApitol 5-1151 
Phone MAdison 5-1691 


Phone LOcust 8-3531 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division—80 Richmond Street West—Toronto 1, Ontario 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Nemours Bidg., 7496—Wilmington 98, Delaware 





Bulletin: 2: 
These facts about hose 


couplings can lead to improve- 
ment in your service and protit 


The quality of hose today makes 
re-attachable couplings an im- 
practical investment. By the time 
hose needs replacing, you find 
couplings usually damaged, too. 


The hidden expenses incurred in 
re-conditioning couplings — time, 
paper work, packing, shipping — 
make re-attachable couplings 
more costly to use than perma- 
nently attached couplings. 


Machine attachment by skilled 
men assures perfect fit with no 
damage to hose, when you specify 
permanently attached couplings. 


Machine attachment is fast, eco- 
nomical, leak-proof, providing 
full-flow diameter inside coupling. 
Flexing won't weaken the grip of 
a permanently attached coupling. 


1S the name in permanently attached hose couplings. 


= 
Sco \ ill Write for Bulletin No. 520-H for complete specifications on 
fuel oil hose couplings. 


Scovill Manufacturing Co., Merchandise Division, 81 Mill St., Waterbury 20, Conn. 
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When planning equipment for your 
service stations, don’t forget... 


NEXT TO GAS—MORE COLD 
BOTTLE DRINKS ARE SOLD 


than any other items 


...and a cold bottle vender gets 
motorists out of their cars where 
67% of all TBA purchases are made 





In today’s modern service stations a cold bottle vender is 
an “extra” service ranking at the top in customer popularity. 
It’s a year ’round profit maker . . . a “‘stopper”’ that brings in 
added traffic .. . an amazing assistant in making those TBA 
sales... When choosing venders for your stations be sure 
you consider selectivity for motorists insist on variety in cold 
bottle drinks; also a selective vender gives you as much as 
50% more sales volume than a single flavor vender. In 
choosing a vender consider also its initial cost, maintenance 
cost, dependability, simplicity ...Consider the company 
back of the vender and the amount of assistance it may be 
able to render your station operator at the local level . . . Let 
us tell you why we believe IDEAL, the world’s oldest and 
largest manufacturer of selective venders, can provide the 
best answers to these important considerations. 


Ideal Model 85-8 
6 Flavor Vender 


Ideal Model 55-B 
5 Flavor Vender 


Ideal Model 400-B 
3 Flavor Vender 


Ideal Model 300-8 
8 Flavor Vender 


DISPENSER CO. iki’ 


: —- 
Dept. 1504 Bloomington, Illinois “7, 
Factories in Bloomington, Illinois; Columbus, Ohio 
In Canada: ideal Venders Company of Canada, Ltd., Montreal, Quebec 


IDEAL the BIG NAME in cold bottle vending 
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Here's why IDEAL 
SELECTIVE VENDERS 


are best for a 
service station 


@ World’s Most Complete Line 
of selective venders 


@ Dependable...tested 
under every conceivable 
condition 


@ Selective...for big plus 
sales volume 


@ Trouble-Free...Simple, 
Low in Maintenance Cost 


@ Console Design won't 
obstruct station windows 


@ Biggest Sales and Service 
Organization in industry to 
assist YOU 








Sell batteries that are protected 
against vibration damage! __ 





sere ele etenaenslbnteleinies te tenees 


of vibration and jarring, causing 
the plates to damage the ordinary 
battery separator—resulting in 
shorts and battery failure. But 
this doesn’t happen when the 
separators are U.S. Peerless. These 
rugged separators stand up under 
vibration, give longer service than 
any other separator. They are 
known as battery savers. 

U. S. Peerless has other big ad- 
vantages: it cannot be harmed by 
battery acid, heat or plate pres- 


Electrical Wire & Cable Dept. 





The automotive battery takes a lot 





: See: ses" jf Seas aly 
sures—will not get mushy or soft 
in service. High mechanical 
strength prevents cutting by 
warped plates or loose plate mate- 
rial. Peerless even outlasts the 
plates. It assures more economical 
operating costs. In cold weather, 
it gives 20% faster cranking speed, 
10% more power. Protect your 
battery business and the good will 
of your trade by making sure the 
batteries you stock and sell have 
Peerless Rubber Separators. 
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FULL 


REO 96" A SERIES 


with Cummins 175 h.p. JI-6B Turbodiesel 


All the rugged engineering features of the 
world’s toughest trucks plus exceptional ma- 
neuverability and roomy driver comfort of full- 
size conventional cab. 96” cab tractor pulls 
modern high-capacity square-nose trailers 
within 45’ overall. Tandem and single axles. 
All standard wheelbases for straight truck 
and truck-trailer uses, on or off highway. 
Models up to 48,000 G. V. W. or 62,000 G. C. W. 

Reo A Series also in Gas or LPG Gold Comet 
short-stroke, wet-sleeve V-8s, 195—220 h.p. 


| 


~ 


© © 


45’ >| 






35 FT. SQUARE NOSE TRAILER 
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Ob COMFORT 


_..at no premium price! 
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REO igeront CAB. @ @ 


at no premium price! 


REO F sERIES 
with Cummins 175 h.p. JT-6B Turbodiesel 


All the famous engineering and rugged- 
duty construction features of the world’s 
toughest trucks in a highly maneuverable, 
easy-handling conventional style cab. 
Roomy comfort reduces driver fatigue. 
Smooth, low-vibration-level performance 
under extreme loads at high throttle. 


Tandem and single axles. All standard 
wheelbases for straight truck and truck- 
trailer uses, on or off highway. Models up 

' to 48,000 G.V.W. or 
62,000 G.C.W. 


Reo F Series also avail- 
able with Gas or LPG Gold 
Comet Engines—short- 
stroke, wet-sleeve sixes— 
from 107 to 160 h.p. 


COMING SOON! 200, 250 and 300 h. p. 
Turbodiesels in the new Reo Super-V 63 (COE). 
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e what’s next 
MAIL FOR COMPLETE INFORMATION TODAY! 























REO MOTORS, INC. 
LANSING 20, MICH. 


Please send, immediately, information on Reo Diesels: 











“A” Series “EF” Series_ 
New Reo Super V (COE) 
Gold Comet 6” V-8 Gas LPG 
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TIRES—BATTERIES—ACCESSORIES 


Tapping the Plug and Polish Markets 


The oil industry isn't doing well enough at it, 
say speakers at TBA Group's western conference 


ARKETERS are missing out on a 

lot of profit and service poten- 

tial in spark plugs, car polishing, and 

cooling-system upkeep. Those points 

came out of the western section meet- 

ing of the Oil Industry TBA Group in 

San Francisco, attended by nearly 400 
oil TBA men and TBA suppliers. 


Plugging Spark Plugs 

Only 40% of a potential of 500 
million spark plugs is being sold today, 
said Robert M. Ward, assistant sales 
manager of Champion Spark Plug Co. 
He estimated that a fair share of the 
market for 11 western states would be 
85,460,000 spark plugs a year. In 
terms of dollars, Ward broke up the 
western states’ share this way: $79,- 
477,800 in retail plug sales; $45,806,- 
560 in sales to dealers; $33,671,240 
in dealer profit. This did not include 
sales of spark plug servicing units, nor 
dealer labor revenue from plug serv- 
icing. - 

There’s also a whole new market, 
Ward said, in plugs for power mowers, 
garden tractors, power saws, outboards 
and other small engines. He estimated, 
for the western states, a potential of 
7 million spark plugs in this field 
alone. 

Oil marketers can call on spark plug 
manufacturers for sales and service 
help, said Ward. They can get plenty 
of manuals, size charts, catalogs, 
pamphlets, sales literature and seasonal 
promotions. In the past two years, 
Ward said, his own company has held 
4,000 clinics for service stations and 
dealers. In the process over 200,000 
spark plugs were inspected in more 
than 30,000 cars. Fifty per cent of the 
plugs inspected needed to be replaced, 
and new sets were purchased by car 
owners. The balance of the plugs were 
properly serviced. 

This clinic co-operation, said Ward, 
is available to oil marketers for train- 
ing their salesmen so that they may 
hold dealer clinics of their own. “It 
will build TBA sales,” he said, “and 
assure proper performance of the pe- 
troleum products that are the back- 
bone of your business—gasoline and 
oil—and merits your wholehearted 
effort and enthusiasm.” 

Ward cited a western oil company 
that completed a clinic training pro- 
gram a few months ago. Some 200 


merchandising men were trained in 17 
clinics, he said, and are now in the 
field training dealers. 

It’s easy to find spark plug pros- 
pects, Ward pointed out. He cited a 
Socony Mobil Oil Co. survey: 


% of Cars Spark Plugs 
On Road Misfiring 
7% 6 or more 
3 5 
5 4 
10 3 
8 2 
9 1 
58 none 


“Our experience shows,” Ward said, 
“that even among the 58% of cars 
with no misfiring plugs, a high per- 
centage will still need new plugs or at 
least plug servicing in order to get 
peak performance.” 

In spark plugs, as in many other 
TBA lines, it is now necessary to stock 
more sizes and types, said Ward. 
“Engine outputs are still going up,” 
he said, “and whether we like it or 
not the number of spark plug types in 
use and in stock will increase.” Since 
the inventory must be broader, he said, 
it’s wise to watch turnover. 

It doesn’t pay to carry duplicate 





w. L. MATSON, Tide Water Associated 
Oil Co. TBA manager, is 1957 chairman 
of TBA Group’s western section 
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brands of the same item, according to 
Ward. “Unwise distribution of capital 
invested in duplications often over- 
extends the dealer or jobber. It can 
and does account for unhappy trade 
and possible business failures.” 

He gave an example of a jobber 
carrying three different makes of the 
same product. His combined sales are 
10,000 units per year. 


Average Capital Annual 
Volume Inventory Invested Profit 


Brand X 7,000 1,000 $430 $840 
Brand Y 2,000 1,000 420 260 
BrandZ 1,000 1,000 380 110 








$1,230 $1,210 


By handling only Brand X, Ward 
pointed out, the same annual volume 
could be moved with only $430 tied up 
in inventory. The $800 released can be 
invested in other goods that will yield 
a 25% profit and turn five times a 
year, adding $1,333.30 to profits an- 
nually. 


Profit in Polishes 


Dealers can sell professional wax 
jobs during slack station hours, and 
enjoy profitable wax-polish sales to the 
69% of car owners who polish their 
own cars, said Duncan B. Cramer, of 
Du Pont’s specialties sales division. 

Between 10 AM and 4 PM, Cramer 
pointed out, employes are apt to be 
idle. They can make money selling 
wax jobs in the price range of $5 to 
$7.50. Many car owners will buy in 
that range who won't pay the $12.95 
to $25 commonly charged for profes- 
sional jobs, Cramer said. 

A good one-operation type cleaner 
and polish in gallon containers costs 
an average of $3.75 and will clean and 
polish a minimum of 10 cars, Cramer 
observed. Ten cars at the lowest figure 
of $5 per car is a gross sale of $50. 
To the polish cost of $3.75 add $3 for 
polishing cloths, tire dressing and 
chrome polish, or a total material cost 
of not over $7. 

“Just one polish job per day, Mon- 
day through Friday,” Cramer ex- 
plained, “or approximately 20 jobs per 
month, can mean a gross return of 
$100 at $5 per job, or $150 at $7.50. 
The investment is no more than $15.” 

The market for car polish today is 
greater than ever before, said Cramer. 
There are more cars, and a high per- 
centage are new ones, with a greater 
surface to be polished. The car repre- 
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sents a $3,000 investment, so there is 
greater incentive to protect it. 

Forty per cent of car owners buy 
wax and polish at service stations, said 
Cramer. A survey also shows that 
41.5% of car owners polish their cars 
more than twice a year. Seasonal buy- 
ing follows this pattern: 80.8% buy 
polish in the spring; 45.9% buy polish 
in the fall; 29.3% buy polish in the 
summer; 7% buy polish in the winter. 

Polish and wax manufacturers will 
spend big sums on advertising in 1956, 
Cramer said. “Big, double-page, 4- 
color spreads will appear in national 
publications at a price tag of up to 
$65,000 per issue. Similar promotion 
will appear on radio and television and 
in newspapers, all featuring new, im- 
proved and easier ways to wax the 
modern car finish. Many polish manu- 
facturers have men available to assist 
you in holding clinics and meetings 
with your dealers. 

“A new car can now be cleaned, 
waxed and glazed in one operation,” 
said Cramer, “or about half the time 
it formerly took to do a conventional 
wax job. Consumers are more inclined 
to buy polish when the job is easier.” 


Keep It Cool 


“We have higher horsepower en- 
gines with a lot more heat to carry 
away, but cooling systems are no big- 
ger,” said R. M. McNeily, Warner- 
Patterson Co. “And radiators have 
become more covered or hidden by 
the metal portion of the hood. With 
less area exposed to the air stream, a 
greater amount of water must be cir- 
culated.” 

The faster the flow of water, Mc- 
Neily explained, the greater the chance 
of picking up additional air through 
the pump. “More air means more oxy- 
gen, and more oxygen means greater 
rusting.” So dealers render a real serv- 
ice by keeping cooling systems tight 
and clean, adding a corrosion inhibi- 
tor, making sure thermostats, pressure 
caps, fans and pumps are working, 
and that the heater hose is in good 
condition. 

“This spring antifreeze will be- 
come a lively subject of discussion by 
car owners and station attendants,” 
McNeily observed. “To drain or not to 
drain will be the question. The quick, 
correct answer is that all antifreezes, 
either alcohol or the so-called perma- 
nent types, should be drained after a 
season’s use. 

“Car manufacturers are now urging 
the dumping of antifreeze after one 
season,” McNeily noted. He cited the 
Chrysler owner’s manual: “ ‘Antifreeze 
should always be drained after one 
winter’s service. It is continually de- 
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pleted by use and eventually reaches a 
corrosive state. Under no circum- 
stances should it be allowed to remain 
in the cooling system in summer, as 
hot weather use hastens deteriora- 
tion.’ ” 

“Let’s also show the customer what 
he should do to protect his car against 
overheating in the warm _ weather 
ahead,” McNeily suggested. “When 
antifreeze is removed the system 
should be flushed with clean water. If 
the drainings contain a lot of rust and 
oil deposit, show it to the customer.” 

Owners should be told that modern 
engines operate at high temperatures, 
said McNeily. They can’t be well 
cooled unless water passages are free. 
“The oily deposit is what holds the 
dirt and other foreign matter on the 
side walls. Unless it is cleaned out 
every year with a good commercial 
cleaner, the passages become smaller, 
restricting the flow of water and pos- 
sibly leading to costly repair bills. 





“When the car is clean, all we have 
to do is fill up the cooling system with 
clean water, put in a can of chemical 
rust inhibitor, and then your engine 
will operate at top performance all 
summer long, with no danger of over- 
heating. 

“Surprising as it may seem,” Mc- 
Neily concluded, “a customer will ap- 
preciate these suggestions if he under- 
stands they are being made to save 
him future expense.” 


TBA for 1956 


The average service station dealer 
in 1956 should have a tire volume of 
$4,571, according to estimates made 
by R. E. Davis, manager, business re- 
search, Goodyear Tire & Rubber Co. 
Tires should be 54% of his total TBA 
sales, while batteries will account for 
12% and accessories 34%. 

“We estimate the total TBA busi- 
ness of the average station this year 
will be $8,484,” said Davis. 


What's Right for TBA Ratios? 


A RETAIL TBA ratio of $44.27 per 
thousand gal. gasoline is too high, 
says a TBA manager of one of the 
major oil companies. He is commenting 
about the set of ratios we published 
in our January issue, p. 36. He means 
it’s too high a ratio to use as a target 
for the average run of dealers. He has 
dealers who do better than that, but 
he thinks the general average is a lot 
lower. 

He can’t be certain of the true fig- 
ures—nor can any oil company, ex- 
cept for salary-operated stations. A 
lot of dealers won’t give their figures 
to their oil company suppliers. That’s 
one of the advantages of figures gath- 
ered—as ours were—through outside, 
independent channels. 

Maybe $44 does seem pretty big to 
many oil men, although it is, signifi- 
cantly, right in line with Union Oil Co. 
of California’s TBA target ratio of 
$45 per thousand gal. The natural 
question comes up: is the $44 figure 
an average for all kinds of stations, 
big and little? 

Well, the 3,000 dealers whose opera- 
ting figures provided the base for the 
averages represent a pretty good cross 
section of large and small dealers. 
However, the fact that each dealer is 
paying $25 a month to have his figures 
recorded and analyzed automatically 
eliminates a lot of those fringe oper- 
ators who pull down averages. 

But that’s not too important. TBA 
men, when they get to discussing 






Var 
By FRANK C. STURTEVANT \\i) 
TBA Editor 


ratios, are also prone to disregard those 
fringe dealers whose TBA volume is 
insignificant. It seems more practical 
that way. 

They’re for some sort of a quota or 
target to give a dealer. Something by 
which he can measure TBA perform- 
ance against gasoline gallonage, with 
the object of reaching a healthy bal- 
ance between the two. In a field where 
statistics are almost wholly lacking, 
reasonable yardsticks are hard to come 
by. So it’s worthwhile to consider any 
statistics that look promising. 

From another angle, TBA men like 
to measure their total TBA volume, as 
a company, against some standards of 
oil industry performance. There is a 
strong body of sentiment among TBA 
men that this can only be measured 
in terms of units. That is, the number 
of tires, batteries, filters, spark plugs, 
and so on, sold per thousand gal. of 
gasoline. Some information along that 
line has been gathered for the industry 
by Dr. Warren W. Leigh, of Akron 
University. 

Ratios calculated in that way are 
probably best at the wholesale level. 
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CUSTOM-BUILT 
battery 


These rugged, custom-built 
batteries are creatively engineered 
to give all petroleum-powered 
equipment more dependable start- 
ing — year ‘round. 

Globe Batteries are specified by 
many leading original equipment 
manufacturers and mass merchan- 
dised under the trade name of 
GLOBE SPINNING POWER 


and numerous private brands. 
GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN Wniot : 


IF IT’S PETROLEUM-POWERED ~~] iy 


there’s a Globe-built battery . . . right from the start! 


a 
> 
* 
. 
- 
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FOR FAST SERVICE THERE ARE 16 GLOBE BATTERY PLANTS — Atlanta, Georgia * Boston, Massachusetts 
Cincinnati, Ohio * Dallas, Texas * Emporia, Kansas * Hastings-on-Hudson, New York * Houston, Texas 
Los Angeles, California * Memphis, Tennessee * Milwaukee, Wisconsin * Mineral Ridge, Ohio * Oregon City, 
Oregon * Philadelphia, Pennsylvania * Reidsville, North Carolina * San Jose, California * Ajax (Ontario) Canada 
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—.j tires—batteries—accessories 


But they can’t be transformed into 
retail dollar ratios and passed on to 
dealers as targets for balanced selling. 
For one thing, they measure what the 
oil company is selling to all of its 
dealers, so again you have the fringe 
operators included. You can strike an 
average, of course, but the resulting 
figure will be far too low for dealers 
to shoot at. 

Another drawback is that dealers 
handle an unknown quantity of TBA 
merchandise bought from sellers out- 
side their companies. One TBA man- 
ager took a good look at this aspect of 
the problem, and had this to say: 
“Dealers have been doing much more 
TBA business than oil companies know 


What's New in 


about. They buy from many other 
sources besides us. That’s their priv- 
ilege, and they are under no obligation 
to tell us about it. In fact, it’s only 
human for them not to mention it.” 
He was satisfied, he said, that in 
many cases his company was getting 
only 50% of a dealer’s TBA volume. 
So, in considering whether a $44 TBA 
ratio is reasonable, bear in mind these 
further facts: it covers everything a 
dealer sells regardless of whether he 
bought it from his supplying oil com- 
pany or from other sources; and it 
covers any replacement parts he may 
sell (like a voltage regulator, for ex- 
ample) of the type that oil companies 
decline to classify as TBA. Gi 


TBA... 





Whitewall Demand 


About a third of all replacement 
tires are white walls, according to E. V. 
Duffy, sales manager, Pennsylvania 
Tire Co. But there’s a wide range in 
whitewall demand by sizes. Here’s how 
eight popular sizes stack up in share 
of total demand, and in the proportion 
of each size produced in the whitewall 
version: 


% Sold as 

Size % of Market Whitewalls 
6.70-15 41.90% 26.6% 
7.10-15 20.00% 38.8% 
7.60-15 14.04% 44.0% 
6.00-16 11.99% 5.1% 
8.00-15 4.84% 70.1% 
6.50-16 1.91% 5.3% 
6.40-15 1.63% 19.7% 
8.20-15 1.47% 73.1% 


New Kool Kooshion 


... display rack is now available with- 
out cost to dealers, as part of a special 
package. For $36.17 the dealer gets 13 
Kool Kooshions with a retail value of 
$55.55, plus the rack. Kool Kooshion 
Manufacturing Co., 1732 N.W. Fifth 
St., Oklahoma City 4, Okla., is now 
owned by the Heckethorn Manufac- 
turing & Supply Co., shock absorber 
manufacturer of Littleton, Colo. 


Year end total 


. . » for 1955 replacement passenger 
tires shipped from factories was 51,- 
189,250, an increase of 6.6% over the 
47,043,543 in 1954. The truck total 
was 9,056,789, up 13.6% from 8,111,- 
034 in 1954. Together with a very high 
original equipment business, last year’s 
was the highest tire volume on record, 
rising 11% above the previous high 
attained in 1950. 
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Two-stop plug 


. . . for repairing tubeless tire punc- 
tures has been developed by the Tyron 
Corp., Goodland, Kans. An arrow- 
point nylon tip prevents the plug from 
working out after it is inserted in the 
puncture. Another stop on the top of 
the plug prevents it from being pushed 
all the way through the hole. 


Dry charge batteries 


. . . have appeared on the Canadian 
scene. British-American Oil Co. offers 
its dealers a new line called the B-A 
Dry Charged Battery, with guarantees 
up to four years, depending upon type. 
Shell of Canada is also promoting a 
dry charge battery line supplied to its 
dealers by Firestone. 


New battery plant 


. .. Will be operating soon for the Nic- 
L-Silver Battery Co., at Sherwood, 
Ore., near Portland. The plant will 
occupy a remodeled building, and is 
expected to turn out 1,000 batteries a 
day, starting some time this spring. 


Two polishes 


. . . Johnson and Simoniz, have been 
added to the Sinclair TBA line. These 
are in addition to Sinclair’s own brand 


of body polish. Sinclair believes the 
addition of the two nationally ad- 
vertised brands will help its dealers 
boost total sales in this profitable field. 





National filter check 


. .. program will be sponsored in April 
again this year, by Purolator Products, 
Inc. Purolator feels that April provides 
a natural tie-in with regular spring 
change-over business. As in the past, 
most of the oil companies handling 
Purolator filters will join in the pro- 
motion. Purolator will back the 
program with a concentration of con- 
sumer advertising. 

As an extra inducement to dealers, 
Purolator offers a “Bonanza” package 
containing 27 of the most popular 
refill cartridges. Packed in with the 
refills is a West Bend Electro-Server, 
an appliance for automatic heating of 
water for soup, coffee, tea or other hot 
drinks. It can be used in the home 
or for a gift or as a contest prize. 


Regulated washing 


. is the aim of a new windshield- 
washing machanism that automatically 
controls the wiper blades, developed by 
Trico Products Corp., Buffalo, N.Y. 
It sells as the CO Co-ordinated 
Washer-Wiper. When the control but- 
ton is pressed, water-solvent mixture 
is sprayed on the windshield and the 
wiper blades go into action. After the 
glass is clean the fluid flow stops, but 
the blades keep going long enough 
to clear the glass. 


New battery plant 


. .. 18 under construction in Louisville, 
Ky., for Globe-Union, Inc. The plant 
is scheduled for completion during 
the summer of 1956, and eventually 
it will absorb Globe-Union’s present 
operations in Cincinnati, Ohio. 


Tubeless repair kit 


. . . that is claimed to work better and 
faster than ordinary hot-patch or vui- 
canizing methods has been developed 
by Gulf Oil Corp., for the exclusive 
use of Gulf dealers. The kit includes 
a gage to show the correct size plug 
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solves valving problems for remote pumping 


New Emergency Valve eliminates hazard, maintains e 
product flow to remaining operative dispensers 


Pe cee 
ser) 





The No. 431 D is a simple mechanical valve installed 
in the supply line at base of dispenser to remove most hazards of ~ 
remote pumping. 

1. Valve closes automatically in case of fire. 

2.If dispenser should be damaged by a car sufficiently to break a 


piping, valve design causes break to occur at outlet; 
valve disc is released, stopping flow of product. 


3. Permits operation of other dispensers while one is inoperative. 





4.Can be manually controlled, if desired. 
5. Can be repaired without removing from line, 


No. 431 D is a spring-loaded, double disc, 
solid brass, wedge-type gate valve. 
Greatest over-all dimension is 3-11/16 


inches. Write for details. (\ 
v1 


jnese Bucke 














No. 851 R Horizontal Check Valve with built-in Mel 
relief. Spring-loaded for slight back 





pressure. 
No. 454 R Angle Check Valve with built-in relief. For full details, write to: 
No. 444 R Swing Check Valve with built-in relief. BUCKEYE IRON & BRASS WORKS, DEPT. N. 


Box 883, Dayton, Ohio 





Em 


Quality Valves and Fittings for the Oil Industry 
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' Whether you need one or 
’ and illustrated precisely 
« ifications or whether 
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* 
Write or Phone 


TECHNICAL WRITING SERVICE 

McGraw-Hill Book Company, Inc. & 
330 West 42nd Street E 
New York 36, New York ir 


Government 


 Contraet i 
i 





Requires 


MANUALS 


eweseenl: 


_ @ OPERATION 

@ SERVICE 

@ OVERHAUL 

@ PARTS CATALOG 
@ TRAINING 





a set of manuals written 
to meet Government spec- 
your products are such 


their proper installation, 
operation, and service 
must be provided 
Technical Writing Service 
can do the job for you... 
efficiently . . 





effectively . 

Telobatebaablare tebe 

Technical knowledge and 
ea tebate m3 S00Meb aM dat) 


keynotes of our service. 


Tel: LOngacre 4-3000 
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needed for the puncture, and a new 
kind of cement that is claimed to cure 
the repair plug to the liner of the tube- 
less tire. 


New Glove Line 


. is a candidate for a merchan- 
dising spot in service stations. The 
line of gloves, put up in cellophane 
containers, is displayed on a com- 
pact wire rack. The Advance Glove 
Manufacturing Co., 998 Lafayette 
Blvd., Detroit 26, Mich., is promoting 
the new idea. Advance offers 19 dif- 
ferent gloves styles. 


Personals... 


Willis J. Oldfield has moved from 
the public relations department of the 
AC Spark Plug Div. of General Motors 
to a post as sales promotion manager. 
He will work under the direction of 
O. F. Frost, general merchandising 
manager, and E. H. Francois, manager 
of replacement sales. For the past 
two years Oldfield has concentrated 
on news coverage of AC sales and 
merchandising activities. 

e 





G. R. Cuthbert- 
son has been pro- 
moted to assistant 
general manager 
of the U. S. Rub- 
ber Co. tire divi- 
sion. He joined 
U. S. as a research 
chemist in 1936, 
and has filled a 
number of devel- 
opment and pro- 
duction posts. He 
was formerly production manager of 
the tire division. 

e 

Sidney J. Ritchie has been placed in 
charge of a newly formed sales district 
for the Ray-O-Vac Co., Madison, Wis. 
His new district covers northeastern 
Ohio, including the city of Cleveland. 

* 





Cuthbertson 


George O. Cote is back as general 
sales manager of Bowes Seal Fast 
Corp., Indianapolis, after a four-year 
absence spent in procurement work 
for the Air Force. Prior to joining 
Bowes, Cote was an automotive whole- 
sale salesman, and later a district sales 
manager for the Anderson Co., in 
Michigan, New York and New Eng- 
land. 

e 

E. H. McClure, Schrader represen- 
tative in Chicago, is now on the con- 
valescent list. He is reported making 
a good recovery from a recent heart 
operation. 
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CHECK THESE BIG 
ADVANTAGES :-- 

@ WALL RACK or FLOOR CABINET 

@ MINIMUM, CONTROLLED INVENTORY 

@ GUARANTEED SALE 

@ CARTRIDGE ARRANGEMENT GUIDE 

@ DIAL-O-MATIC CARTRIDGE SELECTOR 


DIAL-O-MATIC 


This great, new, time-saving Cartridge Selector 
and Interchange Guide, in handy dial form, spot- 
lights the right Cartridge for every car — 
QUICK! FREE to WIX-O-MATIC Dealers 


@ RECOMMENDED CARTRIDGE 
INSTALLATION CHARGE GUIDE 


@ DEALER FRANCHISE CERTIFICATE 
© SERVICE & SELLING AIDS 


WIX-O-MATIC is not a Cartridge 
Assortment—not simply a Display. It 
is a complete Program that sets up a 
money-making Filter Service Center 
for you with all the facilities and 
know-how you need to make BIG 
PROFITS Quick! 


WIX-O-MATIC keeps your stock 
always in order, clean and salable— 
takes the work out of checking stock 
and ordering fill-ins. It puts the right 
Cartridge for every car at your finger- 
tips—makes your service fast and 
Profitable! 


YOU CAN ENJOY ALL THESE ADVANTAGES 
FREE ° ASK FOR THE WHOLE STORY NOW! 


PLUS:: 


@ 
® 





IT? 


OIL FILTERS 
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CARTRIDGES 


WIX CORPORATION e GASTONIA e N. C. 
In Canada: Wix Accessories Corp. Ltd., Toronto 
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“HUGE WAREHOUSE at Port Arthur, Tex., speeds package goods 


to loading docks. ‘Negative’ inventory is special feature ¥ COVERED barge slip adjoins warehouse. Gulf-designed crane 


can deliver up to two tons of products per trip into hold 
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A BAD WATER TRAFFIC JAM was 
causing trouble at Gulf Oil 
Corp.’s 245,000 b/d refinery at Port 
Arthur, Tex. Gulf set out to unsnarl it 
in 1953, and ended up, early this year, 
with a package terminal and ware- 
house that’s among the biggest and 
most up-to-date in the country. 

The enormous _ steel-and-concrete 
structure covers 7.4 acres—a lot of 
space no matter how you look at it. 
Most important, it keeps the barge 
and tanker traffic moving. 

Gulf had to analyze, and solve, 
two basic problems before the traffic 
jam could be unraveled: 

e How to set up a waterfront 
loading scheme that would cut delays 
in ship movements and eliminate the 
danger of tanker-barge collisions. 

e How to create a smooth-working 
warehousing system that would back- 
stop operations at the waterfront. 

Here’s the way Gulf attacked these 
twin problems and whipped them 
both. 


Waterfront Efficiency 


Half the product moving out of 
Port Arthur goes by water—the other 
half splits evenly between motor vans 
and railroads. Under Gulf’s old loading 
scheme, tankers and barges used the 
same dock for liquid and dry cargoes. 
The bigger tankers were sometimes 
delayed until barges could be loaded 
and moved out of the way. There was 
ever-present danger of collision among 
the big tankers and clumsy barges. 
By 1953, congestion of river and 
ocean-going traffic had reached the 
acute stage. 

Gulf studied the problem, got the 
answer late in the year. In November 
the company decided to construct 
separate dry cargo loading facilities 
for barges, rail cars, and motor vans. 
It picked a location with a barge slip, 
on property already owned by Gulf. 








The area was near the old docks, but 
far enough away to solve the traffic 
trouble. 

Construction Kinks—The going, at 
first, was tough. The new location was 
on mushy ground, and 8,000 wooden 
pilings were needed to provide a good 
foundation. Some pilings had to be 
capped with 16 ft of concrete. 

From start to finish, the job took 
under a year. The completed ware- 
house can load four small barges, 35 
box cars, and 10 trailer trucks—all 
simultaneously. Tankers continue to 
load at the old docks, unimpeded by 
smaller vessels. 

Loading preparations are handled 
by electrically-operated lift trucks and 
towing tractors. Small motor scooters 
carry workers from point to point in 
the warehouse. Because the entire 
area, including barge slip and moor- 
ing facilities, is covered over, bad 
weather never interferes. Actual load- 
ing is done by a special, Gulf-designed 
crane. The cranes, designed to ma- 
neuver in very tight quarters, can 
deliver up to two tons of packaged 
cargo on each trip into the hold of a 
barge. It can make deliveries while 
working 15 ft below deck level of a 
barge. 


Streamlined Warehousing 


Behind the waterfront activity is 
a smooth-running, safety-conscious 
warehouse. 

Even Loads—Under the old system, 
employes often had erratic work 
schedules. There were problems in 
storing slow-moving items; space was 
so tight that only fast-moving products 
could be stored. Now there is room 
to store over 800 different products, 
fast and slow-moving. Employes work 
a steadier pace, don’t have to speed 
up or put in overtime as they did 
when products weren’t available at 
peak loading times. One more hurry-up 
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SEPARATE barge area cuts danger of collision with tanker 


April, 1956 + NATIONAL PETROLEUM NEWS 





technique: a battery-charging station, 
equipped to charge 16 batteries at a 
time for the plant’s electrically driven 
fork-lift trucks, towing tractors, floor 
sweeper and scooters. 

The warehouse is a complete pack- 
age plant, handling every product 
Gulf markets, including TBA. Roughly 
70% of the 240,000 sq ft of under- 
cover space is storage. The rest is for 
loading and aisles. 

Inventory Speeder — Products are 
stored on pallets, and plastic tape, laid 
along the floor, indicates by color how 
high pallets should be stacked in any 
particular section. To take inventory, 
Gulf uses what it calls the “negative” 
method. The inventory taker has a 
master floor plan, and moves along the 
aisles. The sections are coded alpha- 
betically, aisles and spots numerically, 
the notation A74 on the inventory 
taker’s chart would mean section A, 
aisle 7, spot 4. The plastic tape tells 
the checker how high the pallets 
should be stacked. He takes inventory 
by noting how many are gone, not 
how many are left. 

There is considerable rotation of 
supplies, aimed at getting slow-moving 
items toward the back, fast-moving 
ones up front. 

Safety Area—Gulf went all out to 
provide a segregated area, for storing 
low-flash petroleum products, that 
would be as fireproof as possible. The 
area has specially electrically con- 
trolled doors, reinforced by heavy 
fire doors, to insure that flames from 
a possible fire will not spread to other 
areas. Through ventilators on the roof, 
air in the segregated area is constantly 
changed to keep any escaping fumes 
from building up. Thermostats are 
situated at high and low levels through- 
out the segregated area. If the tem- 
perature passes a certain mark at 
any spot in the room, these thermostats 
set off a “chain reaction.” 

Everything happens almost simul- 
taneously. An alarm system is set off, 
then the sprinkler system goes into 
operation at the rate of 4,000 gpm. 
The huge fire doors close, and all 
ventilation is stopped. 

Who Did It—Gulf hasn’t said what 
the new building cost. The Noble Co. 
of Oakland, Calif., designed and built 
the two special fork-lift cranes the 
company needed, in collaboration with 
Gulf personnel. Sfone and Pitts of 
Beaumont designed the building. H. K!: 
Ferguson Co. was the general con- 
tractor. @ 
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GORMAN-RUPP 
“O”" SERIES VERTICAL PUMP 
Two-inch Models 02-V3/4 and 02A-V1 


DON’T BREAK THE PIPING! 


Cartridge Design Permits Rapid Field Service Without ing the piping. And it’s another in the famous 
Disconnecting Pipe and Excess Spillage. Gorman-Rupp ‘“O” series centrifugal pumps that 
Versatile is the word for this Gorman-Rupp mode!! prime. That means high efficiency, dependable oper- 
Its vertical design asks only a single sq. ft. floor ation and exclusive safety features. No check valve. 
area. Its cartridge construction allows pump and Straight-through piping. This pump is covered by 
motor to be removed and exchanged without break- the Gorman-Rupp plain-language guarantee. 


The Gorman-Rupp Company 


305 BOWMAN STREET . MANSFIELD, OHIO 


BOTH PUMPS pull blending oil from delivery transport to 100 G. P. M. are delivered by these pumps through 2” meters, 
storage tank. By changing valves, they then transfer it to loading truck tanks, pumping from transports and filling 
weighing tank. bulk storage tanks. 
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PUBLIC TERMINALS are spotted throughout the U.S. This is General American Transportation Corp.'s 1.6 million-bbl. Chicago plant 
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pee A TERMINAL is a big-ticket 
Operation. It ties up a lot of 
capital. But how else can an oil com- 
pany get sizable storage in an expand- 
ing market? 

This was the dilemma that one 
company—Triangle Refineries, Inc., of 
Houston—faced in Chicago. Sales had 
grown, over the years, to a point 
where Triangle needed its own term- 
inal. Yet the market was not so large 
that company management could 
justify the capital expenditure of 
terminal-building. 

Triangle found its way out of the 
problem. It joined about 20 other 
companies that lease space at the 
Bedford Park, Ill., terminal of Gen- 
eral American Transportation Corp. 
(GATX). 

Public terminaling operations of 
this type are growing steadily bigger. 
And they are providing an answer for 
oil companies that distribute fairly 
extensively in a given area, but find 
it inadvisable to erect a company- 
owned terminal there. 

Over a dozen big public terminalers 


are operating in the U. S. today, with 
facilities spread among the country’s 
key marketing areas. Although ca- 
pacities differ with each company 
(GATX claims to do more business 
than all its competitors combined), 
they are run on similar lines. For ex- 
ample, here’s what an oil company 
like Triangle gets when it goes into 
GATX: 

e Petroleum throughput at a rate 
of about .333¢ per gal., based on at 
least four turnovers a year in storage 
facilities. The rate decreases as the 
number of throughputs rises. 

e A saving in federal tax money. 
The lessee can deduct the whole cost 
of leasing as an operating expense, 
instead of making a big capital in- 
vestment. 

e Flexibility of storage space. A 
company leases only as much space 
as it plans to use each year. Manage- 
ment can determine closely the maxi- 
mum marginal costs for storage 
services, which provides a sound basis 
for estimating over-all marketing costs. 

e Individual tankage; exclusive 
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Cure for Terminal Troubles? 


loading and unloading facilities for 
barges, tank cars, and trucks; bills of 
lading, and periodic inventory checks. 

@ Quick cancellation. Customers 
who find it uneconomical to continue 
distribution in a market can pull out 
simply by canceling the lease to stor- 
age facilities. There is no need to 
dispose of a high-investment property. 


What Are the Facilities? 


Most public terminals are impres- 
sively large. Because virtually all are 
located at main-stream transportation 
points, they have to be. 

GATX’s Bedford Park installation, 
where Triangle leases storage, is close 
to Chicago. It stands southwest of the 
city, has river and pipeline access. 
It opened in 1952 with storage ca- 
pacity of 250,000 bbl.; since then it 
has grown more than six-fold. Capac- 
ity now tops 1.6 million bbl. 

About 90% of Bedford Park prod- 
uct arrives from the Gulf by river. 
Barges make the last leg of the trip 
to the terminal through the Chicago 
Sanitary and Ship Canal. Two pipe 
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HB bulk plants and terminals 


lines—Standard of Indiana’s and the 
new Badger system—connect with 
Bedford Park. A third, Shell’s from 
Wood River, Ill., comes into the Shell 
terminal at Argo (NPN, Aug. ’55, p 
101). This terminal adjoins GATX’s, 
and the Shell line may someday tie 
into Bedford Park. 

Available storage space is frequently 
tight at public terminals. GATX has 
been known to get around this by the 
simple expedient of adding more. That 
happened in the case of Triangle Re- 





fineries—the company leased tempo- 
rary facilities in Lemont, Ill, until 
GATX completed a new 150,000-bbl. 
storage unit built expressly for Tri- 
angle’s use. Since then, Bedford Park 
has also added tankage for Eastern 
States Chemical Co., and is presently 
constructing a 25,000-bbl. tank for 
George C. Peterson Co., an independ- 
ent oil marketer in Chicago. 
GATX’s emphasis on flexibility ex- 
tends to property improvements, too. 
Several tanks at Bedford Park have 
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MODERN VIKING TWIN 






Figure 4161 
All Weather Twin 
with Roto-Ring 

Mechanical Seals 


U.. Viking mechanical seal, 
leak resistant pumps that require 
no lubrication. 


1. You save on maintenance. 


2. You have highly efficient, 
positive suction, fast self- 
priming pumps. 






Cedar Falls, lowa, U.S.A. 
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Send today for catalo, section Gr showing the complete line of Viking Twins, 
Multiples, and Truck Mounting Pumps, as well as Simplex Tank Gauges. 


VIKING PUMP COMPANY 


In Canada, it’s "“ROTO-KING” pumps 
THE ORIGINAL “'GEAR-WITHIN-A-GEAR'* ROTARY PUMP 


NEW MECHANICAL SEAL 


BULK PLANT | 


3. You hold down power cost. 
You use only one motor for 
two or more pumps. 


4. You can mount the unit right 
outside without need of pump 
house. 











been modified for installation of the 
newly announced Wiggins Safety- 
Seal, designed to seal floating roofs 
to prevent fires. The device will be 
installed on more tanks in the future. 


Who Uses Them? 


Facilities at public terminals are 
by no means limited to oil products. 
GATX terminals, for instance, offer 
storage services for “any bulk liquids 
that can flow through a pipe line.” 
Besides gasoline and burning oils, 
GATX handles petrochemicals, chem- 
icals, and molasses. It’s the same 
story on the West Coast, where Time 
Oil Co., leases storage for vegetable 
oil, alcohol, and chemicals, as well as 
petroleum. California transport men, 
in fact, say Time is looking harder 
for chemical business than for oil. 

At GATX’s Bedford Park terminal, 
however, petroleum is still the princi- 
pal product. It occupies 65%-70% 
of storage, including solvents and 
naphthas. But GATX looks ahead to 
expanding storage for petrochemicals, 
which it considers the fastest-growing 
phase of the oil industry today. 

GATX estimates that it serves 30- 
35 oil companies nationally. Nine of 
these are at Bedford Park. Most of 
the Bedford Park companies are in- 
dependents, like Triangle Refineries, 
that prefer to lease, rather than build, 
their terminals. A few major com- 
panies also use Bedford Park, primarily 
for auxiliary storage and for storing 
specialty products—like solvents—that 
they prefer not to handle in their 
own plants. 


Where They Are 


The public terminal belt extends 
over the U.S. seaboard from New 
York to Seattle. Chicago is the princi- 
pal inland city with terminal-lease 
facilities. Here’s a quick rundown of 
public terminal locations and some 
of the bigger companies that operate 
there: 

New York Area—Hess Terminal 
Co.; GATX at Carteret, N. J. Part 
of the 6-million-odd bbl. of storage 
recently acquired by Bayonne In- 
dustries, Inc., is expected to be open 
for lease. 

New Orleans—Cities Service Oil 
Co.; American Liberty Terminals; 
Douglas Public Service Terminais; 
GATX at Good Hope, La. 

Houston Area—Hess Terminal Co.; 
GATX at Galena Park; GATX at 
Pasadena. 

Corpus Christi, Tex.—GATX. 

West Coast—Time Oil, with its 
affiliates, Westoil and Bell Oil, domi- 
nates this area, with seven terminal 
locations from Seattle to Los Angeles. 
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| e 
Pacific Oil Terminals of northern g d 


California, Oil Terminals Co., Cres- 
cent City, Calif., Dorward Co., San PUM Pp as, LAN D LIGHTING 
Francisco, and Parr Terminals, San 
Francisco, are also in the leasing busi- 
ness. 

Chicago — Lake-River Terminals, 
Inc.; Marine Oil Terminal Co.; Tri- 
Central Marine Terminal, Inc.; GATX 








at Bedford Park. | Revere offers the most complete and diversified line of 
Existence of leasable storage space | Poles, Brackets, Luminaires, Floodlights and Cluster 
does not necessarily mean availability | Lites for erst Fluorescent or Incandescent Lighting. 








at any given time. Conditions vary 
with each area. 

In Chicago, for example, the situa- 
tion changes rapidly. Bedford Park, 
on occasions, has expanded to provide 
more space. And the area’s second- 
largest public terminal, Lake-River, 
is now enlarging its pipe lines and 
installing larger pumping equipment. ™ ee ee eee 
The terminal now has a capacity of 7 Liddemebertene 6" 
1,014,000 bbl., and serves 30 cus- | Ss 
tomers (10 are oil companies). But the | 
two other Chicago-area terminals are ’ , : 
smaller operators; both are in the oil a — os 4 For Mercury Lighting use Revere Round 
business, and sometimes take most of o geet ee eee 
their capacity for their own products. 

Both lease mainly to oil companies. 
Marine leases to four to six outsiders, 
when it has the space; Tri-Central 
serves anywhere from one to four | 
outsiders, reserving most of its storage | 
for itself. 

At cities with fewer public termi- | 

nals, things are even tighter. In Hous- | 
| 
| 
| 
| 
| 


| Y 

















ton, where facilities are divided be- 
tween two GATX terminals (2.5 mil- 
lion bbl. and 1.4 million bbl.) and 
the Hess terminal (estimated at 2.5 
million bbl.), most space stays tied 
up on contract. A Hess spokesman 
adds, however, that his terminal has_ | 
vacancies from time to time—that | 
space is tight now but might not be | 
in a month. A GATX man says he 
hasn’t had vacancies for two years. 
Conditions in the West are con- 
fusing. One transportation man in the 
area says there’s no such thing as a | 
company leasing terminal space. He | 
claims to have scoured the waterfront | 
many times for space, and has always 
wound up dealing with private opera- 


Fluorescent Pyton-Lites with No. 3018 
Area Lighters and Cluster Lights of 
any combinatmon make an installation 
that attracts attention. 





weaed Poles equipped with Brackets 
for mounting Horizontal sage 
Cluster Lights or Floods can be used 
on top of Poles or Luminawes, 











tors who happened to have temporary d Mercury Area Lighters No. 3048 used q No. 3069 Mercury Luminaires with 
} % on No. 304-12 Poles designed for har- 4 transformer provisions on Tapered 
stor age. atdous locations for housing trans- 5 Octagonal Poles with 4 or 6 ft. arms. 





Be: formers and expiosion-proof fittings. 


But E. D. Miller, president of Time | a 
Oil Co., says Time and its affiliates Whether you are planning a new, elaborate station or converting your old, 
are very much in the business. Total | you'll find exactly what you need in the Revere Line to give you the finest 
capacity of all terminals in Time’s and most modern illumination possible. 
chain is about 3 million bbl. Accord- Above are a few of the improvements you may have for modernizing your 
ing to Miller, leases run from a week | station with specially engineered Revere Units. Make Revere your guide to 


new beauty, new efficiency, greater economy and simplified installation. 


to a year and all deals are negotiated, 
Let us show you the way to modernize. 


no rates quoted. 
That’s the general outlook today. REVERE ELECTRIC MFG. CO. © 6009-17 BROADWAY © CHICAGO 40, ILL. 
Tanks-for-lease aren’t always easy to | Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto. Ontario 
find—but when they’re available, they 
can often be of real help to oil mar- | 
keters. a 
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News of this revolutionary advance in spark plug design is 
rapidly sweeping across the nation. Millions of car owners 
from coast to coast are being told the story of this all-new 
Auto-Lite Resistor Spark Plug with Power Tip that really 
‘fires up’’ overhead-valve V-8 engines for top performance 


Why the Power Tip? 


65% of all cars built in the last five-years have overhead- 
valve engines. No advancement in spark plug design was 
made to match this improvement until Auto-Lite devel- 
oped the new Power Tip which is completely ‘“‘ignition- 
engineered” to improve performance in these higher horse- 
power, higher compression engines. 


What does it do? 


The projecting ceramic tip... the Power Tip... extends 
the spark gap inward toward the center of the combustion 
chamber. Thus, ignition occurs closer to the heart of the 
fuel mixture, resulting in positive ignition at all speeds 
and more even and complete burning of the fuel. 





OFFICIAL nation-wide announcement of this revolution- 
ary new Auto-Lite Resistor Spark Plug with Power Tip 
was made to editors of leading automotive trade publica- 
tions. They donned white coats to view tests which proved 
the superiority of Power Tip. Above picture taken in the 
Auto-Lite engineering laboratories in Toledo, Ohio, 





) “fires up 





Why the 


7 


and economy at all speeds. You’ll find the information on 
these two pages well worth a thorough reading right now. 
For here are the answers to questions your customers will 
ask when they drive in for advice and service. Be prepared to 
give them these answers quickly and convincingly. 


What are the results ? 


Frequent testing has proved that in many cases the fuel 
mixture can be made leaner. Obviously, the result is better 
economy with no sacrifice in power or performance. 


How does it improve engine performance ? 


The limitations of heat range in various types of spark 
plugs formerly posed a constant problem for the service 
men. ‘‘Hot” plugs were recommended for city driving but 
frequently caused pre-ignition at higher highway speeds. 
“Cold” plugs filled the bill for fast highway speeds but 
often fouled at slower city speeds. Power Tip functions 
efficiently at all engine speeds, 












COMPARE ttese two center electrode alloys and you 
have positive proof that the Power Tip alloy has what it takes. 
The Power Tip alloy and a sample alloy used in a conven- 
tional spark plug were subjected to four hours’ exposureina 
1650°F. lead bromide atmosphere. Note that the conven- 
tional electrode (top) is badly pitted and lost 33.05% of its 
Original weight, while the Power Tip electrode is practically 
unmarked. It lost only 6.45% of its original weight. 














AUTO-LITE POWER TIP 


engines at 


What about customers ? 


Its efficiency at all driving speeds does much to overcome 
customer complaints. By getting hot faster at low speeds, 
Power Tip resists fouling because better combustion burns 
deposits away clean. And, at highway speeds, Power Tip 
checks destructive pre-ignition because the tip gets full 
benefit of cooling intake gases. 


Is it tried and tested ? 


Auto-Lite has conducted transcontinental tests with some 
Power Tip equipped cars travelling as many as 28,000 
miles. Others were subjected to 24-hours-a-day driving, 7 
days a week over open highways and under stop-and-go 
city driving conditions. 


Power Tip opens a vast new market to boost your profits in 5 ways! 
1. Power Tip is the first and only spark plug that works at peak efficiency 


all speeds! 


Who did the testing ? 


An important independent research laboratory installed 
Auto-Lite Resistor Spark Plugs with Power Tip in their 
test cars operating in a Southwestern state, and the results 
again verified all other road tests conducted by Auto-Lite. 
This firm also conducted exhaustive tests in cars driven 
under traffic jam conditions to record superior engine per- 
formance under these severe conditions. 


Is it available now for all cars? 


Power Tip fits all these cars with overhead-valve V-8 
engines using 14 mm. spark plugs: Buick, Cadillac, Chev- 
rolet, Chrysler, DeSoto, Dodge, Plymouth, Ford, Hudson, 
Imperial, Lincoln, Mercury, Nash, Oldsmobile, Packard, 
Pontiac, Studebaker. 














at all speeds in all overhead-valve V-8 engines using 14 mm. spark 
plugs. Owners of these cars are immediate prospects. 

Power Tip is specified as original equipment on many leading makes 
of our finest cars—enables you to take advantage of this huge 
ready-made market. 

Power Tip eliminates guesswork, reduces profit-robbing ‘come backs.” 


Power Tip increases customer satisfaction, hence increases your sale 
of other products and services. 

Power Tip eliminates the necessity for carrying special hot and cold 
plugs for overhead-valve V-8 engines, gives you faster turnover 
and more profit. 


Call your jobber for a supply of Auto-Lite Resistor Spark Plugs with Power Tip. You'll find it 


good business to have them on hand and recommend them to your customers. Do this today! 


AUTO-LITE 





RESISTOR SPARK PLUG WITH 


POWER TID 


THE ELECTRIC AUTO-LITE COMPANY—TOLEDO 1, OHIO 
















It’s the POWER TIP 
that makes 
the difference! 


. —_— 


Ordinary Plug Tip 





New Power Tip 
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Six Lube Problems That Stand Out 


1 REAR AXLE LUBRICANTS: Increased loads 
call for upgrading. Improved additives 
may offer a solution. 


2 BRAKE FLUID: Greater braking demands 
emphasize a need for improving these 
fluids. A substantial percentage are 
deemed inadequate. 


3 OTHER AUTOMOTIVE LUBRICANTS: Stiff- 
er demands are posed by new car designs, 
more powerful engines, and growing traf- 


4 LUBRICANT RATING SYSTEM: Oilmen 
advocate that car-makers consider estab- 
lishing a method for specifying top per- 
formance level of their cars. 


5 INFORMATION EXCHANGE: The oil in- 


dustry wants advance data so new lubri- 
cants will be ready for new models. 


6 STATION POTENTIAL: Oilmen seek lib- 
eralized lube service recommendations so 
stations can retain market for new 





fic density. 


THESE PROBLEMS were brought 
into focus at this year’s meeting of the 
API lubrication committee with auto- 
motive representatives in Detroit. 


Axle Lubricants 


Many car-manufacturers are dissat- 
isfied with today’s multi-purpose lubri- 
cants, either for initial factory fill or 
for replacement in the field. This point 
was raised by C. R. Noll, coordinator 
of product application for Gulf Oil 
Corp., who said that seven manufac- 
turers who produced 70% of last 
year’s cars recommend that the rear 
axle lubricant not be changed or, if re- 
placed, be the same as the factory fill. 

“This position,” Noll pointed out, 
“rejects the use of approximately 17- 
million pints of rear axle lubricant for 
one year’s models alone, compared 
with what might be used if the. . 
recommendations specified a change 
of gear lubricant of only once a year.” 

In principle, Noll said, these car- 
makers agree that a periodic change in 
rear axle lubricants might be desirable 
because of: 

e Oxidation of the lubricant in serv- 
ice—a condition that will get worse as 
lubricant operating temperatures reach 
the 300F mark in future cars; 

e Moisture in gear cases that may 
accelerate rusting and corroding of 
parts; 

e Presence of dirt, road abrasives, 
and metal particles from wear and 
normal use; 

e Depletion of the load-carrying 
ability of the lubricant in continuous 
service. 

The manufacturers recognize, too, 
as Noll pointed out, that a $1 a year 
lubricant change may save a car owner 


products. 


from $75 to $200 in axle repair or re- 
placement costs. 

But plainly the manufacturers lack 
confidence in the lubricants now avail- 
able in the field. Noll warned that the 
government, too, is getting dissatisfied 
and is considering a change in the 
MIL-2105 specification to require 
higher performance levels. 

The trend to lower and more power- 
ful cars with lower gear axle ratios 
will increase the loads on rear axle 
gears and lubricants, said Noll. 

“It is obvious,” he observed, “that 
prompt improvements will have to be 
made in lubricants to take care of the 
requirements of present models, as 
well as those we will be called upon to 
lubricate in the near future.” 

Most lubricants used for factory-fill 
by passenger car manufacturers are of 
the lead soap, active sulfur type, but 
Noll said these aren’t practical for the 
oil industry to adopt in the field. For 
one thing, this type isn’t suitable for 
general truck use; for another, stations 
would have an inventory problem and 
a chance of using the wrong lubricant. 

“We apparently must look for the 
solution in the direction of improved 
additives,” Noll said. Some promising 
additives are being tested now by the 
oil industry and the car-makers. 

The ideal lubricant must be satis- 
factory to all concerned, for both pres- 
ent and future rear axle use, yet must 
not be too costly for general adoption 
by the oil industry. 


Brake Fluid 


Charles M. Heinen, assistant man- 
aging engineer of the Chrysler Corp. 
chemical engineering laboratory, urged 
immediate attention to brake fluid 
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boiling points. Last year, a survey of 
60 fluids marketed in Detroit showed 
that 29 were below the minimum SAE 
boiling-point requirements for moder- 
ate duty, 9 were suitable for moderate 
duty, and 22 met the requirements for 
heavy duty. 

“Brake fluid temperatures, and con- 
sequent boiling-point requirements, 
are not apt to decrease,” Heinen told 
the oil men. “Greater flexibility from 
higher-output engines, less cooling as 
a result of the low silhouette, and the 
use of smaller wheels made possible by 
more good roads will all tend to in- 
crease the temperature requirement. 

“The problem of substandard brake 
fluids may move rapidly from the po- 
sition of a serious one to that of a 
critical one. At present, seven states 
have recognized it and have included 
legislation banning the use of any- 
thing but a heavy-duty brake fluid for 
sale in their states.” 


Other Lubricants 


The “low look” in cars, more power- 
ful engines; the vogue for power as- 
sists, increasing traffic density, and the 
growth of car population in the “ice- 
box” states were cited by Heinen as 
factors in stiffening the demand on 
performance of other automotive lu- 
bricants. 

“If the public desires more power 
assists,” he said, “a reserve for this 
purpose must be built into the engine. 
The amount of this reserve is dictated 
in part by the lubricants in the assists. 

“If the public styling tastes demand 
lower and roomier cars, the engine 
and all functional parts must be made 
smaller, and heat dissipation problems 

(Continued on p. 154) 
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then affect all lubricants. 

“If traffic density increases, greater 
flexibility must be built into the engine 
for quick changes of speed. This means 
greater shock loads for all lubricants. 
Better roads mean greater power for 
passing and, in turn, greater braking 
demands. 

“Increased cold-weather usage 
means that all lubricant resistance— 
whether in the engine or in other parts 
that are turned over during starting— 
must be accounted for in engine de- 
sign. If the public wishes to operate 
in hot weather, all lubricants that carry 
the output of the engine must be ade- 
quate to handle it under these condi- 
tions.” 

Heinen spoke of four general areas 
in which lubricants are continually 
being asked to perform more favor- 
ably: (1) greater fluidity at lower tem- 
peratures, (2) greater resistance to 
heat, (3) greater load-carrying ability, 
(4) compatability with more and more 
materials. 

To illustrate the load of power steer- 
ing and automatic transmissions on 
starting a car at 20 below zero, Heinen 
cited these requirements for extra 
power: 


V-8, power steering 7.3%- 7.4% 
V-8, automatic 


transmission 13.6%-15.9% 
V-8 with both 21.0% -23.0% 
6 cyl., power steering 7.8%- 8.0% 


6 cyl., automatic 
transmission 
6 cyl. with both 


14.8%-17.2% 
22.8%-25.0% 


“Since power assists are becoming 
more popular,” he said, “it can be 
concluded that the proportion of the 
available starting horsepower that 
must go into turning over hydraulic 
mechanisms will increase rather than 
decrease. The cold-temperature drag 
of Type ‘A’ fluid must be reduced to 
an absolute minimum.” 

At the same time, he pointed out, 
Type “A” fluid is. being subjected to 
ever higher maximum temperatures in 
the transmission, at times reaching 
350 F. Similar temperatures, perhaps 
even higher ones, can be expected 
from power steering operation. Many 
fluids fail to meet these standards, in- 
dicating a need to raise their volatility 
point. And the decrease in size of 
torque converters, to lower the car an 
inch or two, will create a need for 
hydraulic fluids with substantially 
higher specific gravity. 

In sum, Heinen said, “The future 
requirements of hydraulic fluids for 
use in the transmission, power steer- 
ing, and other power assists seem to 
be: lower resistance at low tempera- 
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tures, lower volatility at higher tem- 
peratures, considerably higher density, 
equal or better compatability with 
rubber and metals at higher tempera- 
tures.” 


Rating System 


In connection with the problem of 
axle gear lubricants, Noll of Gulf com- 
mented on an oil industry proposal 
now being considered in Detroit. This 
would call for each car manufacturer 
to specify the performance level re- 
quired of lubricants for his design. 
This would help to define requirements 
much as the octane method defines 
antiknock quality in gasoline. Com- 
binations of lubricants, one of rela- 
tively high and the other of low load- 
carrying ability, could be blended to 
achieve the performance that suited 
the most uses. 

Noll said the oil industry doesn’t 
want to get into anything comparable 
to the octane race in connection with 
gear lubricants. Therefore, only one 
maximum performance level should be 
designed into the lubricant. Otherwise, 
oil companies might have to carry a 
series of lubricants to meet different 
performance requirements. Noll urged 
that the performance level be set high 
enough by the auto industry to take 
care of passenger-car needs for at 
least five years. 

If an improved performance level 
can be found that will satisfy every- 
one, Noll said, the oil industry would 
probably improve its lubricants, even 
at extra cost. 

In return, he said, the oil industry 
could reasonably expect the car-mak- 
ers to rescind their present recom- 
mendation of no change in rear axle 
lubricants, so that service stations 
could supply the new and improved 
product to cars in the field. 


Trading Information 


If the improved motor oils needed 
by new cars are to be ready when the 


cars reach the market, auto companies 
must cooperate with oil researchers, 
said M. L. Hamilton, assistant director 
of the Sinclair Research Laboratories. 

Without this cooperation, he said, 
new engines are developed in secret 
and are in the hands of the public 
before the lubricant supplier has had 
a chance to see if his product is ade- 
quate for that design. This means that 
an unsatisfactory engine-oil combina- 
tion is already in public use before 
the oil researcher can start a long and 
expensive study to remedy the fault. 
And by the time he has found the solu- 
tion, several newer engine designs may 
have appeared with fresh problems. 

One way to overcome this lag, said 
Hamilton, is to make test development 
and evaluation equipment available to 
the oil researcher before the new en- 
gine reaches the public. 

“It will require some cooperative 
effort,” Hamilton agreed. “The auto- 
motive engineer will have to relate the 
lubrication requirements of his new 
designs to test techniques or proce- 
dures on the test engine, and the oil 
companies will have to use those 
techniques or procedures to evaluate 
their oils.” 


Potential Business 


Noll of Gulf asked a provocative 
question from the oil man’s viewpoint: 
How much money can oil companies 
go on spending to improve their prod- 
ucts when auto companies continually 
eliminate or reduce the opportunity to 
apply those products at the service 
station level? 

As Noll put it, the oil industry is 
probably willing to improve lubricants 
to meet the higher performance de- 
mands made by the auto-builders, even 
if they cost more to manufacture. But 
in return, he said, the oil industry 
should expect the auto-makers to lib- 
eralize their lubrication recommenda- 
tions so service stations will have a 
market for these improved products. ™ 


Service Stations Do Bulk of Motor Oil, Lube Jobs 


SERVICE STATIONS change the oil 
and do lubrication jobs for the ma- 
jority of the nation’s car owners, ac- 
cording to a recent American Petro- 
leum Institute survey: 

Most cars go to service stations for 
oil changes, but new car owners and 
those in higher income brackets tend 
to have these services performed by 
car dealers—especially in the East, 
where dealers make a quarter of all oil 
changes. The do-it-yourselfer is found 
most often in the West. The 1,000- 
mile interval is most popular (40% of 


all cars), followed by 2,000 miles 
(18%) and 1,500 miles (12%). 

The pattern for lube jobs is like that 
for oil changes, so far as car age, 
owner income and intervals between 
jobs are concerned. But only half the 
do-it-yourself oil changes also do their 
own lubrication. While 85% of all 
cars are taken to the same place for 
both jobs, less than 50% of owners 
order both jobs at a time. 

Most popular oils are those in the 
36¢ to 45¢ price range, with less ex- 
pensive oils for older cars. 
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STAYS ~ 


ON THE JOB FOR 
FLEET OWNERS 


INLUCITE 21 .- . - unexcelled multi- 


purpose lithium-base grease 


won't wash out 


Think of the savings in down time, in 
inventory, in man hours when you use 
the one superior grease that outlasts 
every specialized grease it replaces! 


That’s what you get with INLUCITE 21, 
a single unexcelled grease that “stays put” 
in the presence of moisture and at tem- 
peratures that range from below-zero cold 
to above-boiling heat. 





won't melt out 










































A trial will convince you. Write for details. 


INTERNATIONAL LUBRICANT CORP. 
NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants © AVIATION © INDUSTRIAL * AUTOMOTIVE » MARINE 


With Research Comes Quality, With Quality Comes Leadership 
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WHAT IS 


Oil Marketing? 











Moving oil to market, from the refinery product 
terminal to the customer, takes a lot of men, 
money and imagination. Today’s oil marketing 
machine is comprised of 1,200 terminals with 
529,200,000 barrels of storage capacity, 30,000 
bulk plants with 90,000,000 barrels of storage, 
27,155 miles of product pipe lines, 152,000 tank 
cars, 162,000 trucks, 188,000 primary service sta- 
tions and over 200,000 secondary gasoline outlets. 

Present ample availability of crude, refining 
capacity and transportation facilities add up to a 
supply situation that puts a tremendous respon- 
sibility on the marketing division of the industry. 
The oil industry will spend well over $500,000,000 
on capital expenditures for marketing facilities 
this year. Competition at the marketing level 


ational sew: 
etroleum 


CIRCULATION 


PUBLISHED MONTHLY « 





330 WEST 42ND STREET, NEW YORK 36, N.Y. ° 


ESTABLISHED 1909 ¢ NPN 
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is keener than ever before. 
Of the 1,830,000 people employed in the oil 
industry, 1,100,000 of them are in marketing. 


Their activities are coordinated by the marketing 
management group in the major oil companies 
and by 15,000 wholesalers and independent 
jobbers. These men buy most of the equipment, 
direct the building, maintenance and operation 
of all facilities, and select the brands of non- 
petroleum products sold in service stations. 
Only National Petroleum News covers all the 
important buying phases of oil marketing edi- 
torially. Let us help you in planning your sales 
strategy to oil marketing and let National Petro- 
leum News carry your advertising message to 


support and increase those sales. 


THE McGRAW-HILL MAGAZINE OF OIL MARKETING 





STORAGE 


TRANSPORTATION 
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MERCHANOISING 


LONGACRE 44-3000 


FACTBOOK PUBLISHED AS A 13TH ISSUE IN MAY 
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This key can open the door 
to greater LP-Gas sales:-- 


Here are three good reasons why it will pay you to buy Gulftane LP-Gas: 


High quality—Gulftane is produced in 

plants of the latest design under accurately 
controlled conditions to specifications that 
meet the highest standards adopted by the 
LP-gas industry. It is free of moisture, gum, 
tar, dust, dirt, and sulphur. Or, to put it an- 
other way, Gulftane is the same high quality as 
Super-Refined No-Nox Gasoline and the other 
well-known products that carry the familiar 
Orange Disc trade mark. 


Dependable supply — many natural gaso- 
line plants and refineries, plus adequate 
storage, assure reliable, continuous supply. 


Prompt delivery service—modern Gulftane 
producing plants strategically located 
throughout Gulf’s wide-spread marketing terri- 
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GULF OIL CORPORATION 
GULF REFINING COMPANY 
1822 Gulf Building, Pittsburgh 30, Pa. 


tory, along with a fleet of new tank cars, assure 
prompt, efficient delivery service. 


Also ready to serve you is Gulf’s experienced 
engineering and marketing personnel. Get all 
the facts concerning Gulftane service—contact 
your local Gulf District Office or your nearest 
Gulf Division Sales Office (see addresses below). 


1515 Locust Street 
Philadelphia 2, Pa. 


131 Ponce De Leon Avenue 
Atlanta, Ga. 


31 St. James Avenue 
Boston 17, Mass. 


National Bank Building 
Toledo 1, Ohio 


Gulf Building 
Houston 2, Texas 


P. O. Box 1679 
Denver 1, Colo. 


127 Elk Place (Zone Office) 


Rae SS TR Sime 230 No. Michigan Ave. 


Chicago 1, Ill. 
(Zone Office) 


17 Battery Place 
New York 4, N. Y. 
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Schrader Blowgun #7184C 
Multi-use accessory 


Schrader 3650 Type Chuck Gauge 
Complete air service anywhere 


Posi 


Schrader Dual Foot Chucks 
Move truck business—fast 


Extra airlines mean extra profits 





Schrader #8052 
Quick-Acting Couplers 






The airlines that serve your customers can serve you in 
many other profitable ways. Schrader equipment is designed 
to “plug in” at will, in seconds. Quick, handy tools like those 
shown here can speed and simplify many jobs and services. 
And it costs little to make air available everywhere you need 
it with versatile extra airlines. The convenience you get pays 
off in extra profits, because it saves you steps. And customers 
come back when they know you're equipped to give more 
prompt, efficient and safer service. 

Ask your Schrader supplier for the fittings to set up your 
extra airlines, and for latest tube or tubeless products and 
Schrader Gauges, Caps, Cores, Filters—everything you need 
to service tires with air—accurately, safely—and at a profit. 





Adapters 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Avenue, BROOKLYN 38, N. Y. 





FIRST NAME IN TIRE VALVES 








Pe eee FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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E HAVE A HOUSE to put in order... and it’s the 
house where America lives. 


Of our country’s many million homes, more than | out 
of every 10 are out-and-out slums. Nearly one-half of 
all American dwellings are in poor to “fair” condition, 
and urgently need basic repairs. 


Something must be done—both to correct the slums 
of today and prevent the slums of tomorrow. 


How do slums start? Usually just one house starts to 
slide downhill and soon a whole block changes. Pride is 
lost. Other houses are neglected, decay spreads. 


So the 20 million homes in need of basic repair and 
improvements deserve equal attention. The time to stop 
the spreading blight of slums is before it starts. 


What’s your stake in stopping slums? 


If you think your town is different, just look around you 
... If you think slums only affect persons who live in 
them, think again. 


Slums raise taxes and lower property values of the 
whole town. They raise rates of crime, delinquency and 
disease. Everyone has a real stake in stopping slums. 
And that includes you as a businessman. 


Your firm is certainly dependent on the welfare of the 
community where you do business. But it’s more than 
good business—it’s good citizenship to take part in efforts 
aimed at civic improvements. It’s the responsibility of 
every business. 
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We have a house to put in order... 


What can your firm do? The answer to America’s hous- 
ing problems starts with individuals. But to roll back 
slums is such a big job it’s going to take more than indi- 
vidual effort. It will need the cooperation of your busi- 
ness and many others. 


Some slums should be torn down and a fresh start 
made. Others can be remodeled and made to conform 
to better living standards. So it is up to you to support 
every sound program which seeks adequate housing for 
all our people. 


New help is now available 


There is a new national, non-profit organization called 
A.C.T.I.0.N.—The American Council To Improve Our 
Neighborhoods—which is designed to help all individuals 
or groups interested in putting America’s house in order. 


Send for a free copy of “ACTION.” It explains what 
A.C.T.I.O.N. is and proposes to do. It lists booklets, 
research, check-lists, and other material which can help 
you. Address P. O. Box 500, Radio City Station, New 
York 20, N. Y. 





American Council To Improve Our Neighborhoods 
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N 1954 we had a business recession in the 
United States. Sales fell about 4% during 
the year. If management had followed the his- 
toric pattern of business ups and downs, adver- 
tising volume would have fallen much further. 
But in 1954 the volume of advertising did not 
fall. It increased over 5%. Every effort was made to 
stimulate sales when sales were needed to sustain 
prosperity. 

This was something entirely new under the 
sun. It had a powerful influence in making the 
recession of 1953-54 one of the mildest on 
record. It helped greatly to speed business on 
to the record-breaking levels it has attained 
today. 

There are several reasons why America’s 
business management attacked this decline in 
sales with more advertising. One of them grew 
out of the greatly strengthened position of the 
American consuming market. Consumers’ in- 
come after taxes has been rising an average of 
over $10 billion a year since 1946, and this 
rising income is more widely distributed than 
ever before. Furthermore, consumers have piled 
up reserves of about $215 billion in cash or its 
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The Year Advertising Helped 


equivalent. These reserves offer a new and 
powerful inducement to increased selling and 
advertising effort even in the face of a possible 
decline in consumer income. 


Taking the Longer View 


However, the principal reason why a sales de- 
cline was attacked with increased advertising 
is management’s new-found conviction that 
good advertising is essentially an investment 
in the development of a market. Successful 
development requires sustained investment. 
The inclination of business management to 
take this longer view, is, of course, motivated 
by the fact that the American market, with 
over 3 million consumers being added annu- 
ally, is growing at a prodigious rate. 

Ten years ago only a handful of companies 
had plans for investment in new producing 
facilities extending beyond the current year. 
Today almost all leading companies have in- 
vestment programs running some years ahead. 
And keeping pace with these long-range 
business investment plans has been the devel- 
opment of sales and advertising programs to 


» McGraw-Hill 


_ eg 


ee 


HEADQUARTERS FOR 


PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N. Y. 





BUSINESS INFORMATION 
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Kill a Business Recession 





reach tomorrow’s greatly expanded markets. 

This crucial role of advertising in providing 
driving power for our economy is gaining 
greater recognition every day. In his recent 
book, “People of Plenty,” Professor David M. 
Potter of Yale University remarked: “‘Advertis- 
ing is not badly needed in an economy of 
scarcity, because total demand is usually equal 
to or in excess of total supply, and every pro- 
ducer can normally sell as much as he pro- 
duces. It is when potential supply outstrips 
demand—that is, when abundance prevails— 
that advertising begins to fulfill a really essen- 
tial economic function.” 


Advertising’s Key Role 


Today abundance so completely prevails in the 
United States that it has been conservatively 
estimated that as much as a third of everything 
offered for sale falls in the realm of “optional 
consumption.” That is, consumers can “take 
it or leave it’ without any immediate personal 
inconvenience. But if they decide to “leave it,”’ 
a terrific economic depression will not be far 
behind. In such circumstances, advertising—in 
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which, in all of its forms, we are now investing 
about $9.2 billion annually—clearly is of cru- 
cial importance to our continued prosperity. 

In performing its key role in past years, 
American advertising never realized its full 
potential. It successfully promoted sales. But 
it never was called upon to promote an overall 
economic stability as a direct outgrowth of 
increased sales. 

By successfully promoting both sales and 
economic stability, as it did in 1954, advertis- 
ing surely has added new strength to the 
American economy. It has also added a great 
new and constructive dimension to advertising 
itself. This accomplishment gave great signifi- 
cance to the celebration of the first National 
Advertising Week in February, 1956. 





One of the surest means of expanding 
your sales volume in today’s $150 billion 
industrial market is through dominant 
advertising in the publications directly 
serving your major customers and pros- 
pects. 

McGraw-Hill’s business and technical 
publications can give you quick access to 
the men who initiate, specify and approve 
the purchases of industrial products and 
services. Because all are leaders in their 
respective fields, you are assured a maxi- 
mum return on your investment when you 
specify a McGraw-Hill publication to 
carry your advertising to your most im- 
portant markets. 
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i soscecs New York City has more of everything 
in June — even birds and bees on flowers and trees in 
bloom. Ask your wife to bring you to New York in 
Spring-time. Be sure to come. For you, there will be 
plenty of attractions at the exposition and convention. 
For her, a melody of shows, sightseeing and shopping. 
All-in-all, a proper setting for a great occasion for you 
both with all the inspiration of the great city at work 
or at play during your stay. 


Your industry show is at the gorgeous, new $35 million Coliseum. 
No admission charge for industry people. Quick registration in the 
first floor lobby from which escalators and elevators whisk you to a 
70,000 sq. ft. area studded with displays by industry leaders. Come, 
see and learn about new products and services. Special attraction: 
an auditorium where technical-service and sound-slide films have 
first-time showing. Show hours: 1 to 10 P.M. Monday thru Thursday; 
1 to 6 P.M. Friday. 
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Management Conferences: You are invited! Sponsorship is by 
the 34th Annual OHI Convention. Place: Park Sheraton Hotel within 
a block of the Coliseum. OHI business meetings Monday. Manufac- 
turer sessions Tuesday. Dealer-Industry sessions Wednesday and 
Thursday. The new color TV film will have its premiere Wednesday; 
new service-installation sound films and one on accounting and 
degree days on Thursday. Panels and round table subjects include 
home cooling, radio communication, automatic deliveries, service 
contracts, sales, advertising and promotion. Successful dealers lead 
discussions. One new practical idea will more than pay for your 
trip. All sessions 9:30-12:00 A.M. Registration only $1. 


Entertainment Galore: Tickets will be made available for you, 
the wife and family for TV and radio and fashion shows, theatres, 
sight-seeing trips, night clubs etc., all at regular and not “scalper”’ 
prices. Tickets will be on sale at the Ladies Lobby on the Mezzanine 
Floor of the Park Sheraton. 


Make hotel reservations now: Write Miss Sylvia Peltonen, 
Mgr. Housing Bureau, 90 E. 42nd St., New York 17. Twenty hotels 
have blocked off 3600 rooms. Singles $6-$9; doubles $8-$20; also 
suites. Tell her you’re coming to the Oil Heat Exposition, accommo- 
dations desired, price range, time of arrival and departure. Con- 
firmation will be sent you. Better write today! 











Address Space Reservation Inquiries To The Sponsor ~ 


OIL-HEAT INSTITUTE OF AMERICA, INC. (on) 


500 FIFTH AVENUE, NEW YORK 36, NEW YORK...LOngacre 4-3755 
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This man spent twice as much.. 


8 out of 10 who buy Coke get out of their cars and browse . . . and in 
unit sales Coke is second only to gasoline.* 


So when you install a cooler for Coca-Cola, you can profit two ways: 
1. You enjoy an above-average profit margin on the Coke you sell. 


2. People who get out of their cars spend twice as much as those who 
don’t.* 


*Observation Research Corporation study of 287 filling stations 
**Coca-Cola’’ and ‘‘Coke’’ are registered trade-marks. 
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ANHYDROUS AMMONIA HOSE 


For every need of the AMMONIA INDUSTRY—a special Hewitt-Robins hose 


For Anhydrous Ammonia Tanker 
Loading and Unloading .. . 
HEWITT-ROBINS AMMONIA TANKER HOSE. Extra-strong, 
rugged construction in 4", 6" and 8" ID sizes. Custom-built 
for this hazardous high-pressure service. Unexcelled service 
history in loading and unloading propane and anhydrous 
ammonia tankers. 


For Tank Truck and Tank Car Loading 
and Unloading . . . 
MONARCH WIRE BRAIDED ANHYDROUS AMMONIA HOSE. 
Constructed with a special tube to resist permeation. Con- 
tains a strong, non-collapsing wire braided carcass, pro- 
tected by a green sun- and weather-resistant cover. 


For Bulk Delivery Truck Unloading .. . 
HEWITT-ROBINS MONARCH LONG LENGTH HOSE. A non- 


permeable tube, double braid of strong rayon cord and green 
neoprene cover. Light, flexible, easy to handle. Wide safety 
factor with 350 psi. Also can be used on applicators requiring 


high pressure lines. Available in 4", 34" and 1" sizes. 


For the Mobile Tank Applicator . . . 


HEWITT-ROBINS SERVALL APPLICATOR HOSE. For installa- 
tion between regulator and applicator knives. All neoprene 
with red or green cover. Resists ammonia permeation, 
thereby minimizing toxic odor. Unaffected by sunlight and 
weather. 


For Aqueous Ammonia Service . . . 


HEWITT-ROBINS SERVALL ALL-SERVICE HOSE. Ideal for 
mobile spray applicators or for nitrogation. Synthetic tube 
resists permeation. Red neoprene prevents damage from sun 
and weather. 


HEWITT-ROBINS  ncorporateo 


EXECUTIVE OFFICES: STAMFORD, CONNECTICUT 


INDUSTRIAL HOSE * CONVEYOR BELTING * CONVEYOR MACHINERY * VIBRATING CONVEYORS * VIBRATING SCREENS + DESIGN, MANUFACTURE, 
ENGINEERING AND ERECTION OF COMPLETE BULK MATERIALS HANDLING SYSTEMS «+ “GLIDE RIDE’ THE NEW MOVING SIDEWALK 
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Here’ s how a fuel oil dealer 
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AABERG USES WARNER LEWIS SEPARATORS 


FOR ...... efficient water separation 
solids filtration down to 5 microns 
assured quality product 


RESULT....INCREASED BUSINESS 


Warner Lewis Company Offers Two Separator Designs 


@ Excel-So Separator-Filter contains bulk fil- © Fram Liquid Separator-Filter. Most efficient 
tration media designed for long life — 
efficient water removal — excellent 
solids filtration all free water — filters to 5 microns 


equipment ever! Removes essentially 


LEWIS WRITE FOR DETAILS 


Company : 
BOX 3096 TULSA, OKLAHOMA DIVISION OF FRAM CORPORATION 
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Liquid Fertilizer: A Dead-End Street? 


e Spraying lawns is a harder way to make a buck 
than a lot of oil men thought two years ago 


® Many are going sour on liquid fertilizer as 
an off-season sideline. Some will keep spraying 
this summer just to get rid of left-over supply 


e Fertilizer makers are cooling off on oilmen, 
too. Here's what's causing the fizzle .. . 


AFTER A YEAR OR TWO in the 
liquid fertilizer game, many heating oil 
distributors and gasoline jobbers are 
saying lawn service isn’t the hot- 
weather moneymaker it seemed to be. 
Some don’t even think it’s a good 
make-work project for their drivers. 
While some distributors have found 
profit in fertilizer—or think they can 
find it—a majority are still chasing 
the elusive break-even point. Looking 
back over the past couple of seasons, 
many of them feel they were sold a 
bill of goods by fertilizer people. 
“They made it sound too easy,” says 
one jobber. 


Oilmen Have Four Gripes... 





Those who say liquid fertilizer isn’t 
all it was cracked up to be can tick 
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off at least four drawbacks to the 
business: 

eThe market’s limited. Experi- 
enced distributors say it doesn’t take 
long to find that every homeowner 
with a plot of grass isn’t a liquid 
fertilizer sale. A New England dis- 
tributor comments, “Sure, some people 
want good lawns, and they'll pay you 
to fix them up. But what do you do 
about the ones who can’t afford $40 a 
throw for spraying, or the amateur 
gardeners who take care of it them- 
selves, or the people who just don’t 
give a damn about their lawns?” 

Consensus of opinion shows liquid 
sprays go best with the so-called car- 
riage trade, in areas where there are 
large houses with spacious lawns. Even 
this market has its limitations. A job- 


ber whose territory includes Newport, 
R. I.—a summer resort dotted with 
large estates—found liquid fertilizer 
sales there disappointing. Company 
salesmen were told again and again to 
“see the gardener,” and the gardeners 
turned thumbs down. 

Even when you get the trade, you 
can lose money. A Milwaukee jobber 
tapped a promising market in the 
suburbs, only to find that long hauls 
from his downtown bulk plant were 
gobbling up the profits. 

Some distributors ran in the black 
last year. But they were exceptions to 
the rule. One jobber in Detroit re- 
ported a profit, but added, “My opera- 
tion can’t be considered typical. I’m 
located in a community with a high 
percentage of above-average-income 
homes.” 

Marketers tend to agree that the 
price of liquid-fertilizer service (usual- 
ly $5-$6 for the first 4,000 sq ft, $1.50 
for each additional thousand) is more 
than the average homeowner wants to 
pay. But they don’t see any way to 
cut charges, because of material and 
labor costs. Lower rates would put 
them deep in the red before they even 
got rolling. 

Cost has been a strong factor in 
narrowing the market. Prices charged 
by a Michigan jobber lost him 90% 
of his customers after the first spray. 
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A New Jersey distributor says, “For a 
home on a one-acre plot, I’d charge 
$35 for one job. My supplier recom- 
mends four to six treatments. I can 
see where the customer doesn’t have 
that kind of money.” 

e The competition’s tough. Dry fer- 
tilizers hold down a solid position in 
the garden market. They boast longer 
acceptance than liquid products have, 
and they have a price advantage. The 
competitive picture is complicated by 
the fact that a number of oil mar- 
keters—Phillips Petroleum Co., for ex- 
ample—sell dry fertilizers at service 
stations, where it’s easy for home- 
owners to pick them up. 

Some distributors have been able 
to trim rates and meet dry fertilizer 
prices. One jobber in the Upper Mid- 
west held his prices down last sum- 
mer, charging $6 for anything up to 
2,000 sq ft and 15¢ on each additional 
hundred. To come up with a profit, 
however, he estimates his rates should 
have been twice what they were. 

A good many oil people think they 
could be more competitive on fer- 
tilizer if they had stronger backing 
from manufacturers. They’d like na- 
tional advertising to explain the serv- 
ice to homeowners, and manufacturers 
representatives to help them with prob- 
lems in sales, promotion and equip- 
ment. Small operators, they admit, just 
can’t handle the marketing job right. 
The small outfit doesn’t have the 
capital for advertising or the man- 
power for door-to-door selling. Many 
bigger firms can add a soil expert to 
help prepare a selling program and 
take care of questions and complaints. 
For a little company, that’s out of the 
question. 

e Weather can hurt you. The ele- 
ments can make or break a liquid 
fertilizer set-up. In a hot spell, lawns 
may dry up in spite of fertilizing and 
watering. In a drought, water short- 
ages may prevent distributors from us- 
ing city water to mix solutions and 
prevent homeowners from sprinkling 
lawns (once a lawn is sprayed, many 
suppliers recommend watering to force 
fertilizer nutrients down to the roots, 
and to reduce chances of burning the 
grass). If it’s cool or rainy, grass is apt 
to grow green and thick whether it’s 
been fertilized or not. 

A jobber in Michigan had to give up 
50% of his three-application customers 
last summer when a dry season hit 
after one application. Then a water 
shortage developed. Trucks filled up 
in the suburbs, then turned to pumping 
water from a river. When the river 
was low, problems with dirty water 
and chemicals arose. At one point, 
drivers were taking their trucks home 


at night and filling them with garden 
hoses—a six-hour operation. 

A ban on lawn-watering for four 
hours in the middle of the day cut 
volume for a Wisconsin jobber. His 
trucks and driver were idle during the 
ban period; to use them after 4 p.m. 
meant paying the driver overtime. 

There was too much rain in the 
East, forcing a cutback in spraying. 
A Massachusetts distributor lost 100,- 
000 sq ft in contracted spray work 
during August, when heavy rains made 
everything grow. Floods in the same 
general area gave many homeowners 
more serious troubles than lawn care 
to think about. In the Pacific North- 
west, rain also fell heavily enough to 
crimp spraying. 

e Equipment is vulnerable. Most 
manufacturers have made clear res- 
ervations about possible damage that 
liquid fertilizer can do to their prod- 
ucts. Oilmen continue to report equip- 
ment trouble, sustained either on spray 
work or after trucks were converted 
from fertilizer back to oil. Some is 
serious enough to rule out further 
spraying. All, to some degree, is costly. 
A Seattle jobber, for example, had 
several hundred dollars’ worth of 
damage in corroded valves, and cor- 
rosion and scaling in a tank. A Jack- 
son, Mich., heating oil man ran into 
bad corrosion in his fuel pump (anda 
broke two of its parts trying to repair 
it). A Fall River, Mass. jobber spent 
almost $300 replacing under-the-truck 
piping that rusted out. 

Some companies hedge by using old 
equipment. One used an old tank on 
a second-hand chassis, with a high- 
pressure water pump instead of a fuel 
oil pump. It held up well. Another 
company also used old apparatus, 
avoiding rust and deposits by turning 
over a truckload of fertilizer daily. 

Depreciation of equipment seems to 
vary with the care it gets. But some 
seems almost inevitable. A Cleveland 
company, with considerable experience 
in the business, says “anyone using 
new equipment in spray work might 
expect only about eight years’ service 
from road equipment, instead of the 
usual ten.” 


Fertilizer Makers Reply . . . 





Two big liquid fertilizer suppliers 
admit that as far as they’re concerned, 
liquid fertilizer selling by oil men is 
on the way out. Why? 

® The approach was wrong. “Liq- 
uid fertilizer isn’t on trial, but the 
methods used to put it across are,” 
says Ed Frank, president of Fertilene 
Corp. of America. “It is still a sound 
program if it’s done properly. But it 
was abused by everybody. Too many 
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extravagant claims were made on what 
liquid fertilizer could do for oil busi- 
nesses and for lawns. If they continue 
this way, it means disaster. | warned 
them last year that this was no get- 
rich-quick scheme. 

“Oilmen expect people to knock 
down their doors to get the stuff,” says 
Frank. “It doesn’t work that way. 
There was a lack of interest on the 
part of distributors to build up their 
spray business as slowly and carefully 
as they built up their oil business.” 

How about the complaints on cost? 
“That’s baloney. There’s a good profit 
in liquid fertilizer if the oil man wasn’t 
inherently lazy and would get out and 
push the product,” says Frank. “Di- 
rect contact is still the most effective 
way to sell.” 

Liquilawn Corp.’s Joseph Cooper- 
smith blames the trouble on general 
confusion. “Nobody knew enough 
about the business, what the market 
was, what the demand would be or 
how to arouse it. Fiasco was the result. 
In liquid fertilizer the consumer didn’t 
get enough for his money. And be- 
cause of the variable conditions— 
weather, type of seed, condition of 
the soil—there was a low degree of 
satisfaction. Distributors needed know- 
how information, and manufacturers 
couldn’t afford to deliver it.” 

Both Fertilene and Liquilawn say 
repeat orders from oilmen aren’t worth 
talking about. By Fertilene’s estimate, 
the average oil distributor has about 
nine 55-gal. drums of raw spray ma- 
terial on hand from last year, an in- 
vestment of over $1,000. Both manu- 
facturers will continue to service old 
accounts, and they'll offer new ones 
their usual package (free hose and 
nozzle, ad mats, co-op ad programs, 
truck banners). But national advertis- 
ing for the oilman’s benefit is out. 

Fertilene and Liquilawn, like many 
of their competitors, will turn the 
greater part of their attention to other 
interests this year. In respect to the 
whole liquid fertilizer picture, they’re 
sure they’re on the right track. . . 

¢ And the product’s okay. Fertilene, 
for instance, is backing up its spray 
by shooting at a new market: do-it- 
yourself. The company will sell pack- 
aged goods in half-pint to 5-gal. cans, 
with prices ranging from 59¢ to 
$19.95. The deal includes a siphon 
attachment to allow the homeowner 
to spray fertilizer while watering the 
lawn. The largest can in the new line 
contains enough spray to do 4,000- 
6,000 sq ft of lawn several times in a 
season, and it figures to be a thorn in 
the side of oil distributors, who usually 
charge $34-$46 to cover such an area. 

Liquilawn’s “baby” is a $3,000 
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‘Oil men expect people to knock down their doors to 
get the stuff. It doesn’t work that way... .’ 


machine to mow, mulch, aerate, roll, 
seed, fertilize, and apply weedkillers 
and insecticies—all in one operation. 
It’s being offered, through a subsidiary, 
to landscapers, gardeners, and nursery- 
men. Liquilawn figures that the con- 
sumer’s seasonal charges for the ma- 
chine’s services should run about $32- 
$48 for a lawn of 2,000-4,000 sq ft. 
Coopersmith says oil distributors aren’t 
going for it; “they’ve been burned 
once.” 

Other fertilizer companies are more 
optimistic about the oilman’s place in 
the business. The maker of Nitro- 
Green, in Minneapolis, says its 15 
jobber customers did well last year 
and will probably be back this season. 
In Chicago, Smith Equipment & Sup- 
ply Co. says it had 400 jobber cus- 
tomers for its Fertil-Ade last year, isn’t 
sure how things will go this summer, 
but expects its 10-year growth trend 
to continue. Smith men think it'll be 
a good year for liquid sprays in most 
parts, because the winter was bad for 
grass—no snow cover. 


it’s a Year of Decision 


Most oil marketers who handle fer- 
tilizer—both distributors and major 
suppliers—feel that the way business 
runs in 1956 will have a lot to do with 
the future. Here’s how they look at it: 

* For Distributors—A large num- 
ber of gasoline jobbers and heating oil 
men agree with the Cleveland operator 
who says this summer is “the real 
test.” If his repeat customers run as 
high as 60%, he’ll keep going. Under 
30% and he won’t. Before he started 
out last year, this distributor figured 
his net on a six-truck operation would 
be $21,000. It came to $10,000, would 
have been lower if he’d pro-rated all 
his costs. 

There are distributors who feel 
pretty sure of themselves. They follow 
the line of the Massachusetts jobber 
who believes liquid fertilizer needs 
three years’ promotional work to pay 
out. He got his direct-mail campaign 
rolling in late February, is encouraged 
by the results of a questionnaire sur- 
vey of last year’s customers. A job- 
ber in Michigan also reported good 
results from a mail campaign, and 
signed up a lot of his ’56 repeaters last 
fall. 

But plenty of distributors are teeter- 
ing on the fence, like one Midwest 
company that’s staying in business 
mainly to get its money out of left- 
over material, and will quit if it can’t 
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make more profit than it did last year. 
And there are plenty who sympathize 
with the Jackson, Mich., jobber who 
“can’t see continuing in liquid fer- 
tilizers to keep some drivers busy at 
the expense of costly equipment.” 

* For Majors—Most big oil com- 
panies have left lawn-spraying alone; 
they don’t have the summertime driver 
problem, because they move heating 
oil primarily through distributors. But 
two majors that move large volumes 
of heating oil themselves—Standard 
Oil Co. (Ohio) and Standard Oil Co. 
(Indiana)—are handling fertilizer. 
Neither company is certain about its 
go-ahead plans. 

Sohio calls its fertilizer operations 
experimental. Last year, trying out the 
Toledo area, Sohio pro-rated its spray- 
ing business, so the books showed no 
profit. The company will expand the 
trial area this year, might junk the 
plan in 1957 if repeats this summer 
are much less than 50%. 

Indiana tested in four Midwest cities 
last season and is undecided about this 
year. It considers spraying a worth- 
while investment to keep valuable men 
on the payroll, and thinks it would be 
a good operation if it broke even. 


Promotion Means a Lot 





Oilmen who have had success with 
liquid fertilizer all have one thing in 
common: a strong selling angle. After 
much trial and error, the promotional 
rules-of-the-game are beginning to jell. 

* Personal Contact Counts. One 
general conclusion: the surest way to 
get accounts is door-to-door solicita- 
tion. Newspaper ads and radio spots 
don’t seem to work, and television is 
too expensive. Distributors say the 
product is so new that personal con- 
vincing is a must. A New England 
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jobber spent $1,600 on newspapers 
and radio. No business. Then he de- 
veloped a “canned” sales talk for his 
four bulk plant dispatchers to use in 
a telephone campaign. That separated 
hot and cold prospects, and an eight- 
man sales team went to work on the 
hot ones. The jobber wound up with 
sizable spraying acreage. 

The hitch is that not all distributors 
can afford house-to-house salesmen. 
Says one jobber with a small-volume 
fertilizer business, “I found I was get- 
ting a return of $5 on each spray job. 
How could I pay a salesman?” 

® Gimmicks Can Help. There are 
off-beat sales angles, too. They’re 
limited only by the distributor’s in- 
genuity. 

You can sell by example. One man 
got good results spraying lawns at 
model homes, then seeded his own 
plot in the bad month of August and 
watched rich grass come up in jigtime. 
He tells prospects to “watch the home 
that has liquid fertilizer.” 

You can sell by low pressure. Sev- 
eral distributors made money last year 
by avoiding contracts and letting cus- 
tomers choose their own number of 
spray jobs. One man did well with 
single applications. “We find it does a 
very good job in many cases,” he re- 
ports. “We shied away from giving 
the impression that we were trying to 
make extra sales when the lawn 
seemed in good shape.” 

You can play up your know-how. 
Salesmen carrying soil-test kits sewed 
up customers for an East Coast dis- 
tributor—results of on-the-spot tests 
convinced on-the-fence prospects. An- 
other distributor emphasized his prod- 
uct’s superiority over dry fertilizers, 
telling customers “It’s next to impos- 
sible to avoid streaking with dry fer- 
tilizer. We'll give you perfectly uni- 
form coverage.” 

An Eastern oilman sums it up this 
way: “The product itself is good. But 
to sell it, you need ideas.” = 
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“Dammit, Joe, you put the fertilizer sign on the wrong truck!” 
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WHEN YOU OPEN THIS PAGE YOU WILL SEE 

THE MOST MODERN, MOST BEAUTIFULLY STYLED, 
MOST EFFICIENT GASOLINE PUMP IN THE WORLD. 
DESIGNED TO MEET TODAY’S AND TOMORROW'S 
HIGHEST STANDARDS ...DESIGNED WITH 

THE LARGEST BRAND IDENTIFICATION 

PANEL EVER USED ON A GASOLINE PUMP... 
DESIGNED TO SELL ON SIGHT! 








OPEN PAGE HERE 
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SALES-MAKER 


SEE the largest, most eye-catching brand panel 
.. brilliantly lighted for highest night visibility! 


SEE the large, easiest-to-read dial face 
designed for greatest wide-angle legibility ! 


SEE the Mono:Frame chassis’. . . one piece 
steel frame eliminates top and side panels! 


SEE the ease of maintenance . . . divided door 
panels can be rémoved in 30 seconds! Workbench 
accessibility on the pump island! 


SEE whole new concept in pump design . .. 
only 4'2 feet tall yet with 14 feet, 4 inches 
of hose reach! 


Write us at West Springfield, Mass. for 
color-illustrated SALES-MAKER booklet. 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 
Toronto, Canada 


DESIGNED 
TO SELL ON SIGHT! 
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2) 
PRICE PER GA ON 


Point-of-purchase power is provided by spectacular billboard Easiest-to-read dial face provides maximum 
type brand identification panels that compel attention day and night. legibility with wide-angle visibility and dramatic 
black and white design. 








Unique Mono-Frame Inexpensive maintenance Hose reach of 14 feet 4 inches in a pump only 4'2 feet 
steel chassis elimi- with divided door panels and __ tall — for fast service and customer convenience. 

nates need for skeleton- | Mono-Frame construction pro- 

ized inner frame and viding workbench accessibility 

separate top and side on pump island. 

panels. 


DESIGNED TO BE A BEYUB RUT dard 


Gilbert & Barker Manufacturing Company 
West Springfield, Mass. 
Toronto, Canada 





Supply and service are wrapped in the same package 
under this New England oil heat distributor's plan. 
Result: customers save—and stay away from gas 


ACIFIC OIL CO. doesn’t believe in 
burner service contracts. But the 
Fall River, Mass., company does be- 
lieve good service is a definite responsi- 
bility for any heating oil distributor. 
Behind that theory are 26 years of 
selling service and oil in one neat 
package. Pacific’s service philosophy 
is saving money for the company and 
its 6,500 customers by lowering sea- 
sonal service calls to 0.9 per account. 
And it’s keeping a lot of homeowners 
happy with oil heat, in spite of natural 
gas competition. 


it Works This Way 


Pacific’s accounts get their service 
“plus” for an extra 0.5¢ on the gallon. 
That 50-point charge gives customers 
these services: 

@ Annual cleaning and vacuuming. 

@ Annual tune-up, including a pre- 
ventive maintenance check. 

@ Unlimited service calls on a 24- 
hour basis, with no added labor 
charges. 

Oil consumption per account runs 
an average 1,610 gal. annually, so each 
account is paying an average of $8.05 
for service. Under Pacific’s plan, parts 
are separate charges. They average 
$4.50 a year per account. 

Pacific figures that giving this kind 
of service costs the company 80 points 
a gal. in direct costs and 15 points 
a gal. in overhead. The direct cost is 
adjusted to take in Pacific’s profit from 
parts sales (parts are requisitioned 
from the company’s inventory, and 
Pacific hires a burner service contrac- 
tor to furnish the labor and trucks). 
Overhead costs include rent, light, 
heat, cost of supervision, and the like. 

Yet Pacific does not consider service 
a losing operation. Nor does it say it 
“subsidizes” burner service, even 
though the 45 points a gal. “deficit” 
comes from the distributor’s oil 
margin. 

Here’s how Robert Crawford, Pa- 
cific’s president, looks at it: “Our 
retail price is not based on the ups 
and downs of tank car prices, but on 
what will give us a fair return on our 
cost of doing business.” Pacific, in 
other words, sets its oil price to cover 
the 45 points “deficit” on service. 


“But,” Crawford adds, “we leave 
the service cost at 0.5¢ a gal. to please 
the customer.” 

Pacific’s accounts like the idea of 
paying for service as they burn oil. 
Says Crawford, “We know they are 
satisfied with our burner service idea 
because we see them return year after 
year. And we see new accounts com- 
ing our way. We have never found it 
necessary to sell either oil or service 
on a contract basis.” 


it Cuts Overhead 

Pacific checks into service policies 
from time to time, but always con- 
cludes that its own plan is better for 
customer and company alike. 

Nothing to Sell — Pacific doesn’t 
spend time and energy pushing con- 
tracts. Instead, it can concentrate on 
making service efficient. The 0.9 serv- 
ice call average attests to Pacific’s 
success along this line. In 1949 the 
average was 1.3; in 1946 it was 3.0. 

Less Record-Keeping — Some dis- 
tributors offer as many as three types 
of service plans, but Pacific’s single 
plan eliminates the problem of keeping 
track of who’s got what policy, who’s 
up for renewal, and so on. 

No Collection Woes — Pacific says 
it has no collection troubles with its 
pay-as-you-go plan. Crawford says 
that’s a headache that companies sell- 
ing service policies can’t avoid. 

“Of course,” Crawford says, “these 
companies say that contracts have to 
be paid for by a certain date. But the 
customers manage to stall. Then the 
end of the heating season comes and 
the customer finds he didn’t have any 
service calls or parts replaced, and he 
doesn’t feel like paying for something 
he didn’t get. It’s a human failing not 
to want to pay for something you don’t 
get.” 

It works another way, too, Craw- 
ford thinks. If a customer figures he 
didn’t use his service policy to the 
fullest extent in one year, he may 





TRANSFORMING slow payers 
into blue-ribbon accounts can be 
done. Next month's issue tells 
you how. 
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fuel oil —) 
Selling Service the Painless Way 


down-grade his service policy the 
next year, going for a cheaper plan. 
When he has some replacements to 
make, he becomes unhappy with oil 
heat. 


It Pleases Customers 

Because of its clear terms and same- 
service-for-all policy, Paciflc has no 
misunderstandings with its customers’ 
struggling to interpret a service con- 
tract. 

And because parts are extra — a 
point stressed to all new accounts — 
there is no misunderstanding over so- 
called “Act of God” clauses that are 
in many parts replacement service 
policies. 

These clauses — whether included 
in a policy or not — can cause trouble. 
Eastern distributors whose policies 
contain such clauses found that out 
after last summer’s heavy rains flooded 
many oil burners, making parts re- 
placements a must in a number of 
cases. They got complaints from cus- 
tomers who thought their parts re- 
placement policies covered such cases. 
Distributors in the same area whose 
policies had no such clauses found 
themselves holding the bag for the 
entire replacement cost. 

No pre-inspection is required by 
Pacific. It takes on burners in any 
condition. The company considers it 
bad business to tell a prospect what’s 
wrong with his burner and show him a 
list of flaws that need correction. Such 
tactics, Pacific thinks, can scare a 
customer into becoming bait for gas. 

The company believes its oil-and- 
service set-up assures customers that 
they get good service, and get their 
money’s worth, too. Pacific points 
out that for an average total of $12.55 
for parts and costs, an account gets 
what adds up to a parts-replacement 
policy. In other New England markets 
parts-replacement policies cost $20- 
$26; they can run as high as $32 in 
other areas. 

And Pacific accounts are better off, 
says the company, than straight policy 
owners in other areas—straight service 
policies don’t generally include parts 
replacement, and they cost more ($15- 
$17 in New England up to $18 else- 
where). 

Pacific wraps up the customer-sav- 
ing side by comparing its system with 
the clean-up and tune-up policies 
offered in other areas. These policies 
ordinarily don’t provide additional 
service calls. They cost $8-11 in New 
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THE SAME FILLER for 
OIL and ANTI-FREEZE 


Horix Model HA-20 de- 
signed specially for filling 
Anti-Freeze into rectangu- 
lar cans at 110 gallons per 
minute. This model now be- 
ing used by top processors 
in the country. 


... the Only Filler for Both! 


There’s no sacrifice of accuracy with this unmatched versatility. 
Horix guarantees accuracy of fill at any speed, no matter what 
product handled—oils, anti-freeze, lighter fluid, insecticides, or 
other petroleum specialty products. All these can be filled on the 
SAME MACHINE due to exclusive Horix sleeve-type valve. 

Additional features include fast, smooth handling of con- 
tainers at both infeed and discharge (tangent or turret) ... simple, 
practical design assures years of satisfactory operation. 

A Horix will put new efficiency, more profit into your packag- 
ing operation. Write today for complete details. 


OTHER HORIX MODELS PARTICULARLY 

SUITED TO THE PETROLEUM INDUSTRY 
¢ Model HA-14-—the only fully automatic-rotary filler for 2 gallon rectangular cans. 
¢ Model HA-20-—high speed quality filler for gallons. Standard in the industry. 


® Model HB-9-1 8—versatile, medium size rotary filler suitable for all containers up 
to gallons. 


© Model HE-2 1—small automatic rotary filler for high speed handling of very small 
containers. 


© Model LG—a straight line, semi-cutomatic, pneumatically operated four valve 
gravity filler for oils and similar products packed in 1, 2, and 5 gallon containers. 


WRITE for illustrated Folder No. 152-E. > 


ri ORI x< 


MANUFACTURING CO.: PITTSBURGH 4, PA. 
FILLERS AND CONVEYORS 








England, as much as $13 in other 
places. 
Company Get an Edge 

Pacific feels it has the inside track 
on parts and burner replacement sales. 
It knows what all its customers need, 
and is willing and anxious to provide 
for them. 

“We want to be in a position of 
giving the customer whatever he 
wants,” Crawford says. “If he has 
trouble heating a room, we want to 
know about it so that we can offer to 
fix it for him. We don’t want to have 
to say to him ‘That looks like a steam- 
fitter’s problem. You’d better get in 
touch with one.’ ” 

“We are geared to handle such prob- 
lems and we want to handle them. 
It's an oil-heat problem and oil-heat 
people should be able to give the 
answer. 

“By turning it over to a steamfitter, 
you get a non-oil man into the picture. 
We don’t want that to happen. Inviting 
the steamfitter in can mean a loss of 
an oil customer. He’s liable to make 
a pitch to get the oil customer swung 
over to some other fuel.” 


it’s a Pace-Setter 


Pacific Oil, the number one heating 
oil distributor in Fall River, estimates 
“conservatively” that it has 50% of 
the market. It has seen its one-package 
service-with-oil plan adopted by more 
than two dozen other companies who 
share the rest of the Fall River market. 

Pacific has been operating with that 
service plan ever since it started in 
business as an oil distributor in 1926. 
When Pacific Oil was incorporated in 
1930, it became a jobber, handling the 
full Sinclair line until 1940. It went 
over to Esso heating oil at that time, 
but still retained Sinclair gasoline and 
motor oils. 

In 1946, Pacific became a Calso 
gasoline jobber in the southern New 
England area. Today it serves 70 sta- 
tions (it owns none of them), going 
well into the Cape Cod area to market. 

Close to 1 million barrels of product 
are handled annually by a fleet of 20 
trucks that operate out of four bulk 
plants — Fall River, Taunton, New 
Bedford, all in Massachusetts, and 
Newport, R. I. Its payroll varies from 
a low of 80 persons to a high of 125. 

Crawford, Pacific’s president since 
1953, came up through the ranks, with 
some time out working for other oil 
companies. He started with Pacific as 
a salesman, became Newport district 
manager, sales manager, then left to 
work elsewhere. He returned in 1951 
as general manager before stepping in- 
to the top post. * 
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Conversion for Gas Consumers 


Turnabout's fair play, said one oil heat firm. 
It went out and invented a replacement burner 
that’s designed to take the play away from gas 


A PHILADELPHIA Oil heat company 
thinks it has something that will 
give a shot in the arm to oil’s fight 
for the home heating market in its 
area. 

Major Oil Burner Co., affiliate of 
Major Petroleum Co., is marketing 
its own gas-to-oil replacement burner 
to make it easier for gas users who are 
unhappy with high heating bills to 
switch to oil heat. 

The area’s gas-heat customers know 
that oil heat is cheaper—up to 30% 
in the city and up to 47% in the 
suburbs. That’s the pitch of the oil 
heat promotion from Greater Phila- 
delphia Fuel Conference (NPN, April 
"55, p199). 

Major’s conversion unit makes it 
possible for gas users to get all the 
advantages of oil heat. And they don’t 
have to spend $600-$800 to replace 
their present gas furnaces or boilers, 
or go to the trouble—and expense— 
of pulling their present gas equipment 
apart to add a “Dutch oven” to the 
combustion area. 

Major’s replacement burner, com- 
plete with tank, controls and fittings, 
can be installed in present equipment 
—hot water, warm air or steam—for 
$259. That’s the price for a unit that 
will heat a typical 7-room ranch-type 
house. And the entire conversion job 
takes a two-man crew four hours. 

Says William Miller, top man at 
Major, “It will be a big help in regain- 
ing oil’s position in our marketing 
area. And the market for our burner 
is not limited to Philadelphia. The 
market is wherever oil can compete 
with gas.” 

Ready to Roll—Major’s new re- 
placement burner will get a big push 
as soon as the current heating season is 
over. The company finished research 
work on the burner and got it into 
production too late during the present 
heating year to do much in the way of 
promotion. 

The burner, Major says, has been 
field-tested in the homes of company 
officials, employees, and others, includ- 
ing the fire marshal in a nearby resi- 
dential development. 

In the meantime, Major is creating 
a lot of interest in the conversion 
burner among gas users. It has the unit 
installed in a well-known make of gas 
furnace and set up in a trailer. The 


trailer makes the rounds of local shop- 
ping areas in zones where gas heat has 
a good market. Major’s sales staff in- 
vites shoppers aboard to learn how 
they can cut their heating bills. “We 
have gotten a good many leads that 
we can work on in this way,” says 
Miller. 

Major is also building up interest in 
its burner among heating oil distrib- 
utors in gas-heat areas. It has no 
plans to open burner sales offices in 
other areas, but it is willing to let oil 
men from such areas handle the prod- 
uct. 

Licking the Bugs—Gas-to-oil con- 
version burners have not been too suc- 
cessful in the past, oilmen say, because 
of these reasons: 

e Gas boilers or furnaces have 
smaller combustion chambers than oil 
units. And oil burners put into some 
of these gas chambers will not operate 
efficiently. 

e Gas furnaces or boilers are made 
of lighter metal. Oil burners put into 
these units can, in time, “melt” the 
lighter metals. Some oilmen suspect 


fuel oil —,] 


that lighter metals are used to prevent 
conversions. 

e Pot-type burners can’t use No. 2 
oil, especially cracked distillates, be- 
cause carbon-forming residues can 
clog the openings through which oil 
runs to be burned. This creates a serv- 
ice problem or means burning ker- 
osine, which is higher priced. 

Major says it’s beaten these prob- 
lems. Its research work took more 
than a year and cost more than 
$10,000 in time, plus an undisclosed 
sum for materials. The company at- 
tributes the burner’s efficiency to the 
fact that a constant-speed motor sup- 
plies the right amount of induced air 
to make oil burn completely. The right 
amount of air permits the use of No. 
2 oil, and No. 2 burns without form- 
ing soot or carbon. A baffle over the 
burner keeps the heat from damaging 
the lighter metals of the gas heater. 
Major uses a stainless-steel baffle that 
can stand more than 2,000° F. a 
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You are 


assured | 


trouble-free 
service with 
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EVER-TITE 


Quick Hose 
Couplings 
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Oust Cap 


Save time in 
deliveries—and save 
wear on equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance toa 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 


Dust Plug Coupling 
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Tommy 

Soper 
knew 

a good 
thing 


...and so did Shell 


In 1948, Tommy Soper started in the 
service station business in Jeffersonville, 
Indiana. He was selling the products of 
another oil company. 

He was doing well, but not well enough 
for Tommy Soper! 

Four years later, when Shell spotted 
Tommy as the “right” dealer to open a 
new station on E. 10 Street and Western 
Avenue, he didn’t hesitate. Tommy knew 
a good thing when he saw it even though 
it meant moving to another part of town. 

He took over the new two-island, two- 


bay corner station, the kind he always 
wanted, and he’s been growing bigger ever 
since. He had the right combination from 
the start . . . a clean, modern station, a 
good location, plenty of enthusiasm and 
Shell Quality Products. 


Soper’s corner has a spick-and-span 
sparkle 24 hours a day. ‘“‘Home-clean’”’ rest- 
rooms have helped Tommy make many new 
friends. His service includes the red carpet 
treatment for every customer. You’re 
greeted with a smile, and you get a clean 
windshield plus a radiator, tire and oil 
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check. These extras are a result of the Shell 
Training School where every one of Tommy’s 
men learned the ABC’s of driveway service. 


The exclusive Shellubrication system was one 
of the things that influenced Tommy’s decision 
to become a Shell Dealer. It provides up-to-the- 
minute factory-approved lube charts that make 
Tommy’s men experts on every make and model 
car. And in addition, Tommy makes full use of Adie adenine iis naldis 
Shell’s system of customer follow-up and lubri- red carpet treatment for every customer. 
cation merchandising. 


The result—Tommy has boosted his Shellu- 
brication business to 250 jobs a month. Add to 
this a monthly gallonage that’s going up steadily 
plus a profitable oil ratio, and you have a good 
idea of how business is on Soper’s corner. 





Today, Tommy Soper has many things work- 
ing in his favor. But Tommy himself has said 
that well-known Shell quality products are a 
major contribution to his still-growing business. 


e e e One of Tommy’s men putting to use 
his Shell Training School know-how — 


Shell Oil Company invites you to ask about the repacking a wheel bearing properly. 
greater profits you can earn. Phone Shell Oil Com- 
pany or the Shell-franchised jobber nearest you. 


hr. s 
; a: a ET i The golden rule of the station: “Clean 
ma 3 a ’ a oe up after every job.” 

_ 


An immaculate apron curb helps 
Tommy get plenty of sell-appeal into 
his outside displays. 


It pays to be a Shell Dealer 
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WHAT’S NEW IN TEXAS? 





NEW SOURCE OF 


The new $6,600,000 plant of American Lithium 
Chemicals, Inc. in San Antonio, an affiliate of 
American Potash & Chemical Corporation, long 
the leading producer of Lithium Carbonate, 
makes available to producers of lithium-based 
greases an abundant new source of supply of 
LITHIUM HYDROXIDE. The new plant will process 
high-grade lithium ores from extensive deposits 
in Southern Rhodesia, assuring you of vast re- 
serves, coupled with the most modern domestic 
production facilities available anywhere. You 
can count on the advantages of Trona LITHIUM 


HYDROXIDE in your all-purpose greases—mois- 
ture resistance, chemical and mechanical stabil- FOR 
ity and wide temperature range, just as you can “]/) 0 





depend on the consistent good quality of Trona’s 
new source of this vital all-purpose, all weather 


grease additive. LITHIUM-BASED GREASES 


Send for technical information sheet 











FOR LITHIUM CHEMICALS—LOOK TO AMERICAN POTASH! 


American Potash & Chemical Corporation 


Offices © 3030 West Sixth Street, Los Angeles 54, California 
* 99 Park Avenue, New York 16, New York 
* 214 Walton Building, Atlanta 3, Georgia 

Plants * Trona and Los Angeles, California 


* San Antonio, Texas (American Lithium Chemicals, Inc.) 


LITHIUM CARBONATE * LITHIUM HYDROXIDE * LITHIUM BROMIDE « LITHIUM CHLORIDE and other LITHIUM CHEMICALS 
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This Butler building didn’t burn because it’s steel. All 
steel. It safeguarded its contents while the surrounding 
area was ravaged —just what you’d expect of a Butler, 
the world’s leading metal building. 


Consult the yellow pages of your telephone directory 
for the name of your nearest Butler Builder. 


7264 page” 


Manufacturers of Steel Buildings 
Oil Equipment + Farm Equipment + Dry Cleaners Equipment 
Outdoor Advertising Equipment + Special Products 


Sales offices in Los Angeles, Richmond, Calif. 


Houston, Tex. * Birmingham, Ala. * Minneapolis, Minn. * Chicago, III. 
Detroit, Mich. © New York, N. Y. © Burlington, Ont., Can 
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There’s no structure better suited to storage of petroleum prod- 
ucts than a storage-designed Butler steel building. Here’s why: 


Big, roomy, post-free interiors let you use all the space you pay 
for. There’s no waste. You stack things from one straight sidewall 
to the other, and pile it right up into the clear-span ceiling. Ob- 
struction-free interiors permit full mobility of power equipment. 


Fire safety is a must—and Butler’s got it. Steel doesn’t burn, and 
Butler buildings are all steel. There’s nothing to start or feed a 
fire. A Butler protects not only its contents from adjacent fires, 
but surrounding structures from interior fires. You'll find it costs 
less to insure a Butler, too. 


High, wide doors can be placed anywhere in Butler steel build- 
ings. Plan your Butler building for maximum convenience and 
efficiency, and your Butler Builder will build it that way. In fact, 
he is exceptionally well qualified to help you plan it. 


Dozens of other Butler features — like weather-tight construction, 
unlimited range of sizes, fast erection, low cost, and many others 
—also combine to make these the best buildings you can buy at 
any price for all your storage needs. For complete information, 
mail coupon below. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


Send me full information on Butler metal buildings. 
Name 

Firm 

Address 


City 





Billboards Spearhead Big Sales 
Drive on 


NEW RICHFIELD PREMIUM! 





MORE POWER 
ON LESS GAS 











Thousands of colorful 24-sheet posters are telling the new 

Richfield PREMIUM Gasoline story to motorists this year along the 
Eastern Seaboard! This is typical of the hard-hitting advertising support that 
Richfield’s independent Distributors enjoy in their territories. 

It means more sales . . . bigger profits! 


As a Richfield Distributor, you too can enjoy this kind of major brand support... 
and you can do it without sacrificing any of your hard-won independence! Richfield 
doesn’t compete with Richfield distributors. Richfield works with them in the 
development of their marketing area: providing hard selling advertising, point-of-sale 
promotion, and expert help on developing a profitable and stable marketing 
territory. You can’t beat it! 

If you would like to enjoy your independence, but with major brand support, 
investigate the benefits of a Richfield Distributorship. Call or write. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 

















JOHN WOOD COMPANY <« Bennett Pump Division + Muskegon. Michigan 
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By night, by day it pays its way—out on 
the island where oil and TBA sales begin 
and end. The NEW Bennett illuminated 
oil merchandiser is designed to match the 
other components on your island — put 
your oil display right under the drivers’ 
eyes where it belongs! 

“It’s designed by specialists in service 
station equipment to put all the conven- 
ience features you can use under one eye- 
catching exterior. There’s built-in provision 
for can drainage and disposal, promoting 
station neatness. A simple panel lock lets 
you leave the merchandiser when you close 


your station without fear of pilferage. And 
the illuminated panel can carry your own 
choice of sales messages. Standard panel 
copy is shown in the illustration to right. 

TBA sales and station profits begin with 
getting the hood up. There’s no better way 
to open hoods —and sales-talks —than put- 
ting your oil dispensing equipment where 
it belongs on the island. And there’s no 
better-designed, harder-selling way to dis- 
play oil than with the NEW Bennett illu- 
minated oil merchandiser. Also available 
in non-illuminated type. Ask your John 
Wood representative for details. 





sales for you 


{ 











JOHN Woop COMPANY. sennetr pump bivision - Muskegon, Michigan 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * Salt lake * Seattle * St. Paul * San Francisco 


IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER” 





The West 


New Growth for an Association 


THAT’S THE PROSPECT for the 
California Petroleum Marketers Coun- 
cil. At its semi-annual membership 
meeting in Fresno during mid-Febru- 
ary, CPMC took a long step towards 
bringing more dealers into its fold. 
The key move: election of Adrian 
Ogle as a director and vice president 
in charge of dealer relations. 

The union of Ogle and CPMC 
seemed almost pre-ordained. Ogle, 
widely known for his recent work with 
dealer groups, needed an organization. 
CPMC needed an organizer. 

A dealer for nearly 30 years in 
Berkeley, Calif., Ogle was a founder 
of the National Congress of Petro- 
leum Retailers and the California 
Gasoline Retailers. He was NCPR’s 
executive vice president until last year, 
when he stepped out of his dealer 
organizations, convinced that NCPR 
was “going off on a left-wing tangent.” 

At about the same time, the Cali- 
fornia Petroleum Distributors Assn.— 
which was then comprised wholly of 
distributors, consignees, and commis- 
sion agents—voted to admit dealers to 
membership and changed its name to 
the California Petroleum Marketers 
Council. One primary reason for the 
action was the group’s feeling that 
dealers were being represented only by 
radical elements. 

The CPMC, however, was sluggish 
in soliciting dealer memberships. 
When Dan Lundberg, executive secre- 
tary of the organization, met Ogle at 
the API in San Francisco last Novem- 
ber, the two men found themselves in 
agreement on methods and objectives 
of a dealer organization. Now Ogle is 
getting a chance to put his ideas t 
work again. 

As vice president, Ogle will head a 
committee that will prepare a program 
for dealers. In remarks at the Fresno 
meeting, he indicated that the program 
will be one of moderation. “I happen 
to be one of those who believe that 


the best chance for progress is through 
diplomatic and businesslike negotia- 
tions with suppliers,” Ogle said. “I’m 
against government controls, and think 
legislative relief should be sought only 
as a last resort.” 

Ogle said the dealer wants two 
things—adequate profit and security. 
He asked CPMC to outline a program 


The Rockies 





telling him how he could attain these 
things with the help of the organiza- 
tion. 

Initially, Ogle hopes to organize 
some 500 dealers in the state. “We 
need a hard core of good, solid busi- 
nessmen,” he says. “I am not inter- 
ested in representing every dealer who 
thinks we can stamp out all the evils 
in the industry in six months. We need 
men who come in for the long haul.” 

The chief advantage the CPMC has 
to offer the dealer now, Ogle points 
out, is a direct line of communication 
and a good bargaining position with 
suppliers. These can be used to negoti- 
ate on dealer problems at a statewide 
level. Local dealer problems should be 
handled by local organizations, he 
says. 

Ogle is vice chairman of the serv- 
ice station advisory committee of the 
American Petroleum Institute, and 
serves on the API code of ethics com- 
mittee. He hopes to incorporate the 
API dealer training material into the 
CPMC’s program. 

—Richard R. Elwell 


Frontier Steps Up the Pace 


OPERATIONS at Denver’s Frontier 


Refining Co. are proceeding at a 
gallop. The fast stepping is mirrored 
in the company’s latest six-month re- 
port, which shows a sales climb to 
$14.5-million—33% higher than the 
same period a year ago. 

William R. Seuren, Frontier’s vice 
president for sales, says the big boost 
came mainly from the company’s 
expansion into western Nebraska, via 
products pipe line. But Frontier doesn’t 
plan to stop there. It’s already build- 


ing half a dozen “ultra-modern” sta- 
tions, the first of them in Lincoln, 
Neb. In the next three months, con- 
struction will get under way on 12 
more. Several will be in Denver. 
Under the auspices of Ferguson Oil 
Co., Frontier distributor in Provo, 
Utah, 10 are scheduled to go up in 
the Provo area. Ferguson Oil says 
they'll look a little like an airport 
control tower. Color schemes will be 
brilliant, and the entire salesroom area 

(Continued on p. 178) 





FUTURESQUE stations like this are spearheading Frontier's Rocky expansion 
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This will take the 


Shortly after this picture was taken, tons of lithium ore 
were processed into lithium hydroxide and sent to the 
grease industry for the production of more lithium base 
multipurpose grease. And this scene will be repeated over 
and over and over again. Foote Mineral’s vast reserves of 
lithium ore will meet the ever increasing demands of the 
grease industry for many, many years to come. 


If you have not already discovered the profitable advan- 

tages of stocking and using a single lithium multipurpose 

grease, contact your supplier for details. This ONE 
grease lubricates at temperatures ranging 
from minus 60° to over 300°F.—even in 
the presence of water. 





FOOTE MINERAL COMPANY 

444 Eighteen W. Chelten Bldg., Phila. 44, Pa. 
RESEARCH LABORATORIES: Berwyn, Pa. 

PLANTS: Exton, Pa.; Kings Mountain, N.C.; Sunbright, Va. 





(Continued from p. 177) 


will be at a 45-degree angle to the 
street. 

These new outlets, coupled with a 
vigorous sales drive in road oil and 
diesel fuel, will be the principal fea- 
tures of Frontier’s 1956 campaign for 
increased business. Seuren expects that 
the major supplementary features will 
be large-scale advertising program and 
the improved quality of the new fuels 
from the platformer-unifiner at Fron- 
tier’s Cheyenne, Wyo., refinery. A 
platinum catalyst is used in the plat- 
former, and the biggest advertising 
campaign in Frontier’s history is cur- 
rently introducing high-octane “Plati- 
num” gasoline in the company’s 
10-state marketing area. Seuren is 
hopeful, too, that the quality of 
Frontier diesel fuel will open up new 
commercial markets. 

To meet expansion problems, Fron- 
tier has overhauled its sales depart- 
ment. A new central division has been 
set up, raising the company’s divisional 
total from two to three (for personnel 
realignment, see p. 234). 


Muddle in Montana 


THE GASOLINE price picture in 
Montana isn’t getting much clearer. 
Prices in the state seem to be near the 
highest in the country, but nobody has 
been able to say exactly why. Montana 
Trade Commission has been running 
an investigation on behalf of the legis- 
lature since 1955, and late in the year 
warned major oil companies that there 
seemed to be “evidence” of price- 
fixing. Prices in a couple of cities went 
down after that, but when the MTC 
checked up, it was distressed to find 
that dealers were apparently giving up 
some of their margin in order to sell at 
the lower rates. 

Then Congressman James Roosevelt 
(D., Calif.) moved into Great Falls 
for an informal hearing. He came 
away with the conclusion that prices 
were too high for the state, and that 
it wasn’t the dealers’ fault. The 
Gentleman from California felt the 
situation couldn’t be eased by federal 
legislation because the trouble lay in 
company-controlled outlets. Roosevelt 
added that he still hadn’t made up his 
mind on divorcement of marketing 
from integrated companies as a pos- 
sible solution. 

There was lively testimony at. the 
Roosevelt hearings. State Rep. Lee 
Schumacher testified that gasoline 
from the Yellowstone pipe line (from 
Billings, Mont. to Spokane, Wash.) 
costs less in Spokane than at Helena 
and Missoula, Mont. Great Falls 
dealers testified that they couldn’: 
make enough profit on their margins, 
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but no one said he’d been pressured 
on TBA. One dealer rapped the 
Farmers Union as unfair competition, 
because it is exempt from corporation 
taxes and sells to customers at the 
bulk plant price. 

The Montana troubles will be heard 
in the courts, too. In a suit pending at 
U. S. District Court in Helena, station 
dealer Clarence Ryan charges eight 
oil companies with conspiracy to fix 
retail prices in restraint of trade. He 
seeks treble damages for the $3,500 
he claims he lost when, he alleges, the 
companies refused to serve him after 
he lowered his prices 3¢ last summer. 

Out of the whole muddle, one 
positive result has emerged: the trade 
commission has ruled that if major oil 
companies reduce prices in one area, 
they must reduce them throughout 
the state. In the current widespread 
confusion (see p. 104) over what 
constitutes a “competitive area” for 
price allowances, MTC’s move may 
be significant. —Frank Pitman 


The Southwest 





It's Blue Skies... 


THIS SEEMS to be the rule in the 
Southwest these days: the average 
marketer has fewer worries than he’s 
ever had. Nobody’s gotten rid of 
every pesky problem, of course, but 
the big troubles of the past don’t 
appear to be as bothersome now. 

Couple of years ago, for instance, 
commission agents in Louisiana and 
Texas were claiming they’d be out 
of business shortly if their suppliers 
didn’t stop by-passing them. But the 
by-pass trend has continued, and 
most of the agents are still in busi- 
ness. They’ve learned to live with the 
problem. 

Price war disturbances are quieting 
down. There were price wars in 
Shreveport, La., Oklahoma City, and 
a few small towns in East Texas over 
the past few months, true. But they 
weren't anything like the rash of 
wars that hit Oklahoma and Texas 
during the summer and fall of 1954. 

Commercial account pricing prac- 
tices are still controversial. But most 
marketers are optimistic about cor- 
rective moves by suppliers following 
Indiana Standard’s lead, and they look 
for better conditions from here on out. 

There are local variations in the 
general picture. In Kilgore, Tex., 
Texas Oil Jobbers Assn. prexy Bob 
Pederson thinks life is anything but 
calm and peaceful. Bob—and every 
other marketer selling a major brand 

(Continued on p. 180) 


THESE OIL EQUIPMENT DISTRIBUTORS 
ARE YOUR HEADQUARTERS FOR 
KELLOGG-AMERICAN AIR COMPRESSORS 


Service to you... that’s what 
these distributors specialize in! 
And that’s why we’ve selected 
them to handle Kellogg- 
American air compressors . . . 
because we know that you need, 
and deserve, the very best in 
service as well as the best in 
compressors. 

Your nearby Kellogg- 
American distributor is 
organized and staffed to meet 
the specialized requirements of 
the petroleum industry. Check 
the list . . . call on him for your 
air compressor needs! Kellogg 
Division, American Brake Shoe 
Company, 97 Humboldt St., 
Rochester 9, New York. 





Sationar asseceation 


Kellogg-American 


AIR COMPRESSORS 





[AMERICAN 





| Brake Shoe 
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LOCATION DISTRIBUTOR 


Pump Shop, Inc 
Shields, Harper & Co 


Alabama (Birmingham) 
Arizona (Phoenix) 
California (Los Angeles 
Oakland and Sacramento) Shields, Harper & Co 
Eaton Metal Products Co 
L. A. Fritter & Son, Inc 
Equipment Sales Co., Inc 
The Amco Corp 
Indiana Oil Equip. Co., Inc 
Eaton Metal Products Corp 
Ashland Supply & 
Accessory Co., Inc 
Louisiana (New Orleans) Alon Equipment Co., Inc 
Michigan (Detroit) The Amco Corp 
(Detroit) R. V. Seaman Co 
R. V. Seaman Co. 
R. V. Seaman Co 
Petroleum Equipment Co 
Downey Equipment Co 
Eaton Metal Products Co 
Nebraska (Omaha) Eaton Metal Products Corp 
New Jersey (Linden) The Amco Corp 
New Mexico (Albuquerque) Eaton Metal Products Co 
New York (Long Island City) The Amco Corp 
No. Carolina (Greensboro) Collson-Murray Co 
Ohio (Cleveland) The Amco Corp. 
(Toledo) The Amco Corp 
Oklahoma (Oklahoma City) Land Supply Co 
Oregon (Portiand) Shields, Harper & Co 
Pennsylvania 
(Philadelphia) 
Tennessee (Knoxville) 
Texas (Dallas) 
(Houston) 


Colorado (Denver) 
D. C. (Washington) 
Georgia (Atlanta) 
Illinois (Chicago) 
Indiana (Indianapolis 
Kansas (Hutchinson) 
Kentucky (Ashiana) 


(Grand Rapids) 

(Saginaw) 
Mississippi Uackson) 
Missouri (St. Louis) 
Montana (Billings 


The Amco Corp. 

RBM Co. 

United Pump Supply. Inc 
Parkinson Equipment Co 
Stout Equipment Co 
Eaton Metal Products Co 
Shields, Harper & Co 


(San Antonio) 
Utah (Sait Lake City) 
Washington (Seattle) 
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(Continued from p. 179) 
in Kilgore—is being plagued by a 
private-brander with some low-price 
ideas. Prices in Kilgore have been 
unstable for a long time. 

But a sampling of other areas shows 
things are steadier. No particular 
problems, report jobber Leslie Neal 
in San Antonio, commission agent 
H. L. Allen in Houston, and jobber 
Ed Amar in Hammond, La. 


The South 





Amar, in fact, says his business 
increased 26% over 1954 last year, 
and that volumes are still rising. 
“You just don’t have many problems 
when your business is increasing like 
mine has been,” he says. 

Others may not be chalking up 
such big gains, but they aren’t grip- 
ing. You don’t even hear much com- 
plaining about the size of commissions 
or margins. —Marvin Reid 


Price Heat in Memphis Market 


SITE OIL CO. is playing for a bigger 
cut of Memphis gasoline sales, through 
a $500,000 expansion program that 
will raise its total of Greater Memphis 
stations from four to nine. 

Oil men in the area figure that Site’s 
expansion can only mean one thing: 
hotter competition in a market that’s 
seldom comfortable, even in the shade. 

Site Oil—a St. Louis independent 
with a chain of stations scattered in 
cities throughout the South and Mid- 
west—has more than once been in the 
thick of Memphis price battling. And 
it’s more than once been accused of 
firing the first shot. 

Alvin Siteman, president of the 
company, puts a $500,000 ticket on 
the five multipumps slated for 
Memphis. The first four stations 
opened in February. They’re con- 
structed of crab orchard stone and 
redwood, with wide paved areas and 
remote pumping systems. The fifth 
station opened late in March. 


Gas for Florida 


EXCEPT for a small area around 
Pensacola, Florida is the only impor- 
tant section of the country not now 
served by natural gas. But the advent 
of gas may not be so far away. 
Currently before the Federal Power 
Commission is a certificate of con- 
venience and necessity for a Florida 
pipe line. The applicant—Houston 
Texas Gas & Oil Corp.—has met with 
considerable encouragement in a plan 
to supply natural gas to all Florida. 
A few days before President Eisen- 
hower turned thumbs down on the 
gas bill, officials of the company met 
with interested consumers in Jackson- 
ville. From this meeting, it seemed 
likely that the Houston company 
would go ahead with its Florida plan, 
regardless of the turn of events. The 
company has entered into a contract 
with Coastal Transmission Corp.— 
also of Houston—by which Coastal 
would have joint interest in the pro- 
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posed 1,527-mile pipe line. Capacity 
of the line, when completed, would 
be 520 Mcf/d, although average de- 
liveries of 370 Mcf/d are planned. 
Coastal has filed a separate applica- 
tion with FTC. 


TBA and the Courts 


LOCAL PRECEDENT could be at 
stake in a TBA case presently being 
appealed to the Florida Supreme 
Court. It started in Jacksonville, where 
dealer A. B. Wetherington brought 
suit against Orange State Oil Co., 
Cities Service subsidiary, and Orange 
State manager J. H. Hughes. Wether- 
ington charged conspiracy and re- 
straint of trade because his station 
lease was terminated, alleging that the 
cancellation had been made because 
he was handling goods other than 
those specified by Orange State. 
Wetherington lost the first round. 


The Midwest 





Circuit Court of Duval County found 
for the defendant, on the grounds that 
there was no restraint of trade. Now 
Shannon Linning, Wetherington’s at- 
torney, is asking the higher court to 
pass on the case. 


Price War Wrinkle 


A LOT goes on in Jacksonville— 
including, a good deal of the time, 
price wars. Most of them start in the 
usual way; somebody drops price on 
his A-board, and it’s off to the races. 
In mid-February, however, an inde- 
pendent company brought in a new 
twist. 

The innovator, Super-Test Oil Co., 
is based in Tampa—a market area 
that’s been thoroughly demoralized 
for months. Super-Test, which has 70 
stations in Florida but only one in 
Jacksonville, decided to cut price on 
regular from 26.9¢ gal. to 23.9¢ gal. 
at its Jacksonville station. Then it 
proceeded to announce its change 
(effective “until further notice’) with 
half-page advertisements in the Jack- 
sonville morning newspaper. 

After that unusual variation, the 
skirmishing ran more or less true to 
form. An independent dealer in the 
northern part of the city dropped his 
price, some major-brand dealers near- 
by followed suit, and the fat was in 
the fire. Within 24 hours the price 
drops were all over the city. 

Local marketers were not surprised. 
Said one jobber, ruefully: “When a 
gasoline retailer advertises a price cut 
in the newspapers, how can it help but 
make trouble?” —A.R. Henry 


Fasten Seat Belts, Please .. . 


THAT’S THE WATCHWORD in the 
Midwest, where a big new market for 
auto safety belts seems to be in the 
making. Manufacturers are saying 
sales through oil jobbers and service 
stations should hit new highs in the 
area this year. 

In the South, sales of do-it-yourself 
kits have been excellent all winter. Kit 
sales in the North are expected to 
echo the boom with the start of good 
driving weather. Northern marketers 
have been sitting on the sidelines all 
winter looking at samples and listening 
to the ballyhoo, but their interest in 
marketing the belts is genuine. With a 
good push, makers say, 1956 sales will 
beat last year’s by a wide margin. 

Rupert Parachute Co., Wheeling, 
Ill., expects to market one million auto 
seat belts in 1956. Carl Rupert, com- 


pany’s president, and president of the 
National Safety Belt Assn. said the 
market outlook for auto belts this year 
is “tremendous.” He describes 1955 
and 1954 as “healthy sales years” for 
his firm. 

But while sales will be good for 
some makers, Rupert sees 1956 as a 
shakedown period within the seat belt 
industry. 

For one thing, belt makers are com- 
ing out with a set of self-imposed 
standards that will put rigid require- 
ments on manufacturers. This will 
tend to rid the market of “junk” belts. 
Once standards are agreed upon, say 
the makers, they'll be ready to push 
minimum standards legislation in a 
number of states. 

Other bridges must also be crossed 
this year. The market reportedly has 
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“KS For ca E 


Jour Showcase 


—————— 


The NeW MARK E’ 


STEEL SERVICE STATION 


(MODEL SKF) 
MASTER-CRAFTED BY 


(OLUMBIAN 


SINCE 


Columbian’s new MARK E is the 
service station that combines at- 
tractiveness with the utmost in 
functional design. Every eye-catch- 
ing, traffic building feature has a 
definite purpose in adding to the 
station’s efficiency and profit po- 
tential. It is low in initial cost, 
quick to erect, easy to keep clean 
and completely salvagable for mov- 
ing. You can have single or double 
restrooms, add one or more lubri- 
toriums or expand it as your busi- 
ness requires. 


The large windows on the front 
and side give the MARK E 90% 
greater visibility over the driveway. 
It is a showcase for your TBA. 
Sloping inward, the front windows 
are non-reflective, for effective dis- 
play of the entire interior. With a 
36” wide marquee over the entire 
front, your outside displays — oil 
racks, beverage coolers and tires 
are clean and protected from the 
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weather. The 30” marquee at the 
sides provide a covered walk to the 
restrooms for the comfort of your 
customers and for cleaner floors. 


Mastercrafted of Steel by Colum- 
bian, the building is fire-safe and 
won’t warp, shrink, crumble or rot. 
It’s absolutely weather-tight, with 
the window and door frames fac- 
tory installed in the proper panels. 
The sidewalls are made of prefab- 
ricated 16 gauge steel panels, pre- 
punched for quick bolted assembly. 
Furring strips are provided for at- 
taching your interior finish. 


Columbian MARK E stations are 
offered in many standard sizes, any 
length of front but with a depth 
limitation of 36’. Columbian engi- 
neers will be glad to help you de- 
sign the building best suited to your 
lot size, location and _ individual 
needs. Full specifications on the 
MARK E will be sent on request. 


NCL 


New 16’ x 24’ MARK E Colum- 
bian Service Station. Note how the 
36” marquee protects the outside 
display, the 30” side marquee pro- 
vides a covered walk-way to the 
restrooms. The inward-sloping non- 
reflective windows give a clear view 
of your indoors accessory displays. 


Columbian Delivery 
Truck Tanks 


Designed for efficiency. Immediate 
delivery on these SM-56 truck tanks 
in standard sizes. Volume produc- 
enables Columbian 


tion to pass 


along big savings. 





Bulk Plant, Garage Buildings 
All-metal, sectional construction. Low 
erection cost, low maintenance mean 
savings on these fire-safe, rot-proof, 
weather-tight buildings. Columbian 
Steel Building Catalog ‘The Magic 
of Steel” lists sizes, types, photos, 
specifications. Write today. 





Write to: 


COLUMBIAN STEEL 
TANK CO. 


Box 4048-| Kansas City, Mo. 
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reached the point at which a maker 
must expand his facilities to keep up 
with sales, or fall behind the parade. 
Those with capital to finance plant ex- 
pansions and new equipment will be 
able to keep up, but they also must 
have cash to spend on more point-of- 
sale promotion, space advertising and 
attractive packaging. 

Seat belt accessories have already 
arrived. A retriever for auto seat belts 
has been patented; Auto Belt Co. of 
Chicago is considering marketing the 
device. ABC also is out with a sign, 


to be placed above the windshield, 
telling riders to “fasten your seat 
belts.” The sign is included with pur- 
chase of the belt. 


Leonard Sales Drive 


Expansion of the sales force and re- 
alignment of territories is the latest 
news from Leonard Refineries, Inc., 
Alma, Mich. The twin moves can be 
traced to Leonard’s recent merger with 
Mid-West Refineries, Inc., and Roose- 
velt Oil and Refining Corp. 


NOW! YOU CAN PUMP MORE-- 
astel With minimum effort 


RED JACKE 


Get easier performance and 
trouble-free service with Red 
Jacket’s 2-way sealed Hand 
Pump. It is now the easiest 
operating Piston Transfer Pump 


2-WAY SEALED 


“Mechanical Shaft Seal” —The 
only low cost pump with posi- 
tive shaft seal. Eliminates pack- 
ing leaks—no gland nuts, no 
replacement of packing. 


‘‘Weather Sealed’’— Linkage 
and moving parts are totally 
enclosed. No ex piston 
rod and handle linkage—not 
subject to exposure or deteri- 
oration. 


IMPORTANT TO REMEMBER— 


The ‘‘Mechanical Shaft Seal” 
(shown in circle below), ex- 
clusive on this apne is an 
added safety factor in handling 
inflammables. Made in var- 
ious models for handling 
petroleum products, alco- 

hol and other liquids on 
FARMS, INDUSTRY 

AND FOR GEN- 

ERAL USE. 


Send for Catalog No. 800 
for full particulars today. 


Red Jacket Manufacturing Co. 


PETROLEUM EQUIPMENT DIVISION 


1051 S. ROLFF STREET 


DAVENPORT, IOWA 


2-WAY SEALED 
HAND PUMP 


by 50%, with capacity of 25 gal- 
lons per 100 strokes. The only 
new development in hand pumps 
in years. 


SSP” 
Awoter® 
service 
products 


NATIONAI 


Leonard has also created a new in- 
dustrial division, and plans to market 
several new industrial products in the 
near future. Company spokesmen 
won’t reveal the nature of the new 
products, but it’s reported they may be 
in the petrochemical category. 

The expanded sales force won't 
mean extension of Leonard’s mar- 
keting territory, at least for the 
present. L. R. Kamperman, vice presi- 
dent and a director of Leonard, will 
be administrative head of the market- 
ing department (for other personnel 
appointments, see p. 234). Kamper- 
man’s staff will operate four divisions: 
Leonard, Midwest, Roosevelt, and In- 
dustrial. Public relations and advertis- 
ing will also be under Kamperman’s 
supervision. 

Kamperman says the new industrial 
products will stem from Leonard's 
research and development program, 
which has produced a number of spe- 
cialty products in the past. Leonard’s 
pipe line coating and patented fuel 
oil inhibitor are marketed nationally 
under a licensing agreement granted 
by Leonard. —Frank Holman. 


The East 


Hope For Jersey 


STATION MEN in New Jersey want 
State Senate Bill 82 to become law-—— 
they think it’s an instrument to end 
price wars and upgrade the type of 
dealer doing business in the state. The 
big test comes this month when S-82 
reaches the senate floor for a vote 
(hearings will have been held earlier). 
The bill will have the support of Wayne 
Dumont, senate president. 

Bill S-82 features several separate 
proposals made in the last two years to 
end price wars. They never got to a 
vote, because of public opposition. 

One proposal would license and ex- 
amine operators, attendants and auto 
mechanics on the basis of the training 
and experience to run stations. 

Charles Rabig, Jr., of New Jersey 
Gasoline Retailers Assn., which pro- 
posed S-82, says: “The way things are 
today, a ribbon clerk can open a gas 
station.” 

Fees from these licenses — Rabig 
says they’d be higher than the state’s 
$5-a-year fee for gasoline retailing 
licenses — would finance a statewide 
survey to determine the dealer selling 
cost. This, plus tank wagon, will set up 
the retail price. 

“It’s not a price-fixing bill,” Rabig 
says. “There will still be competition, 
and it’s possible that each brand could 
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be sold at a different price.” 

Dealers expect no overnight miracles 
from S-82. They know it will take time 
to get the licensing feature working 
and they expect the cost survey to take 
a full year. But they are willing to wait 
as long as necessary, because of the 
long-range benefits. “If the law is 
passed,” Rabig says, “it will give us a 
base from which to work, it will give us 
a step up and cut down on station 
turnover.” 

H. Bradford Graeff, of United Gas- 
oline Dealers of N. J., says his group 
“is automatically for anything that will 
help the dealer.” But Petroleum Busi- 
nessmen’s Assn., headed by Louis D. 
Bruno, wants a S5¢ gal. mark-up over 
wholesale and wants it fast. PBA is 
even going so far as to threaten a serv- 
ice station strike among its 1,000 mem- 
bers in the northern part of the state. 


Massachusetts Appeal? 


RETAIL Gasoline Dealers Assn. of 
Massachusetts is talking about appeal- 
ing an equity action it lost in Middle- 
sex County superior court. The group 
sought to restrain Clifton S. Lord, 
Everett station operator, from selling 
motor fuel below the cost-of-operation 
figure of 5.9¢ a gal. The association 
says Lord was violating the state’s 
below-cost sales act as it applied to a 
four-county area around Boston. 

Although he sells gasoline at 2.9¢ 
gal. below the state’s below-cost sur- 
vey figure, Lord proved to the court 
that he wasn’t selling under his own 
cost. In addition to selling fuel, Lord 
says he operates a lube business and a 
parking lot and that he pro-rates his 
cost equally among the three, although 
his income from each operation varies 
widely. He admits that charging two- 
thirds of his cost to lube work and the 
parking lot “would have the effect” of 
cutting his gasoline selling costs. 

While the Massachusetts association 
attacked this practice as “irrational and 
disproportionate,” the court said that 
the amount of dollars each returns is 
not the sole factor, that the factor of 
time is also to be considered. 

According to Frederick H. Moore, 
the association’s secretary, the ruling 
had no immediate effect on retail 
prices. Most of the stations, he says, 
are following the cost-of-operation fig- 
ure plus tank wagon. 

Moore says the association is con- 
sidering criminal action against vio- 
lators. The district attorney in each 
county would handle the cases, as 
called for in the state act. 


Here and There 


THANKS to spadework by Connecti- 
cut Petroleum Assn. and tests by 
Crown Petroleum Corp., Hartford job- 





ber, Nutmeg State oil men can now 
apply for a refund of state gasoline 
taxes—6¢ a gal.—for gasoline used to 
pump off fuel oil on a truck. The state 
will allow refunds on the basis of one 
gal. of gasoline consumed for each 
2,000 gal. of oil pumped. The refund 
isn’t automatic; jobbers have to apply 
for it and must keep proper records 
to show what gasoline they use. 
. .- Empire State Petroleum Assn. says 
chances are slim that the GOP-con- 
trolled legislature will hike gasoline 
and diesel fuel taxes this year. Tem- 





These pumps were spe- 


porary State Commission on Highway 
Finance suggests a 1¢ gal. hike—from 
4¢ to 5¢—for gasoline and a 1.5¢ a 
gal. boost—from 6¢ to 7.5¢—for diesel 
fuel. The commission also okays a 
$500-million bond issue for highway 
construction. A similar bond issue was 
defeated in public referendum last 
year, mainly because voters were told 
that the hikes would not be earmarked 
to retire the bonds. Under the new 
plan, motor fuel taxes would be used 
to pay off the bonds. 

—Cornelius Brodersen. 





cifically designed for installation on 

tank trucks. They provide economical 
installation and operation with their un- 
rivaled features of compact size, lightweight, 
and full-rated, smooth flow delivery at idling 


engine speeds. 


Maintenance time and expense is reduced to a minimum with “sliding 
vanes” which are “self-adjusting for wear,” and heavy-duty anti- 
friction bearings. The wearing parts can be replaced easily and 


economically. 


Choose pumps for your trucks from the complete Blackmer line. 


Sizes available: 114” thru 4”. 


liquid materials handling ® 








t”__ O<= Rana = 
BLACKMER 
Dkr } | Sh | 

INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK e ATLANTA « CHICAGO e GRAND RAPIDS e« DALLAS » WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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Every USS Steel Drum goes through 
three careful steps to make certain 
your product arrives at your cus- 
tomer’s door as pure as it left your 
plant. 

All surfaces of the drum body, 
head, and bottom are completely de- 
scaled, then purged with a strong 
alkali solution, removing all traces 
of dirt and grease. With the interior 
and exterior now immaculately 
clean, the drum is ready for a thor- 
ough coating with a special phos- 
phate formula that means long-term 
freedom from rust. Each of these 


steps is vitally important to quality- 
controlled shipping. They mean that 
nothing will happen to your product 
during shipment or storage that 
could nullify the results of your own 
rigid quality control measures dur- 
ing manufacture. 


USS Steel Drums are available in 
sizes from 214 to 110 gallons, either 
plain or decorated. If yours is a 
special case we have a wide 
variety of fittings and openings that 
are sure to meet your individual 
requirements. 


“It’s Better to Ship in Steel” 
UNITED STATES STEEL PRODUCTS 


DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 146, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. + Port Arthur, Texas 
Chicago, III. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


SEE The United States Steel Hour. It’s a full-hour TV program presented every other week by United States Steel. Consult your local newspaper for time and station. 


USS STEEL DRUMS @® 


UNITED 


“S TAT ES 


S$ ¥ € 8 tk 
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a now Ue every V2 seconds { 


40 tires a minute, 58,000 every day, 21 million 
a year! That’s tire volume through service 
stations! 

More replacement tires are sold through the 
nation’s 200,000 service stations than through 
any other sales outlet. 

Whose tires are being sold in such volume? 
YOURS? Your batteries, your accessories? 

Are you getting your share of this service 
station TBA* business? Know how to get it, 
where to start, who has to be sold? 

There’s a particularly effective method of 
soliciting this business . . . an inside track to the 


*TBA is the oil industry's designation for tires, batteries and accessories. 


men who decide what TBA items shall be sold. 

You can reach the decision-makers in oil 
jobber organizations and major oil companies 
through National Petroleum News. These men 
read NPN to get latest marketing and merchan- 
dising news; renew their paid subscriptions at the 
rate of 84.5% each year. Your direct approach is 
through the pages of National Petroleum News! 

To announce, introduce or promote TBA 
products, your first logical advertising step is a 
program in National Petroleum News .. . the 
oilman’s magazine for 46 years! 





Available free: Reprint of the TBA Directory and Buyers’ 
Guide in the 1955 NPN Factbook — 40 pages. 











* 
N at ion al THE McGRAW-HILL MAGAZINE OF OIL MARKETING 
Established 1909 * Published monthly 
[Zetroleum 


@® All-paid audited circulation 
Kiews 


NPN Factbook published as a 13th issue in May 
330 West 42nd Street, New York 36, N.Y. LOngacre 4-3000 
April, 1956 + 
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MAXIMUM LIGHT 
AT MINIMUM COST! | 


OSCAR PHILLIPS COMPANY 


5600 VINE STREET 
CINCINNATI 16, OHIO 
any 
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STAGE 


FIRST TIME IN TV 
Highly-rated network series 
now produced for first run 
local and regional sales! 
West Coast snapped up by 


Standard Oil of California. 
STAGE YP the first network dra- 
matic anthology of first run film m OTHER TOP TV SHOWS 
syndicated television, was immedi- ye pocorn 
ately snapped up by the STANDARD CHARLOTTE, N.\ be 40.9 
OIL COMPANY OF CALIFORNIA —— evadh conve | totes 
through BBD&O. Other than West DALLAS-FT. WORTH| Dravnet - 
Coast markets are still available. You — ee 
can be the first in your market with DAYTON $64,000 Questi 
STAGE 7. _ | Disneyland 
STAGE 7 
Get the “inside” remarkable rating aaa ye sr a | 
story. Wire collect right now for an a _|__ Talent Scouts 
advance private screening or to re- — | Sea atan 
serve your markets. 





STAGE 7 OUTRATES 


Sid Caesar 14.8 











High ratings everywhere! Brand-new film series 
being produced f syndication has same produc- 


“All Other Markets Available ee eae aa chen eas ee 


when produced for network! 


Milton A. Gordon, President Michael M. Sillerman, Executive Vice President Edward Small, Chairman 
177 Madison Avenue, New York 22 * PLaza 5-2100 

















April, 1956 * NATIONAL PETROLEUM NEWS 





the 1956 


National 
Petroleum 
News 


FACTBOOK :- 


including the WEBS Directory 
and Buyers’ Guide 


WILL BE PUBLISHED IN MID-MAY 


All NPN subscribers will receive a copy at that time. All 
others wishing to receive a copy of this oil marketer's 
reference annual had best order one now. Single copy 
price: $1.00. Write: 

Reader Service Department 

National Petroleum News 

The McGraw-Hill Magazine of Oil Marketing 

330 West 42nd Street, New York 36, N.Y. 


ADVERTISING CLOSING DATE 


APRIL IGth 


for the NPN FACTBOOK issue 


NATIONAL PETROLEUM NEWS * April, 1956 












‘SOL 


VISION-AID HEADLAMPS 


5040-S for 6 volt passenger cars 
5400-S for 12 volt passenger cars 
5440-S for 12 volt trucks and buses 











pouBLe YOUR 
DO SALES” 







NOW WITH EZ AIM PLATFORMS 
FOR USE WITH ANY APPROVED AIMING DEVICE 


The new improved Tung-Sol Vision-Aid Headlamp can be quickly 
adjusted with any — aiming device—or can be aimed visually. 
Three E-Z Aim Platforms, precision-molded on the face of the lens, 
provide contact points for all the new mechanical aimers. They assure 
accurate beam adjustment in a matter of minutes—even in broad 
daylight. These headlamps are fully interchangeable with all sealed 
beam headlamps of the same voltage. 

Car owners benefit from wonderful new safety features of all 
Vision-Aid Headlamps: The new, more powerful beam gives 80 
extra feet of seeing distance down the right side of the road; filament 
cap and new lens design improve visibility in rain, fog and snow. 

Most new cars and all earlier models are a big market for pairs of 
these safest of all headlamps—the Vision-Aid Headlamps with the 
E-Z Aim Platforms. See your Tung-Sol distributor for full details. 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Sales Offices: Atlanta, Columbus, Culver City, Dallas, Denver, Detroit, Melrose Park (Ill.), BH 
Newark, Philadelphia, Seattle. Canada: Montreal. . 
>) ae my 
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> MR RK 80 EXTRA FEET 
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Confusion over Multi-Octane Gasolines 


As Sun Oil experiments with five-grade fuel, 
it looks as if the public may need educating 


By HOLGER RIDDER 
NPN Automotive Editor 


ee OIL’s five-grade gasoline ex- 
periment (see p. 106) in Orlando, 
Fla., brings to the market place a 
problem that oil and automotive en- 
gineers have wrestled with for years: 
what is the most economical and 
satisfactory fuel to whet the varied 
appetites of all cars on the road? 

Under Sun’s system, the customer 
will have more say-so on the decision. 
But the customer’s privilege of greater 
choice in fuels places more responsi- 
bility on the oil industry to educate 
the car owner about the proper selec- 
tion of fuel for his car. And that’s no 
easy task. 

Because of differences in design, 
compression ratio and general operat- 
ing conditions, the fuel requirements 
of cars on the road may range from 
a low of around 80 octane for the 
oldest cars to a high of over 100 for 
the latest models. How many cus- 
tomers know what the octane require- 
ments of their cars are? 

Very few, probably. This conclusion 
is supported—in part, at least—by 
Statistics that show the percentage of 
gasoline sales in premium grade is 
greater than the percentage of so-called 
premium-grade engines on the road. 
Many car owners feel the highest 
quality fuel is best, regardless of what 
the car’s octane requirement may be. 
But in numerous instances, high 
quality fuel is wasted, because the en- 
gine is not designed to utilize all the 
quality in modern premium fuels. Of 
course, the older the car, the less likely 
the owner is to buy premium fuel. 

Wanted: a program—This situation 
seems to point to a need for an in- 
dustry-wide educational campaign on 
engine Octane requirements, what they 
mean, and how to relate them to each 
motorist’s car. Obviously, the program 
will have to be general in nature, with 
no effort to pinpoint octane require- 
ment to a gnat’s eyelash for every 
make of car. That would be impos- 
sible. 

The auto companies, at this early 
stage, hint they might consider being 
more specific in their fuel recom- 
mendations—if the car owner stands 
to benefit by being able to buy a fuel 
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relatively close to the grade his car 
can use best. 

But the car makers can go only so 
far, because even identical engines can 
vary as much as five octane numbers 
or more. Therefore, the best that could 
be expected would be establishment of 
a recommended range. Then the cus- 
tomer would have to experiment on 
his own car to find the best fuel. 

This is only the beginning of the 
educational and customer relations 
problem. 

Complications—Suppose two neigh- 
bors patronize the same service sta- 
tion. Both have purchased new Fords 
of identical engine design and model. 
Assuming a multiple-grade fuel system 
is in operation, the owner of one Ford 
buys an 80-octane fuel and pays 30¢ 
a gal. for it. His car runs fine—no 
ping, no knock, good performance. 

His neighbor, with the same car, 
buys the same fuel—but his car 
knocks and performance is poor. The 
service station attendant tells him he 
will have to go to an 88 octane fuel 
to get good performance, and it will 
cost him about 2¢ a gal. more. 

That Ford owner is going to be un- 
happy either with his service station 
man or the Ford dealer, unless he has 
been told the reasons for the disparity 
in fuel requirements between various 
cars of the same make. 

But explaining that is not as easy 


as it may seem at first glance. Ray- 


mond I. Potter, supervisor of fuels 
and lubricants in Ford Motor Co. en- 
gineering research, reports on a survey 
of 1955 production-line Ford V-8’s. 
Fifteen engines were tested, and 
showed an average octane requirement, 
when new, of about 85. The octane re- 
quirements ranged from a low of 80 
to a high of 88. 


One of the 15 had on octane re- 
quirement of 80, while two had 88 
octane requirements. This is a normal 
situation with any make of car, and 
is not peculiar to the Ford line or any 
other. But it’s tough to explain to a 
layman who has to pay for the dif- 
ference in fuel appetite. 

But assume this initial difference in 
octane requirement can be explained 
away. What happens after several 
thousand miles of driving? Further 
changes take place and the car owner 
finds he must change the diet for his 
car for best performance. 

Potter reports that after 3,000 miles 
of driving, the Ford with a clean re- 
quirement of 80 octane now needs an 
86 octane fuel. One of the 88 octane 
engines remained at the same level, 
but the other rose to about 89. So at 
this point the owners of the 88’s may 
feel pretty good. But the owner of the 
80 octane car might be a bit upset 
because he has to buy a fuel that may 
cost him an extra cent per gal. 

Now let’s see what Potter reports 
at the end of 6,000 miles. 

The original 80-octane engine now 
has jumped to about 91. Under the 
five-grade fuel system, that would 
represent quite a jump in grade and 
price from an 80-octane beginning. 

Meanwhile one of the 88 engines 
has dropped to about an 85 require- 
ment, while the other one has gone 
up to 91. 

This unpredictable behavior is a 
phenomenon well known to oil and 
automotive engineers. But at the mar- 
ket place—to the average service sta- 
tion attendant and to the car owner 
it is difficult to understand. It all adds 
up to a gigantic educational chore. 

Will there be cooperation between 
the oil and automotive industries to 
do the job? Or does the task stack up 
as too big to undertake, leaving the 
multiple-grade fuel system in danger 
of dying a natural death? 


Cut-Off May Help Los Angeles Solve Smog Problem 


MANDATORY installation of smog- 
control equipment on cars in the Los 
Angeles area will soon be possible, if 
political conditions permit. The auto 
industry has come up with a device 
that will effect at least a 50% reduc- 
tion in the emission of unburned hy- 
drocarbons through the exhaust. It is 
designed so that fuel flow through the 


carburetor is cut off when the driver 
takes his foot off the accelerator. 

Los Angeles’ 2.5 million car owners 
will spend up to $37.5 million on its 
installation, much of it in service sta- 
tions, if the authorities adopt the de- 
vice. The cut-off may, however, reduce 
the quantity of fuel consumed in city 
driving. ® 


NATIONAL PETROLEUM NEWS °* April, 1956 








package 
porcelain enamel service stations 


Above are four actual “‘package’’ service stations built of Avoncraft 
Porcelain Enamel for four major oil companies. These stations represent 
a trend in modern marketing methods . . . Avoncraft Porcelain Enamel 
Service Stations are completely pre-fabricated, delivered to the site, and 
assembled and erected in the field. For durable sales appeal, inside and out 
..- for economy, and for simplicity of maintenance, Avoncraft ‘‘package”’ 


service stations are outstanding. 


Our Avoncraft Engineers are at your service . . . write: 


ssectural pr ducts 
architectural pre a division of 
yield AVONDALE MARINE WAYS, INC. 


P.O. Box 1030, New Orleans 8, La. 


April, 1956 * NATIONAL PETROLEUM NEWS 








BLENDING 
OCCURS HERE 


i | 


SUN’S NEW CUSTOM BLENDING PUMP 
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SCHEMATIC shows dispenser’s tank-to-nozzle mechanics. Extra dials, gages .. . 








. . provide ‘Christmas tree’ look 


Inside Sun's ‘Custom-Blending Pump 


Spies MADE “custom-blend- 
ing” pump (pictured above) is the 
heart of Sun Oil Co.’s Orlando, Fla., 
experiment with tailor-made gasoline. 
The new pump enables Sun dealers 
there to offer customers their choice 
of gasolines with five different octane 
ratings. (See other story on page 106.) 

Sun’s pump was built to its own 
specifications by the Wayne Pump 
Co., in Salisbury, Md. Sun has applied 
for patents on the key components. 
Even so, most pump manufacturers 
say they’re ready to build similar 
pumps if Sun’s unique experiment is 
successful. 

“We’re assuming Sun would license 
others to make the pumps,” says one 
pump manufacturer. 

How It Works—Sun’s pump de- 
livers the five grades by mixing stand- 
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ard-price Blue Sunoco gasoline with 
varying amounts of a special octane 
concentrate. As shown in the diagram 
above, the pump draws both gasoline 
and the concentrate from two separate 
underground tanks. The two products 
flow through separate lines to a unique 
blend control valve; then through 
separate hoses, one inside the other, to 
the nozzle where actual blending oc- 
curs. 

Key to the mixing operation is the 
blend control valve. It regulates the 
proportion of fuel drawn from each 
tank. Linked with this is a special 
mechanism which sets the computer at 
any one of five different prices per 
gallon. Sun has applied for patents on 
both of these devices. 

The pump also includes two con- 
ventional pumps, motors and meters. 


To operate the pump, the station 
man turns the blend selector lever to 
the desired blend. This actuates the 
blend control valve, locking in the 
right proportion of both fuels; and 
also sets the proper price. 

The two pumps start in unison from 
a single switch under the hose nozzle 
hook. Each pump delivers its separate 
product to the blend control valve, 
where proportions are precisely reg- 
ulated. The two streams then flow 
separately through the dual hose, mix- 
ing at the nozzle. 

Sun officials say the pumps are easy 
to operate. And reports from dealers 
in the Orlando area bear them out. 
One dealer told NPN, “It’s a snap. 
Just turn the lever, press the switch 
and presto—tailor-made gasoline.” 

Some marketers have asked pointed 
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questions about whether unscrupulous 
dealers could tamper with the mech- 
anism and short-change the motorist. 
But Sun officials indicate they believe 
it would take a skilled technician to do 
this. 

Others have raised questions about 
the durability of the pump’s mecha- 
nism. One marketer says, “The blend- 
ing pump will turn out to be an abor- 
tion. You can’t keep it in good enough 
condition to maintain precise propor- 
tioning.” 

Other parts—The pump uses a con- 
ventional Veeder-Root computer, plus 
some novel accessories. Five oversized 
price-per-gallon indicators are painted 
in bright contrasting colors for high 
visibility. A tower on top of the shell 
houses a pair of visible flow gages with 
extra large wheels. Each spins at a 
different rate of speed. The speeds 
change to correspond with fuel pro- 
portions. 

Ihe fuel blend numbers, 200, 210. 
220, 230, and 250, appear above each 
price-per-gallon window. The blend 
number being pumped shows up in 
a special window in the dial face. 

Cost—Sun won't reveal what the 
test pumps cost. Only 18 have been 
made so far. (Seventeen are being used 
in the Orlando experiment; the other 
remains at Sun’s Philadelphia head- 
quarters.) Nor will the company esti- 
mate what the blending pump would 
cost if it were mass produced. Chances 
are there won’t be any more built until 
Sun has had time to study the results 
of its experiment. 

It’s obvious, however, that the 
blending pumps would cost far more 
than standard $400 gasoline pumps. 
A price for the new pump would have 
to cover an additional pump, motor 
and meter, plus the blend control 
valve and the mechanism that links 
the valve with the computer and selec- 
tor lever. 

The tower on the pump shell, which 
houses the large flow gages, might be 
considered optional equipment. And 
the pump would operate as well with 
conventional visi-gages, or with none 
at all. The extra wheels were added 
mostly for customer viewing. 

New Idea?—An official of a small 
Midwestern oil company says his firm 
experimented with a similar blending 
pump several years ago, but decided it 
was too expensive. 

And recently, Bowser, Inc., has 
been exhibiting an Italian pump that 
blends motor oil with gasoline, in pro- 
portions of 3% to 10%. This pump 
was designed to provide a mix for two- 
cycle engines, which are quite popular 
in Italy. There’s been some talk of us- 
ing similar pumps in this country at 
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marine stations that service two-cycle 
outboard motors. 

“Blending pumps of the Italian type 
have never been in demand in this 
country,” says one pump company 
official. “But they could be easily pro- 
duced in our plants, and I assume the 
special Sun pump would offer no in- 
surmountable problems.” 

“We'll wait to see how the Orlando 


What's New in 


i?) EQUIPMENT 


test turns out,” says another pump 
man. “Results there will tell us whether 
it’s worthwhile for us to start work on 
blending pumps.” 

Meanwhile, most of the pump man- 
ufacturers and the major oil com- 
panies have their engineers studying 
blending pump operation, in case the 
motorist decides he likes a wide range 
of octanes to select from. a 
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Low-cost vacuum cleaner 


. is said to be lightweight and easy 
to move over bumps, steps and in- 
clines. Mounted on two 8-in. wheels 
and a full swivel caster, Doyle Model 
15 has a 13-gal. rounded, seamless 
bottom tank. Can be instantly con- 
verted to a blower delivering high 
velocity filtered air. Doyle Vacuum 
Cleaner Co., 250 Stevens St., S.W.., 
Grand Rapids 2, Mich. 

Circle No. I on Coupon, p. 194 


New tandem drives 

for heavy-duty service are now 
available from Clark Equipment. One 
of two new units has a 28,000-lb. 
ground loading capacity, with an over- 
the-end static loading of 48,000. The 
other is in the 45,000 to 50,000 
ground loading range, with an over- 
the-end static rating of 72,000 to 90,- 
000 Ibs. Clark Equipment Co., Axle 
Div., Buchanan, Mich. 

Circle No. 2 on Coupon, p. 194 


Protective mat 


... for use at fuel oil fill pipes is made 
of low-cost, oil-absorbent, disposable 
pulp board. Prevents damage to lawn, 
shrubs or building exterior. Also pro- 
vides a keep-clean working space for 
parts and tools during oil burner 
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service or installation work. For fill 
pipe use, a perforated disc is pushed 
out, leaving an opening that accommo- 
dates all nozzle sizes. Sterling E. Nor- 
cross, 19 Osborne St.. Bloomfield, N.J. 


Circle No. 3 on Coupon, p. 194 


O-Ring seals 
. are molded from a new synthetic 
rubber compound developed especially 
for fuel oil service. The manufacturer 
says the product has undergone tests 
with six different fuel oils, and has 
Underwriters Laboratory approval. 
Parker Appliance Co., Rubber Prod- 
ucts Div., 17325 Euclid Ave., Cleve- 
land 12, Ohio. 
Circle No. 4 on Coupon, p. 194 


Wash rack jack 

provides faster and more con- 
venient method for washing rear 
wheels, according to the maker. The 
jack handle raises a large saddle to 
contact differential housing and raise 
rear wheels enough to permit rotation 
for hand washing. Built-in wheel 
chucks automatically position the 
saddle under the differential. Weaver 
Manufacturing Co., 2171 S. 9th St., 
Springfield, IIl. 

Circle No. 5 on Coupon, p. 194 


Motor analyzer 

. that presents a visual pattern of 
the ignition circuit (NPN—June °55, 
pl68) is now ready for the market. 
When hooked to a running engine 
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= equipment 


with two spring clamps, parallel pat- 
terns for each cylinder immediately 
appear on a built-in 5-in. “television 
screen.” Pattern variations reveal faults 
in plugs, condenser, coil or distributor, 
all at same time with single hook-up. 
Made under license from Socony Mo- 
bil Oil Co. Price $725.00. Allen B. 
Du Mont Laboratories, Inc., 750 
Bloomfield Ave., Clifton, N.J. 


Circle No. 6 on Coupon, p. 194 


Motor tuner 
called the “Dyna-Vision” is 

claimed to be an adaption of equip- 
ment heretofore used only in labora- 
tories. The device pictures on a tele- 
vision screen all the functional 
elements that govern the process of 
combustion. Heyer Industries, Inc., 
471 Cortlandt St., Belleville 9, N.J. 

wz. CirclE No. 7 

re 
Automatic ground control 


. . . for loading rdcks checks the ade- 
quacy of all grounds and/or bonding 
connections, and if it finds them un- 


ons Coupon, p. 194 


e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


Your inquiry will be forwarded to the manufacturer. Void after July, 1956 


satisfactory, automatically stops load- 
ing operations. Units can also safe- 
guard airplane fueling and the han- 
dling of flammable liquids in refineries 
and chemical plants. Small and light 
in weight (15 Ibs.), the unit is said to 
be easy to install and to cost little to 
operate. Cost is $287.00. The Hewson 
Co., Inc., 443 Broad St., Newark 2, 
NU. 


Circle No. 8 on Coupon, p. 194 








High flow filter 


. with cleanable bronze filter ele- 
ment for handling bulk liquids, can 
be furnished for filtering out solids 
from 80 microns down to 6.5 microns. 
Company engineers will submit filter 
specifications to meet particular re- 
quirements. Arrow Tools, Inc., 1948 
§. Kostner Ave., Chicago 23, Ill. 

Circle No. 9 on Coupon, p. 194 
Throw-away lamp 
... for trucks is an all-piastic sealed- 


beam unit designed specifically for 
high-cube truck bodies. Claimed to ex- 
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ceed all legal requirements. Phosphor- 
ous bronze contacts, solidly embedded 
in plastic, are an integral part of the 
lamp, said by the maker to eliminate 
conventional J-type slot socket. Truck- 
Lite Co., Inc., 508 N. Main St., James- 
town, N.Y. 


Circle No. 10 on Coupon, p. 194 





Drum truck 


. called the EZY-ROL Barrel cart 
is said to make it easy for one operator 
to place heavy drums on pallets. De- 
sign allows the truck’s shoes to be 
placed on the edge of the pallet so 








@ A. O. Smith Corp. is deliver- 
ing eight Model OH-100 overhead 
gasoline dispensers to the General 
Petroleum Corp. The unit was 
designed by the Roulac Co. and 
the eight dispensers are for GP’s 
“Service Station of the Future” 
at Disneyland, Los Angeles. 
Shown in photo is W. E. Steen, 
Smith’s chief engineer. 
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INDIANA 








Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indi p li 4, Indi 











IOWA 








TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
3923 E. (4th St.. Des Moines, iowa, Phone 62-1975 
Member N ! Ol Equi it Jobber Association 











MISSOURI 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


519 Southwest Bivd. KANSAS CITY 8. MO 
Phone HA-2335 


Member National Ol! Equipment Jobber Associatio: 








NEW JERSEY 





EQUIPMENT 
for the 
OIL INDUSTRY 
s 


Rebuilt 
PUMPS—METERS—REGISTERS 
e 
PARTS FOR MOST PUMPS 
* 
TEN HOEVE BROTHERS 
359 Mclean Bivd., Paterson, 3, N. J. 











NEW YORK 





EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y 


STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe & Fittings, Brunner Air Com- 
pam, ranberg Meters G Pumps, Phil- 
ips Lights, Adamson Oil Storage Tanks, 
ECO ireflators, Ever-Tite Couplers, 
Rectorseal Pipe Dope, Tokheim G Bennett 
Farm Pumps 


VERN CLAPP 


(Big-shos Of) 
GASOLINE & OIL EQUIPMENT DiV'SION 











THERE'S A G boy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


LANCASTER STEEL PRODUCTS MFG. CO. 


Lancaster New York 
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that in one forward motion the drum 
can be elevated to the pallet with a 
minimum of effort. Valley Craft Prod- 
ucts, Inc., 770 Jefferson Ave., Lake 
City, Minn. 

Circle No. 11 on Coupon, p. 194 





Lube pump 
. . . by Aro is designed to deliver 
more lubricant with fewer strokes and 
less use of air than in single-cylinder 
| pumps previously available. Aro AL- 
| 207 pump is claimed to recover pres- 
sure instantly on both up and down 
strokes, eliminating loss of time be- 
tween piston cycles. It is completely 
sealed, requiring no lubrication, and 
warranted free from defects for 10,- 
000 lube jobs or three years, which- 
| ever occurs first Aro Equipment Corp.., 
Bryan, Ohio. 
Circle No. 12 on Coupon, p. 194 


Floor mount hoist 

. . . Can be installed anywhere, says 
the maker, by simply bolting its base 
plate to the floor. Globe claims its 
FM-27 model embodies all of the 


NEWS 


NEW YORK 








RENICK & MAHONEY, INC. 
380 Second Avenue 
NEW YORK 10, N. Y. 
Service Station Equipment 
Bulk Plant—Truck Tank and 


Member of National Association 
Of Oil Equipment Jobbers 








OHIO 








EQUIPMENT SALES CO. 
164 € 


Air, Oil, Hydraulic and Gas 


Hose and ling Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Po 


Rutledge Service Station Fleod Lights 
GGB Equipment—Buckeye Valves & 
Fittings 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA, 30 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
MEMBER NAOEJ 





WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 





WISCONSIN 





JABAS EQUIPMENT COMPANY 


Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 
Complete Sales Service 
1226 Velp Ave Green Bay, Wisc. 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 

















features of the company’s standard 
“Frame-Kontact” hoist. It’s designed 
to handle all passenger cars, including 
foreign cars, sports cars and autos 
with unitized bodies. Comes equipped 
with Globe “Continental Adapters.” 
Globe Hoist Co., E. Mermaid Lane at 
Queen St., Philadelphia 18, Pa. 
Circle No. 13 on Coupon, p. 194 


Drum storage rack 


. using the trade name of Rak-A- 
Tier can be built up as high or as wide 


Here’s trucking AUTOMATION that 
lets you combat 


as desired. Handles a variety of drum 
sizes. Open ends make drums directly 
1110 Bethle- 


accessible. Artco Corp., 
hem Pike, Flowertown, Pa. 


Circle No. 14 on Coupon, p. 194 


Hot-oil hose 


. made of synthetic rubber, 
wire and glass fiber, 
oped for use in construction of 
phalt and tarvia-type roads. Said 
out-perform all 
viously developed for 


High Cost Hauling 


Cost saving way to handle such items 
as bottled air and gas, beverages, 
diapers, wet wash, etc. A Lift gate 
installed on one or both sides or end 
of semi-trailers gives great flexi- 
bility to many pickup and delivery 
operations. 


» 
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ANTHONY LIFT GATES 


FOR 3/ TON and Larger Trucks and Semi-Trailers 


Model No. 144 handles loads up 
to 1000 Ibs. Cuts loading and 
unloading time 50%. 


Model No. 145 handles up to 2000 
Ibs. on 1¥%2-Ton and larger trucks 
and semi-trailers. 


Model No. 146 handles up to 4000 
ibs. on heavy trucks and semi- 
trailers. 


If high freight rates and costly delivery 
services are Cutting a swath out of your 
profit picture, here are five ways you 
can offset them. 


Speed up deliveries. 


Develop faster, easier ways of load- 
ing and unloading trucks. 


Systematize handling of bulky, awk- 
ward, heavy shipments. 


Prevent damage to goods, yet make 
it easier and safer for drivers to 
handle most shipments alone. 


5. Help drivers contribute to the satis- 
faction of the receiver. 


All of these advantages are yours when 
you install Lift Gates on your trucks. 
We will be glad to recommend the 
systems, the size and type of Gate best 
suited for your work. 


Write, wire or call us today—no obli- 
gation. One of our representatives is 
nearby. Dept. 5612 


OTE ANTHONY COMPANY 


Streator, Illinois 


steel 
has been devel- 


types of hose pre- 
handling hot 
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road oil. Available with inside di- 
ameters of 34 in., | in., 14% in. and 
2 in. Working pressure 250 psi. Price 
range from $121.34 to $488.94 for 
100 ft., depending on diameter. 
Hewitt-Robins, Inc., Stamford, Conn. 


Circle No. 15 on Coupon, p. 194 


New impact wrench 
. Called the CP-724 Pacesetter, pro- 
vides an electric reversible tool where 
Y2-in.-square drive sockets would 
normally be used. Nose section is 
slenderized for close quarter work. 
One-finger control eliminates need to 
use free hand to reverse, safety switch 
prevents accidental reversing while 
tool is operating. Can be equipped 
with accessories to ream, tap, drill, 
drive screws, operate stud drivers, 
sleeve pullers, gear pullers and mas- 
onry drills. Set includes wrench, 15 ft. 
of cord, set of 12-in. to ™4¢ in. sockets. 
Chicago Pneumatic Tool Co., 6 E. 

44th St., New York 17, N.Y. 
Circle No. 16 on Coupon, p. 194 


LP-Gas trailer 

. is built of a new high-strength 
steel alloy. Unique design is said to 
provide a working pressure of 265 
psi. and to exceed all state and ICC 
requirements. Shown here is 9,080 
water-gal. unit. Great Dane Trailers, 
P.O. Box 1007, Savannah, Ga. 

Circle No. 17 on Coupon, p. 194 


High-pressure grease pump 

. Starts pumping at the top of the 
container and works its way down. 
Said to eliminate contamination, aera- 
tion and channeling. Scrapes the sides 
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of the drum clean, eliminating hand 
cleaning. Called the “Topper,” it’s 
claimed to pump all heavy-duty 
greases with a minimum of milling 
and churning. Gray Co., Inc., 1037 
Sibley St., N.E., Minneapolis 13, 
Vinn. 


Circle No. 18 on Coupon, p. 194 


Large-size wipers 


. of disposable paper are available 
for shop use in “pop-up” packaging. 
The product offers a fresh, lint-free 
wiper for every job, with no danger 
of filings or grit retained from pre- 
vious use. Scott brand No. 59 is a 
larger version of the original wind- 
shield wipers, Scott brand No. 58. 
Scott Paper Co., Chester, Pa. 


Circle No. 19 on Coupon, p. 194 


Leakless pumps 


. to handle gasoline or other haz- 
ardous liquids are available with ca- 
pacities up to 500 gpm. The pumps 
utilize the canned motor principle and 
require no packing or mechanical 
seals. Two lines of pumps are avail- 
able, one for use with motors up to 
two horsepower and the other for 
motors over two horsepower. Allis- 
Chalmers Manufacturing Co., Mil- 
waukee 1, Wis. 


Circle No. 20 on Coupon, p. 194 


Manufacturers... 





Gilbert & Barker is introducing a 
gasoline pump with two new design 
features. 

First, the new frame is made of a 
single piece of heavy rolled steel. It 
forms not only the chassis, but also the 
top and sides, eliminating the usual 
corner posts, bolted-in shelves, joints 
and inner canopy. It is only 8-in wide. 
Pump, air separator, meter, computer 
and sump are mounted on an inverted 
“L” frame, which makes unit replace- 
ment feasible. 

Second, the two-section door panels 
are die-formed to make a_ wrap- 
around shell enclosing the pump’s 
working parts. When the doors are 
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off, servicemen have workbench ac 
cessibility to parts right on the pump 
island; the narrow frame makes each 
component easy to reach. Gilbarco ex- 
pects the two-section feature to cut 
damage costs, since it is the lower half 
ot pump shells that careless drivers 
most often scrape. In the new model, 
the top half need not be repaired or 
replaced. 

A new merchandising feature is the 
lower section’s translucent plastic face. 
Gilbarco | 23-sq-in 


says its area Is 


equipment —j 


three times larger than current brand- 
identification panels, and that simple 
designs on it can be read up to % of 
a mile away. 
7 

\ big celebration marked the recent 
opening of the new Wayne Pump Co. 
plant at Salisbury, Md. The company 
invited everybody for open house 
ceremonies, including state officials. 
manufacturing executives, members of 
the press, employees and the local 
public. About 2,000 people attended. 
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| ER NEW 
| Ano en Oil Company 


| 7 . 
') Loading Rack in Action ... 


(Med wr @ 


4 


See ee ae 


vs 


operating with OILCO 





To meet the requirements of the in- 
dustry—distributors, bulk plants and 
marketers—Oilco has perfected this 
assembly of extreme long range—a 
new loader which, without re-spot- 
ting, loads transports and tank cars 
in a jiffy. No intricate mechanism. It 
Joes its work quickly, easily and 
efficiently. 

This Spring-Matic assembly in- 
cludes Ne. 150 self-closing, shock- 


LONG-RANGE LOADER \ 


proof loading line valve, and two 
Model 857 swing joints equipped with 
TIMKEN tapered roller bearings to 
insure positive alignment and greater 
friction-free load capacities. 

The above illustration shows a 
new, modern installation employing 
24 of these new Spring-Matic loaders 
on two racks, performing the job for 
which it was intended and doing it 
well. 


Write for Folder A-7 for complete description 


OIL EQUIPMENT MANUFACTURING CO. 


INCORPORATED 
3100 VERMONT AVE., LOUISVILLE 11, KY. 
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The Best I 
Only AV E R-Tl T E Quick oplings 
can make all these claims 


t 


Superior quality 
—precision machined 


Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
—greater 
economy 


Stainless 
Steel pins 
—greater 
safety and 

longer 

service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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NS a : 
————""" STATIONMASTER 


15° Wide Angle Horizontal ‘'T"’ Light 
> A New 
Design 


Combines graceful styling... finest 
engineering... extra rigid, extra solid, super 
tough, one-piece body... built like a bridge— 
will not sag... weather sealed— 
fully gasketed... produces more glare-free 
natural light without harshness... 
has fully adjustable sliding pole fitters. 

Send for Catalog 


in Station 
Lights! 


COMPCO coRPORATION 


2251 W. St. Paul Ave. 
Chicago 47, Illinois 


(Continued from p. 197) 


Girls on the office staff acted as 
hostesses. They took visitors in groups 
of ten on a plant tour to see manu- 
facturing Operations in actual progress. 
At key points Wayne workers ex- 
plained the processes under way. 

Gov. McKeldin of Maryland made 
a speech congratulating Wayne on its 
contributions to the prosperity of 
Maryland’s Eastern Shore, and to 
American industry in general. W. H. 
Bateman, Wayne president, explained 
how the new facilities double the 
capacity of the Salisbury plant. 

Most notable of the new facilities 
is a system for finishing and painting 
that includes continuous spray-type 
Bonderizing, flow coating and electro- 
static spray painting. Included is a 
new pressurized air-control system in 
the paint shop to prevent accumula- 
tion of dust on finished work and new, 
modern ovens for baking enamel to a 
higher uniform finish. 

e 


Continental Can Co. has arranged 
with Southern Pacific Co. to acquire 
about 40 acres of industrial property 
in San Leandro, Calif., for future de- 
velopment. Plans for new manufac- 
turing facilities are being prepared, 
with construction expected in 1957. 


Krueger Sentry Gauge Co., Green 
Bay, Wisc., has appointed Arnold Lin- 
zer and Associates, 1150 Broadway, 
New York I, N.Y., as representatives 
for metropolitan New York, New 
Jersey and Philadelphia areas. Linzer 
was formerly representative for an as- 
sociate company, Kreuger Metal Prod- 
ucts, in the same area. 


Personnel... 





Earl Hudson 
has been named 
general manager 
of the new Rock- 
well Manufactur- 
ing Co. meter and 
valve plant at 
Porterville, Calif. 
He has been with 
Rockwell since 
1937, most re- 
cently as assistant 
general manager 
of the plant at DuBois, Pa. 


Farl Hudson 


Elston J. Tribble and Aloysius M. 
Tullo has been made vice presidents 
of the Worthington Corp. Tribble was 
formerly assistant vice president for 
manufacturing. He will now have 
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general supervision of a group of 
Worthington operating divisions re- 
cently organized under a decentraliza- 
tion program. Tullo will continue as 
general manager of Worthington’s 
largest division at Harrison, N.J. 

° 

Chad J. Potter has been elected 

vice president of Weil Sales & Service 
Co., Chicago, manufacturers and dis- 
tributors of service station equipment. 
Potter was formerly general manager 
of the Muffler Corp. of America. He 
will have charge of product develop- 
ment, production and purchasing. 

e 


William A. 
Brown, Jr., has 
been made gen- 
eral manager of 
the Alemite and 
instrument _ divi- 
sion of Stewart- 
Warner Corp., 
filling the vacancy 
created by the re- 
cent death of 
Frank A. Hiter. 
Brown formerly 
was president of the Liquid Carbonic 
Corp. 


W. A. Brown 


.. Sinclair R. J. Ario 


J. W. Smith 
has been appoint- 
ed eastern sales 

red manager for the 

, industrial —_ prod- 

> ucts division of 
Goodyear Tire & 

Rubber Co., suc- 

ceeding A. OO. 

Schilling, recently 

promoted to head 

J. W. Smith of the  depart- 
ment. Smith was 

previously manager and assistant man- 
ager at Chicago. J. L. Sinclair, mana- 
ger of Goodyear’s Industrial Products 
district office in Cleveland, is being 
transferred to the Chicago district as 
manager. Replacing Sinclair at Cleve- 
land will be R. J. Ario, who has been 
serving as Charlotte, N.C. district man- 
ager since 1952 * 
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For L. P. Bulk Storage 
Leading Firms Pick 


There are over 250 SYSTEM 
NELSON bulk plants for the 
storage of LP Gas and Anhy- 
drous Ammonia located in 25 
states. Take advantage of our 


experience and get extra value 


and service on your next stor- EDWARD S. NELSON, Ltd. 
Clarksdale, Mississippi 


age problem. Contact us for a 


meeting with an experienced ] 
storage engineer. 


heen TANE LP G. 


___FOR FARM » HOME an INDUSTRY 


THE LEADING NAME IN THE BULK STORAGE FIELD! 








DISPENSES OIL — 


5 QUARTS in 15 SECONDS 


No rotary pump 
<== No crank 


No drip 
No rewind 


C — : ed . 
Lower operating costs 


——————S—— : 
‘ Lower maintenance costs 


c ; Bigger oil sales with 
— ATR-BOY AUTOMATIC DISPENSER 


Four models of Air-Boy dispensers—1l, 3, 4 or 6 spigots—holding 60 
gallons per spigot, give fast clean service from the same space your old 
oil highboy now occupies. Handsomely enameled, chrome finished. Oil 
products are dispensed faster, neater and easier. Over 9,000 in use by 


major oil companies. q eee 
’ P Selected territories open 


Please send me information on the Air-Boy 
A { 4 = B 0 Y Automatic Dispenser. 


Manufacturing Company 
265 Tehama St. Company 


San Francisco 3, Street 
California 


Name 
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A NEW UNBREAKABLE 


FOR ASPHALT, RESINS 
AND SIMILAR PRODUCTS 





NEW HI-STRENGTH 


PHILADELPHIA VALVES 


CAN BE FREED 


WITH A 36-INCH WRENCH 


WITHOUT DAMAGING 


THE VALVES 








There are no weak links, no screw exerts a force of 48,0004 


pins that will shear, no threads on the dise, either to open it 
that will strip or shafts that : or close it—a force which will 
will twist off, nor any other . , break loose any product that 
part that will fail under severe | | (le ya has solidified. All parts are 
load conditions. -_— ~" f made of steel or manganese 
This valve was designed so a : “ bronze with alloy steel bolts. 
that if the product solidifies it ste Ai, \ self-tightening stuffing box 
can be broken loose without b =—— is provided at the top. 
ruining the valve. Two men ~~~ ye In spite of all these features, 
pulling with a force of LOO# re there is no unnecessary metal 
each at the end of a36” wrench ' “ and weight in these valves. 


on the square hub on the wheel Specify Philadelphia Valves on 
New Hi-Strength Philadelphia Valves . 
are made in 4” and 6” sizes for either 
Under these conditions the in-ernal or external installation. your troubles. 


will not damage the valve. your next asphalt tank and end 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA S34, PA. 


Pacific Coast Distributors 


Oil Marketing Equipment Company, 325 Fremont Street, San Francisco 5, California 


Howard Supply Company, 5125 Santa Fe Avenue Los Angeles 11, California 
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PUROLATOR MICRONIC® FILTERS used by New Jersey Oil Distributor 
Joseph D. Forte are pedestal type with flow rate of 300 gpm 


“| know my fuel’s clean 


“Despite rust which may develop in storage 
tanks or pipes, my fuel is always clean when 
it should be —on delivery,” reports Joseph D. 
Forte, Atco, N. J. Oil Distributor. ““That’s 
because I filter it through Purolator Micronic® 
filters instead of just passing it through a screen. 
My Micronic filters intercept and remove the 
contaminating particles — even those that are 
too small to be seen by the naked eye. I know 
it’s clean — and so do my customers.” 

Home fuel... diesel fuel...any fuel can be 
contaminated in storage. And the best methods 
of freeing it of abrasive contaminants are offered 
by Purolator’s complete line of bulk filtration 
equipment, with flow rates ranging from 15 to 
1500 gpm. 

A recent addition to this line is Purolator’s 


on delivery” 


curb pump filter. It has a high flow rate of 25 
gpm for diesel fuel and almost no pressure drop. 
Its development helps make certain that what- 
ever fuel you filter...and whether you filter it 
at the curb or at a terminal... you can get pre- 
cisely the right filter from Purolator. 

For full details, write Purolator Products, 
Inc., 970 New Brunswick Ave., Rahway, N. J., 
Dept. B4-41. 


PUROLATOR 


“FIRST IN THE ( FIELD OF FILTERING” 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey, and Toronto, Ontario, Canada 
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the quality 





Hydraulic 
motor rewind 


hose reel 


for every 








Geared crank p ui r Pp Oo Ss = 3 
rewind 








Compressed air 
motor rewind 








Explosion-proof 
electric motor rewind 


No matter what your requirements for 
your hose reels are, there is a Hannay Reel 
to meet them. And you can rely on their 
superior quality, because making the finest 
and most dependable reels it is possible 
to make has been our only business for over 
twenty years. 
Only Hannay Reels offer you such quality, 
and so many time- and money-saving 
features. You’ll profit when you specify and 
get Hannay. 


‘| 
NEW @ Complete 28-page illustrated catalog including 


details on reels for hoses from 1" to 3 I.D. 
Write for free copy. 


... Greatest Name in Hose Reels 
® 


© 1966 C.B.H.&S., Inc. 
CLIFFORD B. HANNAY & SON, INC., 136 NORTH ST., WESTERLO, N.Y. 
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INSTALLED IN 1952... this Gilbarco Roto-Prime Centrifugal Pump has provided 
continuous, trouble-free service at the City Transportation Company in Dallas. 


ERE a 
ie 


is 
» Vee 


LO thak Cr tiey-b coro akojcomd apabarl-WiM-jell Mel-sarejequhhale, 


like new after 4 years of tough service” 


“Our Gilbarco Roto-Prime Pump now services a For all the advantages of installing Gilbarco 
fleet of 400 taxicabs and limousines, requiring Roto-Prime Pumps in your operation, fill out the 
over 110,000 gallons of gasoline a month,” writes coupon below. 

Mr. Lebowitz, Manager, City Transportation 

Company, Dallas, Texas. ‘“‘The pump is used in 

’round-the-clock operations, so we’ve had a good ¥ Gilbert & Barker 
chance to judge its performance. Manufacturing Company 


, P js West Springfield, Mass., Toronto, Canada 
“Our Gilbarco Roto-Prime hasn’t cost a penny 


for maintenance since we installed it four years 

ago. What’s more it easily delivers the extra 

gallonage required for our constantly expanding Gilbert & Barker Mfg. Company, West Springfield, Mass. 
fleet of vehicles. We are certainly convinced the Please send me complete information on 
Gilbarco Roto-Prime is the most dependable and the Gilbarco Roto-Prime Centrifugal Pump 


most economical pump on the market.” 
Name 


You, too, can profit from Gilbarco Roto-Prime’s Title 
high standard of performance. It is the ONLY 
pump specifically designed for handling petro- 
leum. And every Gilbarco Pump is actually tested Type of applicati 
for the type of operation it will perform in the Street 
field — aviation refueling, transport or tank car 
unloading, bulk plant or terminal transfer. 








Company. 











City 
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Loading racks at the Sico Company can top 
a 4,000 gallon tank truck in 10 minutes 


Six Marlow 4-inch, self-priming centrifugal 
pumps handle over 40 million gallons per 
year. 


RS au 


Storage tanks at the Sico Company deep- 
water terminal have a capacity of 17 
million gallons 
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Over 40 Million Gallons of 
Petroleum Products Per Year! 


PUMPS AT WILMINGTON PLANT INCREASE 
OUTPUT — GET LOWER MAINTENANCE! 


HE SICO COMPANY, one of the largest 

independent petroleum product dis- 
tributors in the East, operates a deep- 
water terminal at Wilmington, Delaware. 
This terminal serves 14 company-owned 
bulk plants located in the Pennsylvania 
area and many other independents not 
having plants. 

The terminal itself has an above- 
ground storage capacity of 17,000,000 
gallons. Plagued with constant mainte- 
nance of their rotary pumps. Sico 
installed six Marlow 4” self-priming cen- 
trifugal pumps back in 1950 and doubled 
their pumping capacity. To date, only 
minor maintenance has been required on 
these self-priming pumps. Each of the 
new pumps has a capacity of 395 to 480 
gallons per minute. according to the head 
in the tank, and will top off a 6,500-gallon 
tank truck in less than 16 minutes ! Two 
of the pumps handle fuel oil, two handle 
regular gas, one handles Ethyl gas and 
one handles kerosene. During the course 
of a year, these pumps handle 40 million 
gallons with high-speed efficiency and 
extremely low maintenance. 


NATIONAL 


If you want to increase your capacity and 
decrease your maintenance problems, 
modernize your plant with Marlow 
pumps. For free literature and the name 
of your Marlow dealer, write Marlow 


Pumps, Ridgewood, N.J. 
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MARLOW PUMPS 


Division of Bell & Gossett Company 


RIDGEWOOD, NEW JERSEY 
Morton Grove, Illinois Longview, Texas * 
In Canada: 
PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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Missouri 


Jobbers Press Margin Issue 


MISSOURI jobbers may have started 
the ball rolling for another 0.25¢ 
margin increase. They were dead seri- 
ous about it at the Missouri Petroleum 
Assn. meeting in St. Louis late in 
February. 

Jobbers met privately, by brand, 
then called in their respective supplier 
representatives. They laid their de- 
mands squarely on the line. Many 
groups pushed hard for the 0.25¢ hike, 
saying it was justified by bigger in- 
vestments and higher operating costs. 

After the meetings, retiring president 
B. A. (Barney) Brown reported to a 
small group in the Chase Hotel lobby 
that “a wedge has been driven into 
two companies.” Brown didn’t name 
names. Picturing the general situation, 
he added that “the suppliers all say, 
‘we'll go along with the industry, we'll 
stay competitive, we'll do what every- 
body else does.’” Asked Brown, 
“How can you get anywhere against 
that kind of thinking?” 

But Brown, like several other job- 
bers in the group, was hopeful. They 
agreed that suppliers were, as least, 
beginning to recognize the jobbers’ 
needs. 

Credits are a growing problem for 
Missouri jobbers, but they didn’t 
touch the subject much at the conven- 
tion. Some said privately that they 
were tussling with their debtors and 
taking a tougher attitude with slow 
payers. Several felt they needed a lien 
for protection, but admitted that farm 
bureau opposition is a hard thing to 
overcome. (Efforts to pass a lien law 
failed in the last Missouri legislature. 
Jobbers indicated they’d try again to 
get the same protection other busi- 
nesses have.) 

Around the rooms there was some 

private comment about credit rela- 
tions. One jobber said major oil com- 
panies are as guilty as anyone else for 
worsening credit conditions: “They 
hammer their agents for business on 
the one side, and then take it out of 
their hide when the farmer doesn’t pay 
up.” 
Another jobber said one of his prob- 
lems was trying to compete with a 
major whose outlet near him collects 
twice a year—about August 15 and 
again on or about December 15. 

Still another said he’s reached a 
state where he’s “afraid” to solicit busi- 
ness, because all he can pick up are 
the bad risks. “It’s not really good 
business to take them on a cash basis,” 


he said. “Soon, after a month or two, 
(ll slip—knowing full well I’m making 
a mistake. Then, bam, he’s into me for 
a good chunk of money and I’m sitting 
with another credit problem.” 

Army post exchange competition 
was a sore point with the jobbers. By 
resolution, they urged that the govern- 
ment sell at full price at PX stations— 
or, better yet, get out of the business. 
They also resolved against suppliers’ 
sales of gasoline to PX stations at 
2¢-4¢ below jobber price. They ap- 
proved passage of H.R. 5213, a bill 
that would make price cutting to PX’s 
a violation of the Robinson-Patman 
Act. 

On the depletion allowance, the Mis- 
souri jobbers seemed to agree that 
jobber-supplier relations were a two- 
way street: if jobbers were asking for 
consideration on margins, they’d have 
to take a long look at the factors pro 
and con depletion allowance. But some 
members did make the charge that the 
depletion allowance was responsible 
for station overbuilding by suppliers, 
creating a_ situation that jobbers 
couldn’t keep up with. 

Missouri won’t drop the depletion 
allowance-service station question. 
Members implied they’d be watching 
the situation, and would act if they felt 
they were getting hurt. 

Not all subjects bothering the con- 
vention-goers were touched on by reso- 
lutions. There was feeling, for ex- 
ample, that suppliers should split the 


lowa Independents 





Squaring Off on 


WORSENING farm credit conditions 
held the spotlight at the Iowa Inde- 
pendent Oil Jobbers Assn.’s February 
meeting in the Fort Des Moines hotel. 
It is unlikely that any previous annual 
meeting ever hit as hard at credit 
problems. 

Two sharp presentations on credit— 
one by M. L. Rufer, assistant treasurer, 
Standard of Indiana, and the other by 
William A. Knoke, head of University 
of Iowa’s department of marketing— 
brought home to jobbers that they, 
themselves, are partly responsible for 
existing conditions. 

e As a result of these talks, lowa 
jobbers appear determined to do some- 
thing about tightening loose habits on 
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cut made in gasoline prices when “tem- 
porary” postings go into effect. If the 
temporary price is down, say, 0.6¢, 
jobber and supplier should each take 
0.3¢, instead of the full 0.6¢ cut fall- 
ing to the jobber. If the price is cut 
1.5¢ (reaching the jobber’s floor of 
1.5¢ margin), jobber and supplier 
should each take 0.75¢ of the reduc- 
tion. 

Other jobber issues showed up in the 
form of motions. Some of the resolu- 
tions: 

e That suppliers allow jobbers to 
pay federal gasoline tax money in the 
month following the month of pur- 
chase. 

e That the government refund gaso- 
line tax money on product lost through 
fire, or otherwise destroyed. 

e That “consult your supplier” re- 
lations be continued. 

e That service roads be a part of 
limited-access highways, so jobbers 
can share equally in the business from 
traffic on those highways. 

e That the fair labor standards act 
not be extended. 

In other business, the association 
chose T. O. Haggard, Doc Haggard & 
Son Oil Co., Kirksville, as its new 
president. 

The convention ended on a rela- 
tively dramatic note. From eight to 
ten on the last night of the conference, 
hotel phones were tied up; lobby specu- 
lation had supplier representatives call- 
ing their offices long distance, to relate 
the extensive pressure for the 0.25¢ 
margin boost. Said one association 
officer, “The 0.25¢ looks as good as it 
ever did before an increase. They know 
we're serious about this.” 


Farm Credit 


extending credit. They will give credit 
where it is an aid to business. There 
will be less free financing of another 
man’s business on jobber money. 

e Association officers and members 
are going to push harder to get a state 
lien law through the next meeting of 
legislature. In the last meeting of Iowa 
legislature, the lien law bill never came 
out of committee. This time oil jobbers 
are broadening their front, and there 
will be more help from other business 
groups. 

While Rufer of Standard showed 
jobbers how much it was costing them 
to finance farmers by waiting for 
crops, Knoke told them there was “a 
big difference between farm credit 
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and non-farm credit.” 

The 600 jobbers attending the panel 
on credit were keenly attentive when 
Knoke said an oil jobber should look 
at the farmer as a “business man in 
the business of manufacturing. A 
farmer is profit-motivated in the same 
way as a jobber is motivated.” 

Knoke, outlining answers from 
about 150 Iowa jobbers to a pilot 
study of credit practices, told the 
meeting that it was obvious to him 
that jobbers had been treating credit 
more as a stepchild than as a business 
partner. “Credit,” he said, “if properly 
used is a lubricant of the economy. If 
improperly used it becomes sticky. It 
is obvious it is a sticky problem now. 

Farm credit, Knoke said, should 
be short-term. “If a farmer is not 
paying properly, he is using credit for 
investment and that then, belongs to 
the bank. 

“This misuse of credit,” he said, 
“gives the slow payer a competitive 
advantage over those who pay cash.” 

Talking Points—In an open dis- 
cussion on resolutions, the jobbers saw 
considerable improvement in com- 
mercial consumer transport prices for 
gasoline “as far as suppliers have 
gone.” But two jobbers commented 
that certain suppliers are cutting prices 
another way. They complained of 
increasing prevalence among suppliers 
to pass the jobber’s 3% _ shrinkage 
allowance to the consumer as a price 
concession. 

In private conversations, jobbers 
weren't overly concerned about mar- 
gins. Some said, “we always can use 
more.” Others made the thoughtful 
comment that “more sometimes can 
lead to less, because some would use 
it to cut prices to build gallonage.” 

Yet the Iowans were less than 
satisfied with their earnings generally. 
Looking at their own profits and those 
of major oil companies for 1955, they 
passed another “divorcement resolu 
tion.” This time, the jobbers said they 
would fight for divorcement if NOJC’s 
Economic Concentration Committee 
findings prove that marketing (of the 
majors) is subsidized from production 
profits. 

Other principal resolutions showed 
Iowa jobbers holding these sentiments: 

1. In favor of tax equality with all 
competition. This resolution appeared 
to be aimed at depletion allowances 
and co-op tax privileges. Several job- 
bers were particularly bitter about co- 
op competition in their areas. 

2. Against giving of equipment at 
all consumer levels. 

3. Against toll road building, where 


4. If toll roads do come, in favor 
of the sale of products and services 
only on access roads where free com- 
petition can prevail. 

5. Against government price con- 
trols on products they sell. 

6. Apparently 100% in favor of a 
state lien law. The oil jobber, they 
say, should be as fairly treated by the 
law as other businesses. 

7. In support of NOJC. 

8. In favor of prompt posting of 
commercial consumer transport prices 
for gasoline, and with prices in line 
with costs. Comment was made that 
in some areas, suppliers are slow in 
posting these prices. One jobber 
pointed out that under Iowa law, a 


three-day delay in posting correct 
prices “can put the violator out of 
business.” 

9. Against additional taxes for fed- 
eral highways until a better study of 
labor and materials is made. Even 
then, jobbers felt, added revenue for 
these roads should be held back until 
present automotive, truck, parts and 
fuel taxes are channeled into highway 
funds. 

10. In favor of holding their motor 
fuel tax money until they, themselves, 
sell the product. On this score, the 
jobbers approved H.R. 7771. 

11. In favor of refund of federal 
gasoline tax money to farmers when 
product is used for farm purposes. 


California Petroleum Marketers 





How to Get a ‘Loss’ Refund 


THAT’S ONE PROBLEM that con- 
fronted the California Petroleum Mar- 
keters Council at its semi-annual 
membership meeting in Fresno in mid- 
February. 

The CPMC men didn’t solve it, but 
they did re-open their program to se- 
cure some sort of relief from taxes on 
gasoline that disappears through evap- 
oration and shrinkage losses. Executive 
Secretary Dan Lundberg reported that 
the office of the state controller had 
informed him that there was no chance 
that present tax regulations could be 
interpreted so that taxes paid on “lost” 
gasoline could be refunded. He sug- 


Lundberg 


gested that the Council investigate the 
possibility of supporting some member 
in a test case to secure a court ruling. 
Gail Stewart, General Petroleum Corp. 
distributor, Merced, was appointed 
chairman of a committee to secure an 
opinion from the state attorney general 
on the controller’s interpretation of the 
tax regulations, and, if necessary, to 
plan a test case. 

The group also resolved to take an 
active part in the current campaign for 
a crude oil conservation law for Cal- 
ifornia—although opinion of the mem- 
bers was not unanimous in favor of 
the proposed measure, prepared by 


Moore Ogle 


NEW DEALER RELATIONS program is the subject of discussion for these officers of 
California Petroleum Marketers Council: Dan Lundberg, executive secretary; Kent 
Moore, president; Adrian Ogle, vice president in charge of dealer relations 


present taxes can provide adequate 
highways. 
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Mack B-61T's... three of the many Mack tractors that Rollo Trucking Corp. 
uses in combination with semi-trailer tankers for bulk fuel oil hauling. 


Macks save Rollo Trucking 50% 
on fuel costs alone 


6.6 mpg . . . that’s what Rollo Trucking Corp. of 
Keyport, N. J., gets with its B-61T Mack diesels. 
Compared with the 3.3 mpg they get with other 
make tractors purchased at the same time and used 
in identical service, the Macks return a fuel cost 
saving of 50%. 

In cold cash this economy adds up to $1,700 
saved per unit per year... each B-61T in the Rollo 
fleet pays for itself in little more than six years’ time! 

This saving becomes really significant when you 
consider that the Rollo Macks haul full 60,000 





lb. gross loads of petroleum products over the con- 
gested roads and streets of the industrial Northeast 
—and spend on an average 1!5 hours a day pump- 
ing at the end of the run! 

An extra bonus, these Mack diesels save still;more 
money through less downtime and fewer repairs. 


Such economy of operation is typical of all Mack 
trucks. No matter how demanding your hauling 
job, wherever you operate, you can’t afford not to 
own Macks. 


MACK TRUCKS Empire State Building, New York 1, N. Y. 





NEW MODEL 1091 
Vertical Check 
Vaive—cover and 
poppet assembly 
lift out as one 
complete unit. 


now better. than ever! 


a 
@ Strainer screen on every © With a new easy-to-get-at vertical 


valve insures protection e 
® 


check valve, a strainer screen as 
against dirt 


standard, and the addition of several 
other models and sizes, the Tokheim 
. valve line is now broader and better than 
@ Single and double = * ever. Every valve is subjected to a dry 
etait vacuum test. Self-cleansing. Won't stick, 
leak or impede flow. See your Tokheim 
representative or write for bulletin. 


e 
@ A new, easy-to-get-at Mg 
vertical check valve ‘ 


w 
s 
@ Available in a 
several sizes ® 

e 

e 


BUY TOKHEIM —there’s no better value in any valve! 


General Products Division 


TOKHEIM CORPORATION 


Designers and Builders of Superior Equipment 
1650 WABASH AVE. Since 1901 FORT WAYNE 1, IND. 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadion Distributor: H. Reeder, 205 Yonge Street, Toronto, Ont. 





Trade Mark Registered ’ 
and Patent Pending L 


%o) STEEL GASOLINE 
PUMP ISLAND FORMS 


For that new service station or remodeling job. 
. . » Reduce gasoline pump installation costs . . . 
Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. 


No Chipping or Cracking 


Stays Neat and Attractive for Years . . 


WRITE FOR INFORMATION OR PRICES 


B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, VA. 
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Richfield Oil Corp. and scheduled to 
appear on the ballot this fall as an 
initiative to be voted upon by all state 
voters. The proposed law provides for 
unit operation of oil pools when the 
owners of 75% of the surface rights in 
the pool agree to a unit. making con- 
formance to unit operation mandatory 
on the remaining 25%. Production is 
to be regulated only toward the end 
of eliminating waste through poor pro- 
duction methods. The group passed a 
resolution reaffirming a previous posi- 
tion favoring a conservation law. 

The group also passed a resolution 
protesting the veto of the Harris- 
Fulbright Bill to remove natural gas 
producers from Federal Power Com- 
mission regulation. 

Kent F. Moore, Hancock Oil Co. 
distributor from Glendale, was elected 
president of the Council. He took over 
the gavel from Charles Hodgers, Sig- 
nal Oil Co. distributor, Napa, and will 
serve for a one-year term. The board 
of directors also elected W. H. Nickell, 
Sacramento, and H. C. Reinert, Glen- 
dale, vice presidents for northern and 
southern California, respectively. 


Intermountain 





No ‘Deals,’ Please 


INTERMOUNTAIN Oil —Jobbers 
Assn. is against a possible National 
Oil Jobbers Council attack on the 
27'2% depletion allowarice. 

At its annual meeting in Las Vegas 
during February, the group resolved 
to oppose — vigorously — any NOJC 
“trading” with major refiners on the 
“vital” depletion issue. Intermountain’s 
delegates to NOJC will be bound by 
the resolution. 

In other resolutions, the Rockies 
jobbers: 

e Opposed any increase in federal 
gasoline taxes for highway construc- 
tion until existing levies are earmarked 
specifically for road-building. 

e Demanded that Intermountain- 
area refiners post tank wagon prices 
for transport and trucking company 
buyers. 

e Called for a halt to “monopoly- 
basis” awards of station locations on 
limited-access and toll road projects. 

J. A. Lentz, Continental Oil Co., 
assured the group that there would 
always be a jobber. “The job of per- 
forming all the marketing functions 
required today is too enormous for 
major companies,” Lentz said. W. W. 
Keeler, Phillips Petroleum Co., em- 
phasized the necessity of solving job- 
ber-supplier problems within the in- 
dustry. es 
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SOLVE YOUR PLANT 
JT fel Gi, lem ad. fe} - 7 4) b- 


with SPLG dunking stations | 


CIGARS, MATCHES 
IMMEDIATELY EXTINGUISHED 


Like 60% of the leading U.S. industries, 
you, too, will find that safe and economical 
SIPCO Dunking Stations prevent fires — pro- 
mote good housekeeping on the job. No smol- 
dering — no fire hazards! Built specifically for 4 It pays to use 
hard industrial use, and abuse, and will last CASTEEL 


a lifetime. 
WHEEL BLOCKS 


for all your trucks, 
tanks and __ trailers 


UNIT No. 1— Heavy cast alu- when loading, park- 
cMOKEp, minum canister, attractive i ing or making de- 
metal sign, upright heavy | liveries. 

weighted base. 42” high, wt. k ; : ‘ 
25 Ibs. | Cast in one piece from high- 
strength Alloy Steel in types and 


sizes for all blocking require- 


GOOO HOUSEREEPING 
PREVENTS FIRES 
puT ‘EM HERE inc 

Model WB3' 
UNIT No. 2—Same as above 
except without upright and * 
base. For mounting on walls, ments up to _ heaviest vehicles. Write for 
columns and posts, wt. 5 Ibs. Easily handled and stored. Round BULLETIN 
aaamaa UNIT No. 3—Canister alone i corners, rib supports and deep gripper 
FOLDER with mounting bracket. | teeth to hold on any surface. No. P-56 


CALUMET STEEL CASTINGS CORP. 


1636 SUMMER STREET , HAMMOND, INDIANA 











DEPT. K, 116 S. GARFIELD AVE. * PEORIA, ILLINOIS 





ee 





we'll deliver Birtanks 
direct to the 
job Th F i Pr ie 


to the job site from the 

Birmingham fabricating 

plant on specially-built 

trailers. There’s no fuss or 

bother about transportation 

problems and you get fast, non- 

stop delivery. The next time you 

order tanks, get Birtanks delivered 
direct to the job. 





/BIRMINGHAM TANK COMPANY 


Division of 
|THE INGALLS IRON WORKS COMPANY 


MAIN OFFICE: Birmingham, Ala. 


SALES OFFICES: New York, Chicago, Pitts- 
burgh, Houston, Atlanta, New Orleans 
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Demand Sags With Change in Weather 


6 Sree USUAL late-winter slump in oil 
markets set in early in March, 
marking the time that refiners and sup- 
pliers generally consider as the most 
troublesome period of the year. Al- 
though consumer demand for all heat- 
ing fuels had tapered off, marketers 
were reluctant to short-suit themselves 
on any single product, since a cold 
spring might shoot demand upward 
again. It is the season when managers 
of storage facilities require clairvoy- 
ance along with their ability to fore- 
cast customers’ needs. 

Evidence that the heating season 
had turned the corner, however, was 
seen in Sinclair Refining Co.’s an- 
nouncement that it was reducing its 
March-May crude runs 8% _ under 
January and February operating levels. 
Similarly, Standard of Indiana reported 
a cutback in its crude runs of 9% 
for the same_ period. Reduction 
amounts to about 35,000 b/d for both 
companies. 

Wage boosts and increases in other 
operating costs started a series of price 
hikes. Standard of California raised 
its prices throughout its West Coast 
marketing area in amounts ranging 
from 0.2¢ gal. for motor fuel, aviation 
gasoline, gas oil, thinners, solvents, 
and kerosine, to 50¢ bbl. for some 
grades of diesel. 

Chicago suppliers also cited wage 
increases in announcing 0.25¢ gal. 
boost in wholesale gasoline quotations, 
with 97 octane premium up to 14¢, 
and 86 octane regular at 12.25¢. 

Gasoline quotations also advanced 
in amounts ranging from 0.125¢ to 
0.75¢ gal. in most Texas refinery 
districts. 

Lubricating oils generally were 
strong. Prices of Mid-Continent neu- 
tral oils and bright stocks were up 1¢ 
gal., and quotations at the Gulf and 
in Western Pennsylvania were firm. 
According to many reports, demand 
for summer grades of motor oils has 
hit the market a month earlier than 
refiners generally had anticipated. 

Natural gasoline prices were down 
another 0.5¢ gal., with Grade 26-70 
quoted at 5¢, FOB Group 3, and 4.5¢, 
FOB Breckenridge, Tex. 

There appeared to be little concern 
among refiners over the position of 
primary inventories of gasoline. While 
stocks have reached new highs almost 
every week since the first of the year, 
the rate of rise began slowing down 
early in March. For instance, inven- 
tories rose 4.5-million bbl. in the week 
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ended Feb. 24, while in the week 
ended March 2 they increased only 
680,000 bbl. 

With several weeks of the heating 
season yet to go, inventories of light 
fuel oils were considered ample. But, 
at 90.1-million bbl. on March 2, in- 
ventories of kerosine and _ distillate 
fuels (combined) were less than 50% 
of this season’s high of 188.4-million 
bbl. at the beginning of last November. 


DISTRICTS 
Gulf Coast 


Gasoline looked a little more robust 
in the Gulf cargo market at mid- 
March, while demand for kerosine and 
light fuels began to taper off. 

Two major marketers were in the 
market for fairly substantial quantities 
of motor fuel. One inquiry called for 
four cargoes of 91 octane regular- 
grade, delivery July through August. 
Another inquiry reportedly was for 
“about three mixed cargoes” of 92 
octane regular and 98 octane premium. 

But demand for motor fuel thus far 
has not been sufficient to improve 
the discount situation. Most grades of 
premium and regular were said to be 
available at “O.25¢ off” the low re- 
ported quotations, although one 40,- 
000-bbI. barge lot of 87 octane regular 
sold early in March as “low oilgram, 
date of lifting.” 

Heating oils loosened up somewhat, 
but discounts were limited mostly to 
0.125¢ on No. 2 fuel and gas oils. 
Two cargoes of gas oil were sold for 
shipment to European buyer with 
prices to be “based on oilgram.” A 
South American buyer was in the mar- 
ket for three cargoes of gas oil for 
March, April and May lifting. But 
no domestic sales of No. 2 fuel were 
disclosed. 

There were calls for long-term 
bunker “C” fuels with low sulfur con- 
tent, but no closings were reported. A 
100,000-bbl. cargo of ordinary bunker 
oil was sold, but price was not re- 
vealed. 

Atlantic Coast 

Warmer weather early in March 
took much of the zest out of heating 
oil demand. Result: inventories began 
to build up at the primary supply level 
and offerings at shaded prices appeared 
in the market. 

At New York harbor, Nos. 2 and 6 
fuels loosened to the extent where 
discounts of 0.2¢ gal. and 10¢ bbl. 


became available on spot lots of the 
two products, respectively. One barge 
lot of No. 2 fuel moved at “0.2¢ 
off’ to make room for incoming 
tanker. But this was the exception 
rather than the rule, since for the most 
part, intermittent cold spells prevented 
“distress” material from bobbing up. 
Resellers, however, were inclined to 
let their inventories run down. 

Wholesale prices generally continued 
fairly steady. The only price change 
occurred at Buffalo, where discounted 
offerings, which had been somewhat 
general for several weeks, gave way 
to 0.2¢ gal. reductions in postings by 
major suppliers. 


Midwest Wholesale 

Both light and heavy fuel oils were 
easier in the Midwest. While quota- 
tions generally were unchanged, shad- 
ing of distillate oil prices increased 
in the Chicago district. Gasoline prices 
were up 0.25¢ at Chicago terminals 
but were easier in Twin Cities. 

At Chicago, No. 1/range oil was 
offered 0.1¢ lower at 11.35¢ gal., and 
reports said product was available at 
11.25¢. No sales were confirmed at 
the lower figure, however. On No. 
2 fuel, low quotation of 10.6¢ re- 
portedly was being shaded to as low 
as 10.25¢, but again no sales were 
disclosed in confirmation. 

Censensus of traders was that the 
supply pinch on residual fuels had 
passed. One large Chicago distributor, 
who since Nov. 1 had restricted his 
sales to contract customers, lifted the 
lid on spot sales as of March 1. 

Suppliers indicated little buyer re- 
sistance to the higher gasoline prices 
quoted in the Chicago district. In con- 
trast, there were reports of price shad- 
ing in the Twin Cities. 

Barge deliveries headed back to 
normal when warmer weather im- 
proved conditions on inland water- 
ways. Short-haul charter rates were 
quoted at 0.3¢ to 0.325¢ per ton mile; 
long hauls, from 0.275¢ to 0.3¢. 


Mid-Continent 


Between-season lull hit the Mid- 
Continent in March, and open market 
activity slowed to a walk. While there 
was no surplus heating oil showing 
up and Great Lakes Pipe Line ship- 
pers were having a hard time keeping 
some terminals supplied, the pressure 
definitely was off demand. The stam- 
pede to buy residual fuels subsided, 

(Continued on p. 223) 
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PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE GASOLINE 


KEROSINE 


MARKET BAROMETER 


PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE GASOLINE 


KEROSINE 


30 GRAV. LOW COLD 
36 GRAV. MID-CONT. CRUDE 


NO. 6 FUEL 


48 SO 52 54 JFMAMJJASOND 
YEAR 1956 


48 50 52 JFMAMJJASOND 
YEAR 1956 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE SPREAD: PRODUCTS OVER CRUDE 


48 50 52 54 JFMAMJJASOND 48 50 52 34 JFMAMJJASOND 
YEAR 1956 YEAR 1956 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuell—7 refinery 
markets and 7 crude producing areas, east of California. 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 8 crude producing areas, including California. 
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fe] prices REFINERY AND TERMINAL 


MOTOR GASOLINE 


Gulf Coast Cargoes 
(4)18-13.5 
(2)12-13 

(2)11.5-12 


97 oct prem 

95 oct prem 

93 oct prem 

90 oct reg. . a 
87 oct reg...... 
84 oct reg 


70-72 oct M 
leaded 


Albany, N. Y. 
97 oct prem.. 
91 oct reg. 


Baltimore, Md. 
97 oct prem. 
91 oct reg. 


Boston, Mass. 
97 ort prem..... 
91 oct reg.... 
Buffalo, N. Y. 
95 oct prem..... 
90 oct reg. . 


Charleston, S. C 
96 oct prem 
89 oct reg.. 
Chicago, II. 
95 oct prem. 
94 oct prem 
89 oct reg. . 
86 oct reg. . 


(2)10.5-12 
10-1 


Mar. 12 


11-11.5 
0.5 
9.875-10.125(2) 
- 9.875 


9.5-9.75(2) 


17.5(3) 
15(4) 


16.2 
12 8-13.5 


14. 3-17. 1(2) 
133-14. 6(3) 


18(2) 
15. 5(2) 


14.3-15 4512) 


Corpus Christi, Tex. 


96 oct prem 
89 oct reg 
Houston, Tex. 
96 oct prem 
89 oct reg. 
Jacksonville, Fla. 
96 oct prem 
89 oct reg. 
Miami, Fila. 
96 oct prem 
89 oct reg 


13.75-14.25(3) 
12, 25(3) 


14.6-14.9(5) 
13.1-13 4(7) 


14.9 
13.4 


Mpis-St. Paul, Minn. 


94 oct prem 
86 oct reg. 
Mobile. Ala. 
96 ort prem 
89 oct reg. 
New Haven, Conn. 
97 oct prem..... 
01 ort reg....... 
New Orleans, La. 
96 oct prem 
£9 oet reg . 
New York Harbor 
97 oct prem 

do barges 
91 oct reg. 

do barges. . 
Norfolk, Va. 
97 oct prem 
91 oct reg. 
Pensacola, Fla 
96 oct prem 
89 oct reg... 
Philadelphia, Pa. 
97 oct prem... 
91 oct reg.... 
Pt. Everglades, Fla 
96 oct prem 
89 oct reg. 
Portland Me. 
97 oct prem.. . 
91 oct reg.... 
Providence, R. | 
97 oct prem. 
91 oct reg 
Savannah, Ga. 
96 oct prem 
89 oct reg. 
Tampa, Fla. 
96 oct prem... 
9 oct reg... 
Wilmington, N. C. 
96 oct prem 
89 oct reg.... 


14(5) 
12.5(5) 


14. 6(3) 
13.1(3) 


17(3) 
14. 5(3) 


14.5-16.3 
13-13.7 


14.7(2) 
13. 2(3) 


16. 2(2) 
13.7-14 3 


14.9(3) 
13. 4(5) 


17.2(3) 
14.7(3) 


17. 1/3) 
14.6(4) 


(2)14.6-14 9(3) 
(2)13.1-13.4(5) 


14.3-14. 8/4) 
12.8-13.3(5) 


13.9-15.35(2) 
12.35-12.85(2) 


Mar. 5 
(4)18-13.5 
(2)12-13 
(2)11.5-12 

11-11.5 
(2)10,5-12 
10-10.5 
9.875-10.125(2) 
9.75-9.875 


9.5-9.75(2) 


17.5(3) 
15(4) 


16.2 
12 8-13.5 


14.3-17.1(2) 
13.3-14.6(3) 


18(2) 
15. 5(2) 


14.3-15 45(2) 
12.8-12 95(2) 


Feb. 27 


(4)18-13.5 
(2)12-13 
(2)11.5-12 


11-11.5 
ae ay 


9. ‘878-10. 125(2) 
9.75-9.875 


9.5-9.75(2) 


17. 5(3) 
15(4) 


16.2 
12.8-13.5 


14.3-17.1(2) 
13.3-14.6(3) 


18/2) 
15. 5(2) 


14. 3-15. 45(2) 
12. 8-12 95/2) 


(3)13.75 ‘ g 


(3 


(3)12.25 is. 3 


( 


5 


13.75-14.25(3) 
12.25(3) 


14.6-14.9(5) 
13. 1-13.4(7) 


14.9 
13.4 


14(5) 
12.5(5) 


14. 6(3) 
13. 1(3) 


17(3) 
14. 5(3) 


12.5 
12.25 
14.5-18.3 
13-13.7 


14.7(2) 
13. 2(2) 


16. 2(2) 
13.7-14 


14.9(3) 
13. 4(5) 


17. 2(3) 
14.7(3) 


17. 1(3) 
14.6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14.3-14 8(4) 
12.8 13 3/5) 


13.9-15 352) 
12.35-12.85(2) 


3) 12-12. 25(2)x 


13.5-14 
11.5-12.5 


13.75-14.25(3) 
12. 25(3) 


14.6-14.9(5) 
13.1-13 4(7) 


14.9 
13.4 


14(5) 
12.5(5) 


14.6(3) 
13. 1(3) 


17(3) 
14. 5(3) 


15.7 
13.2 


xl4 
x125 
12.25 


14.5-16 
13-13.7 


14 7(2) 
13. 2/2) 


16. 2/2) 
13.7-14 


14.9/3) 
13. 4(5) 


17.2(3) 
14.7(3) 


17 1(3) 
14. 6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14.3-14 8(4) 
12. 8-13. 3(5) 


13. 9-15 35(2) 
12.35-12.85(2) 


13.5-13 2)x 


Feb. 20 
(4)18-13.5 


(2)10, 5-12 
10.5 


0878. 10.125(2) 
9.75-9.875 


9.5-9.75(2) 


17.5(3) 
15(4) 


16.2 
12.8-13.5 


14.3-17.1(2) 
13.3-14 6(3) 


18(2) 
15. 5(2) 


14.3-15. 45(2) 
12.8-12.95(2 


“ 75-14.8 
5(5) 
gyi2 25-13 .3 
12(5) 


13.5-14 
11.5-12.5 


13.75-14.25 
12.25(3) 


14.6-14.9(5) 
13. 1-13. 4(7) 


14.9 
13.4 


14(5) 
12.5(5) 


14.6(3) 
13. 1(3) 


17(3) 
14.5(3) 
15.7 
13.2 


1 
1 
1 
1 


Q! 

2! 

14. 6-16 3 
13-13.7 


14.7(2) 
13.2(2) 


16.6(2) 
13.7-14.3 


14. 9(3) 
13. 4(5) 


17, 2(3) 
14.7(3) 


17.1(3) 
14.6(4) 


(2)14.6-14.9(3) 
(2)13.1-13.4(5) 


14.3-14 8(4) 
12.8-13.3/5 


13 9-15.35(2) 
12 35-12.85(2) 


Okla. (Okla. shpt.) 
94 oct prem 

86 oct reg.. .... 
60 oct M & below 
Okla. Group 3 oem shot.) 

94 oct prem 2.5-13.5 
86 oct reg i: 11.5(3) 
60 oct M & below 10.5-10.75 
N. Tex. (Tex. & New Mex. shpt.) 
97 oct prem 14 

95 oct prem 3.378 55 
86 oct re 

84 oct re 1.75: 

60 oct M & below (2)1078. 11.8 
W. Tex. (Tex. & New ey a 
97 oct prem 
95 oct prem 
92 oct prem 
86 oct reg 2 
84 oct reg - 
60 oct M & below (2)1 


E. Tex. (Truck val ne lots) 
97 oct prem 14 

95 oct prem.. 
86 oct reg. 
84 oct reg 12-12 

60 oct M & below 11.25-11.5(2 2 
Cent. W. Tex. (Truck transport lots) 
97 oct prem 13.75 


Mar. 12 


(6)11.5-11.75(2) 
10. 5-11.25 


137 514.125 
25 


Ark. (For i to Ark. - i ) 
94 oct prem.. 


Kans. (For Kans. destinations only) 
94 oct prem...... (4)13-13.25(2) 
86 oct reg. (5)11.5-11.75 
84 oct reg i 

60 oct M & below 10.8-11 
Western Penna. Bradford-Warren: 
94 oct prem 14.75 

88 oct reg 13.5-14.7 
Olt City: 

94 oct prem.. 

88 oct reg...... 
Pittsburgh: 

94 ort prem...... 
88 oct reg 


13. 75-15 
12.5-13.5 


15.4 
13.65 


MOTOR GASOLINE 
Mar. 5 


(2)12.75-13.5(4) (2)12.75-13.5(4) (2) 
(6)11.5-11.75(2) (6) 11.5-11.75(2) 


10.5-11.25 


2.5-13.5 
is 11.5(3) 
0.5-10.75 


14-16.3 

13.375-14.55 
2)12-12.95 

11.75-12.5 
(2)10 75-11 8 


(4) 13-13. 25(2) 
(5)11.5-11.75 


11 
10.5-11 
14.75 
13.5-14.7 


13.75-15 
12.5-13.5 


15.4 
13.65 


Feb. 27 


10. 5-11.25 


12.§-13 6 
11-11 5(3) 
10.5-10.75 


(4) 13-13. 25(2) 
(5)11.5- 11.75 


18 
10.5-11 


14.75 
13.5-14.7 


13. 75-15 
12.5-13.5 


15.4 
13.65 


Ohlio—Quotation of § ° Ohio for delivery to Ohio ports: 
14 14 


88 oct reg 

Centrat Michigan 

94 oct prem (4)14.75-15 
88 oct reg (4)13.25-13.5 
California Los Angeles District: 
Rack: 

96 Oct prem 

93 oct. prem...... 

84 oct reg.... 

Tank Car: 

96 fare prem 


3 
Tank ‘Track (400 gals. or mor) 


84 oct reg 8 ‘ 
San Francieco District: 

96 oct prem. . 19.§ 
84 oct reg... 16.9 


(4)14.75-15 
(4)13 25-13 5 


(4)14.75-18 


(4)13.35-13.8 


x14. 5-15.15 


DISTILLATES & FUELS 


Gulf Coast Cargoes Mar. 12 


41-43 w.w. kero... 


53-57 d.i. gas oil. 
48-62 d.i. gas oil. 
43-47 d.i. gas oil 
No. 4 fuel,0-10 p.t 
Bunker C fuel. . 
Bunker C fuei, 
max 1% sulfur. 
Albany, N. Y. 
Kerosine/No. 1. 
No. 2 fuel 
Diesel oil, shops, 
plants 


No. 6 fuel, no - 
guar. d 

No. 6 fuel, max 
1%, sulfur 


Ue 5-9.75(2) 
(8)9-9.! 
(5)9.25-9.5 
(5)9.125-9.375 
(4)9-9. 25 

$3 00 
(4)$2 19-2 15 
(2)$2.20-2.35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 


$2.80(2) 
$2 95 


Mar. 5 
me 5-9.75(2) 
8)9-9 5 
iO 25-9.5 
(5)9.125-0.375 
(4)9-9.25 
$3.00 
(4)$2.10-2. 15 
(2)$2. 20-2.35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 


$2.80(2) 
$2 95 


Feb. 27 

(8. 5-9.75(2) 

(8)9-9.5 
(5)9.25-9.5 
(5)9.125-9.375 
(4)9-9.25 

,3.0 
(4)$2.10-2 15 


(2)$2. 20-2. 35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 


$2 80(2) 
$2.95 


12.75-13.5(4) 


x(2)14-14 


Feb. 20 


(2)12.75-13.5(4) 
(6)11.5-11.75(2) 


10.5-11.25 


12.5-13.5 
11-11.5(3) 
10.5-10.75 


x11 ..25-11.5(2) 


xl4 

25x 
75x 

5x 

x11, 25-11. 5(2)x 


x12-12 


13.75 
x12 


(4) 12-13. 25(2) 


(5)11. 5-11 75 
"1 
10.5-11 
14.75 
13.5-14.7 


13.75 15 
12.5-13 6 


15.4 
13.65 


14 


(4)14.75-15 
(4)13.25-13 5 


x14.6-15.15 
x13. 4-14.25 
x12.3-13.15 


14.8-15.15 
x13.4-14.2 
x12.3-13.1 


Feb. 20 
eee ¥ 75(2) 
9.5 
Oy). 25-9.5 


(5)9.125-9.375 
(4)9-9. 25 
3.00 


(4)$2. 10-2. 15 
(2)$2. 20-2. 35 


11.4(9) 
10.9(10) 


11.3(5) 
$4.11-4.20 


$2. 80(2) 
$2 95 





Refinery and terminal 
gram Price Service, a 


rices herewith are reproduced from 
aily publication associated with NPN. 


Platt’s Oil- 


Prices shown in refinery and terminal tables are sales prices, or quota 
tions, or general offers, or posted prices, reported by refiners, by product 


lots, or truck transport lots. 
gallon, except wax and petrolatums in cents per 
sign ($) is shown, in de 

not include taxes or inspection 


are so designated. Prices i in cents per 


liars per barrel of 42 


fees. 


und, and, where dollar 
fr. S. gallons. Prices do 


pipe line terminal operators, by river terminal operators, and tanker 
ae operators, for current sales and shipments, except as otherwise 
speci 
"Telcos types of prices are not for “open spot” transactions and 
therefore are not inclu ed in price tables: Prices arrived at by discounts 
off a specified price; “market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans 
actions, also are not considered in the tables except as noted below. 
Prices shown are for quantities ii bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to harge lots, or cargo 


212 


Prices are for crude oil and products lawfully produced and thans- 
ported; reported as received by Oilgram and Nationa PeTRoLeumM News 
but not guaranteed; for subscribers’ private use only and not for resale 
or distribution or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to ty tanker terminal operators 

Gasoline octane ratings are by ASTM Research Method and are mini 
mum ratings, except where letter “M" is used to indicate the octane 
rating is by ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two 
or more quoted the price shown. Letter. ““X" indicates price change. 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS 
Mar. 12 





saitimere, Md. 
Kerosine/No. 1... 


Heavy Diesel, 
unkers 
Bunker C. bunkers 


Baton Rouge. La. 

Kerosine/No. |... 

No. 2 fuel 

Diesel oil, shore 
planta..... 

No 5 fuel. 

No. 6 fuel no sulf. 


Light Diesel, ' 
nkers 

Heavy Diesel, 
ankers. . 

Bunker C, bunkers 


Boston. Mass 
Kerosine/No. | .. 
No. 2 fuel. . 
Diesel ol shore 
plants se 
No. 5fuel...... 
No. 6 fuel, no sulf 
OT Se 
do barges...... 
Light Diesel, 
bunkers... . 
Bunker, bunkers 
Buffalo, N. Y. 
Kerosine(a) ..... 
Diesel fuel (a)... . 
No. 2 fuel(a)..... 
No. 4 fuel 


11.1(9) 

10.85(5) 
10.6(12) 
10.35(5) 


$3. 30(2) 
$3.24(2) 


$2. 68/6) 
$2. 65(5) 


$4. 47(4) 
$4. 12(3) 
$2 45/4) 
10.3 
9.75 


10.1 
$2.77 


2. 23 
$2.20 


$4.03(2) 
$3.62 

$2. 20(2) 
11.2(14) 
10.7(15) 


11. 1/5) 
$3.64(4) 


$2. 72(5) 
$2.69(5) 


$4.51(3) 
$2. 69(5) 


12.05-12.4 
x(2)12.1-12.3 
11.55-11.9 


9.7(2) 


Mar. 5 


10.35(5) 


(5) 
$3 "50(2) 


$3.63 
$3.30(2) 
$3. 24(2) 


$2. 68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(3) 
$2. 65(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4 .03(2) 

$3.62 

$2. 20(2) 
11.2(14) 
10.7(15) 


11. 1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


12. 05-12. 4(4) 


12. 3(3) 


11. 55-11.9(4) 
¢.7(2) 


Feb. 27 


10.35(5) 


11(5) 
$3. 69(2) 
$3.63 
$3. 30(2) 
$3. 24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(3) 
$2 64(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4_03(2) 
$3.62 

$2. 20(2) 
11.2(14) 
10.7(15) 


11. 1(5) 
$3 .64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


12.05-12. 4(4) 


1 


2.3(3) 
11. 55-11. 9(4) 
9.7(2) 


Feb. 20 


11.1(9) 
10.85(5) 
10. 6(12) 
10.35(5) 


11(5) 
$3 . 69/2) 
$3.63 
$3 .30(2) 
$3. 24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 
$4. 12(2) 
$2. 65(4) 


10.3 
9.75 


10.1 
$2.77 
$2.23 
$2.20 
$4.03(2) 


$3.62 
$2.20(2) 


11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


12. 05-12. 4(4) 
12.3(3) 
11.55-11 .9(4) 
9.7(2) 


(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than 


prices shown. 
Charleston, S. C. 
Kerosine/No 1... 
No. 2 fuel. . 
Diesel oil, shore 


plants. . 
No. 6 fuel, no sulf 


do barges 
Light Diesel, 
bunkers. . 
Bunker C, bunkers 
Chicago, Ill. 
Range oil/No. 1.. 
+ | ea 


eulfur....... 


oe Ohto 


@.5fuel..... 
Ne i) 


11. 1(6) 
10.7(6) 


10. 8(3) 


$2. 60(2) 
$2.57(3) 


$4.39(2) 
$2.57(3) 


x(2)11.35-12.2 
7)10.6-11.1 


bh 

. 95-9.5 
" (ays. 15-8. 25 
(3)7.9-8.5 


ya 


— delivered ess 
Corpus Christi, Tex. 


No. 6 fuel, no sulf 


do barg $2.20 
Bunker. bushes $2. 20-2. 25(2) 


Dotrolt, Mich. 


Diesel oil... . . 
No. 1 fuel... 
No. 2 fuel. ... 
No. 5 fuel. . . 
No. 6 fuel. ...... 
Houston, Tex. 
Kerosine/No. 1. 


do barges...... 


Diesel oil, shore 


plants . 
No. 6 faci, no sulf 


1% sulfur. . Bawa’. 
mm barges...... 


Bunker C, bankers 33: 20(12) 


. 12.55-12.7 

-. (2)12.55-12.7 
. (2)11.55-11.7 
‘ 9.6(2) 


8.6(2) 


10.5(2 


- Hey 


8 
9-9.5 


$2.10-2.25 
$2. 10-2. 20/8) 


$2.10 
$2.10 


$4.03(6) 
62(5) 





11.1(6) 
10.7(6) 


10.8(3) 


$2.60(2) 
$2.57(3) 


$4.39(2) 
$2.57(3) 


11.45-12.2 
10.6-11.1 


9 


(3)8.95-9.5 
(2)8. 15-8. 25 
(3)7.9-8.5 


10° 
9.35° 


$2.23 


$2.20 
$2. 20-2. 25(2) 


12.55-12.7 
(2)12.55-12.7 
(2)11.55-11.7 

9.6(2) 


8.6(2) 


10. 5(2) 
(2)9.5-9.75 
9.5-9.75 


9-9.5 
9-9.5 


$2.10-2.25 
$2. 10-2. 20(8) 


$2.10 
$2.10 


$4.03(6) 


$3 .62(5) 
$2. 20/12) 


(2)7 





11. 1(6) 
10.7(6) 


10. 8(3) 


$2. 60(2) 
$2.57(3) 


,4.39(2) 
$2.57(3) 


11.45-12.2 
10.6-11.1 


9 


(2)8.95-9.5 
(2)8. 15-8. 25 


10° 
9.35° 


$2.23 


$2.20 
$2.20-2.25(2) 


12.55-12.7 

(2)12.55-12.7 

(2)11.55-11.7 
9.6(2 


8.6(2) 


10, 5(2) 

(2)9.5-9.75 
9.5-9.75 
9-9.5 


9-9.5 


$2.10-2.25 
$2 10-2. 20(8) 


$2.10 
$2.10 


$4.03(6) 
S. 62(5) 
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.9-8.5 


(2)12.55-12 
(2)11.55-11 


$2. 20(12) 





11.1(6) 
10.7(6) 


10. 8(3) 


$2. 60(2) 
$2.57(3) 


,4.39(2) 
$2.57(3) 


11.45-12.2 

10.6-11.1 
9 
(2)8.95-9.5 
(2)8. 15-8. 25 
(2)7.9-8.5 


10° 
9.35° 


$2.23 
$2.20 
$2. 20-2. 25/2) 


12.55-12 


9 .6(2) 
8.6(2) 


10. 5/2) 
(2)9.5-9.75 

9.5-9.75 

9-9.5 


9-9.5 


$2.10-2.25 
$2. 10-2. 20/8) 


$2.10 
$2.10 


$4.03(6) 


$3 .62(5) 
$2 20/12) 


Jacksonville, Fla 
Kerosine/No. 1. 
No. 2 fuel 
Diesel oil, 
plants... 
No. 6 fuel, no sulf 
guar.. ea 
do barges. 
Light Diesel, 
bunkers... 
Bunker C, bunkers 


Miami, Fla. 


Kerosine/No. 1. 

Diesel Rang shore 
plants 

No. 6 fuel, no sulf 
quar...... 
do barges 

Light Diesel 
bunkers 

RuokerC, bunkers 


shore 


Mar. 12 


11.8(11) 
10.9(8) 


10. 9/5) 


2. 57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 
11.8 
11.13 
$2.52 
$2.49(3) 


$4. 578(4) 
$2. 49(3) 


Mopis-St. Paul, Minn. 
Range oil No. 1., (5)11.375-12.3 


No. 2 fuel. . 

No. 5 fuel, high 
sulfur 

No. 6 fuel, high 
sulfur 


Mobile; Ala. 
Kerosine/No. 1. 
No. 2 fuel 
No. 6 fuel, no sulf 
guar. 
do barges 
Light Diesel 
bunkers 
Bunker C, bunkers 


New Haven, Conn. 


Kerosine/No. 1... 
No. 2 fuel 
Diesel oil, 
plants... 
No. 4 fuel 
No. 6 fuel, no sulf 
quar. 
do barges. 
Light Diesel 
bunkers. ‘ 
BunkerC, bunkers 


shore 


New Orleans, La. 
Kerosine/No. 1... 
No. 2 fuel. ...... 
Diesel nel 
plants. . 
No. 5 fuel. ; 
No. 6 fuel, no sulf 
quar 
do barges 
Light Diesel 
bunkers 
Heavy Diesel 
bunkers....... 


Bunk ere, bunkers 


New York Harbor 


Kerosine/No. 1... 
do barges... .. 
No. 2 fuel. ..... 
do barges... .. 
Diesel oil, 
plants. . 
No 4 fuel 
do barges 


rg 
No. 6 fuei, no sulf 
guar.. - 
do barges. .. 
No. 6 fuel, max 
% sulf. 
do barges... . 
Light Diesel, 
bunkers. . . 
Heavy Diesel, 
bunkers 
Bunker C, bunkers 


Norfolk, Va. 
Kerosine/No. | 
No. 2 fuel 
Diesel oil, 
plante.. 

No. 5 fuel. .. 

No. 6 fuel, no sulf 
ee SPREE 
do harges 

Light Diesel 
bunkers ... 

Heavy Diesel, 
bunkers 


Bunker C, bunkers 


Pensacola, Fla. 


Kerosine/No. 1... 
shore 


No. 2 fuel 
Diese! oil, 
plants... 


shore 


5)10.75-11.5 


9.4(4) 
8 7(4) 
11. 1(4) 
10 5(2) 


$2 38 
$2.25 


$4. 284(2) 
$2.25 

11.1(9) 
10.6(11) 


11(4) 
$3.80 


$2.70(3) 
$2.67 
$4.49 
$2 67 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2. 23(2) 
$2. 20(2) 
$4.03(4) 


$3 62(3) 
$2. 20(3) 


11. 1(20) 

10. 85(20) 

10.618) 

10.35(19) 

11(7) 
(12)$3.66-4. 09 
(12)$3. 63-3. 99 

$3.18 

$3.15 


$2.68(14) 
$2. 65(15) 


$2.73(2) 
$2.70(2) 


$4.47(4) 
$4. 12(4) 
$2.65(11) 
11.1(7) 
10. 6(6) 


115 
$3.21 


$2. 67(3) 
$2.61(4) 


$4. 47(4) 
$4. 12(3) 
$2.61(5) 


11.1(2) 
10. 5(4) 


10 5(2) 


DISTILLATES & FUELS 


Mar. 6 
11.8(11) 
10.9(8) 


10.9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 
11.8 

11. 1(3) 


$2.52 
$2. 49(3) 


$4. 578(4) 
$2. 49(3) 


11. 1(4) 
10. 5/2) 


$2.38 
$2.25 


$4.284(2) 
$2.25 
11. 1(9) 
10.6(11) 


11(4) 
$3.80 
$2.70(3) 
$2.67 


$4.49 
$2.67 


10. 3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2. 23(2) 
$2. 20(2) 
$4.03(4) 


$3 .62(3) 
$2. 20(3) 


11. 1(20) 
10. 85(20) 
10.6(18) 
10.35(19) 
11(7) 
(12)$3. 66-4. 09 
(12)$3. 63-3. 99 
$3.18 
$3.15 


$2. 68(14) 
$2 65(15) 


73(2) 
$2.70(2) 


$4_47(4) 
$4. 12(4) 
$2.65(11) 
11.1(7) 
10.6(8) 


11(5) 
$3.21 


$2.67(3) 
$2.61(4) 


$4.47(4) 
$4. 12(3) 
$2.61(5) 
11.1(2) 
10.5(4) 
10. 5(2) 





oo 


Feb. 27 


11.8f11) 
10.9(8) 


10.9(5) 


$2 57(6) 
$2.54(6) 


$4. 578(5) 
$2.54(6) 
11.8 
11. 1(3) 


2.52 
$2 49(3) 


$4.578/4) 
$2. 49/3) 
11.375-12 
1075-11 5 
9.4(4) 
8.7(4) 

11. 1(4) 
10. 5(2) 
$2.38 
$2.25 


$4.284(2) 
2. 25 


11.1(9) 
10.6(11) 
11(4) 
$3.80 
$2. 70(3) 
$2.67 


$4.49 
$2.67 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2. 23(2 
$2.20(2) 
$4.03(4) 


$3 62/3) 
$2. 20/3) 


11.1(20) 

10. 85(20) 

10.6(18) 

10.35(19) 

11(7) 
(12)$3.66-4.09 
(12)$3.63-3 99 

$3.18 

$3.15 


$2.68(14) 
$2.65(15) 


$2.73(2) 
$2.70(2) 


$4.47(4) 


$4. 12(4) 
$2.65(11) 


11.1(7) 
10.6(6) 


11(5) 
$3.21 


$2. A7(3 
$2.61(4) 


$4.47(4) 


$4. 12(3) 
$2.61(5) 


11.1(2) 
10.5(4) 


10. 5(2) 








Feb. 20 


13.81) 
10.9(8) 


10.9(5) 
$2 57(6 
$2.54(6) 
$4. 578/5) 
$2. 54(6) 

11.8 

11.1(3 
$2.52 
$2. 49/3) 


$4.578(4) 
$2. 49/3) 


1(4) 
10.52 


$2.38 
$2.25 


$4.284(2 
$2.25 


1.1(9) 
10.6(11) 


11(4) 
$3.80 
$2. 70/3) 
$2 67 


$4.49 
$2.67 


10. 3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2. 33(2) 
$2.20(2) 
$4.03(4) 


$3. 62(3) 
$2. 20(3) 


11. 1(20) 
10. 85(20) 
10.6(18) 
10.35(19) 
11(7) 
(12)$3 66-4 .09 
(12)$3.63-3.99 
$3.18 
$3.15 


$2. 68(14) 
$2.65(15) 


$2.73(2) 
$2.70(2) 


$4.47((4 
$4.12(4 
$2.65(11) 
11. 1(7) 
10. 6(6) 


115 
$3.21 


$2 67(3) 
$2 61/4) 


$4.47(4 
$4. 12(3) 
$2.61(5) 


11.1(2) 
10. 5/4) 


10 6(2) 








—feJ prices REFINERY AND TERMINAL 


DISTILLATES & FUELS 


Mar. 5 
11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


DISTILLATES & FUELS 
Mar. 12 Mar. 5 
12.2 12.2 
11.65 11.65 
11,95-12.65 11.95-12.65 
10.95-11.65 


10.95-11.65 
9(3) 9(3 
8-8. 25(3) 8-8. 25(3) 


Feb. 27 
12.2 


Feb. 20 


12.2 

11.65 
11.95-12.65 
10. 95-11. 65 


9(3) 
8-8. 25(3) 


Toledo, Ohio 
Kerosine 
Diesel oil........ 


Philadelphia, Pa. 
Kerosine, No. 1. 
do barges 
No. 2 fuel... cece 
do barges.... 
Diesel oil, shore 
plants...... 11(6) 
No. 4 fuel. .. $3 .66(2) 
No. 6 fuel. ..... $3.36(5) 
No. 6 fuel, no sulf 
guar ‘ $2. 63-3 $2 
do barges $2 2. $2 
No. 6 fuel, max 
1% sulf. $2.73- 2.78 $2 .73-2.78(3) $2 
do barges... $2 $2.70-2.75(2) $2 


Feb. 20 
11.1(10) 
10. 85(7) 
10.6(10) 
10.35(6) 


11(6) 
$3 .66(2) 
$3.36(5) 


$2.63-2.68(7) 
$2 60-2. 65(5) 


Mar. 12 
11.1(10) 
10. 85(7) 
10.6(10) 
10. 35(6) 


Feb, 27 
11.1(10) 
10.85(7) 
10.6(10) 


1.65 
11.95-12.65 
1.35(6) 


10.95-11.65 
9(3) 

11(6) 8-8. 25(3) 
$3 .66(2) 
$3.36(5) 


63-2 
60-2 


11(6) 
$3 .66(2) 
$3.36(5) 


68(7) $2 
65(5) $2 


63-2.68(7) Wilmington, N. C. 
60-2. 65/5) . 
Kerosine, No. i 11.1(7) 
No. 2 fuel 10.7(7) 


Diesel oi, 


11. 1(7) 
10.7(7) 


11.1(7) 
$2.73-2.78(3) 10.7(7) 
$2.70-$2.75(2) 


73-2 .78(3) 


70-2 .75(2) shore 


Light Diesel, 

bunkers 
Heavy Diesel, 

bunkers 
Bunker C, bunkers 


Pt. Everglades, Fla 
Kerosine/No. 1... 
No 2 fuel 5 
Diesel oil shore 
plants..... 
No. 6 fuel, no sulf 


do barges... . 
laght Diesel, 
bunkers. 
BunkerC, bunkers 


Partiand, Me. 

Kerosine, No. | 

No. 2 fuel... 

Diesel oil, shore 
plants 

No.6 fuel, no sulf 
quar.... 

do barges 
BunkerC, bunkers 


Proviaence, RP. i. 


Kerosine/No. 1... 
No. 2 fuel 
Diesel oil, 
plants. 
No. 5 fuel 
No 6 fuel, no sulf. 
guar 
do barges 
No 6 fuel, max 
1% sulf 
do barges. . 
Light Diesel, 
bunkers. 
Bunker C, bunkers 


shore 


Savannah, Ga. 


Kerosine/No. 1. 
No. 2 fuel. .... 
i oil shore 
plante....... 

No.5 fuei...... 
No. 6 fuel, no sulf. 


Light Diesel, 


Bunker (C, bunkers 


Tampa, Fla. 


Kerosine/No. 1... 

No. 2 fuel. 

Diesel oil, shore 
plants...... 

No .6 fuel, no sulf. 
guar .. 

do barges. 

Light Diesel, 
bunkers . 

Bunker C, bunkers 


#4 


$4 
2. 60-2. 65(6) 


11.8(5) 
10.9(4) 


10 9(4) 


$2. 52(3) 
$2. 49(4) 


$4.578(4) 
$2 49/4) 
11.3(9) 
10. 8(9) 
11.2(4) 


$2.72(2) 
$2 69 


11. 2(10) 
10.7(9) 


1 1(4) 
$3.64(3) 


$2. 69(4) 
$2. 66(4) 


$2. 84-2.99 
$2.81(2) 


$4.51 
$2. 4403) 


11 8(7) 
10 9(7) 


10 9(5) 
$3.13 


$2.59(5) 
$2.56(6) 


$4.578(5) 
2 56(8) 


11.7(8) 
10. 8(6) 


19. 8(5) 


$2 47(5) 
$2. 45(5) 


$4 536(5) 
$2. 45(5) 


$4.47(4) 


$4. 12(3) 


3 
$2. 60-2. 65(6) 


11. 8(5) 
10-9(4) 
10.9(4) 


$2.52(3) 
$2. 49(4) 


$4.578(4) 
$2 49(4) 
11.3(9) 
10.8(9) 


11.2(4) 


11.2(10) 
10.7(9) 


11.1(4) 
$3.64(3) 


$2.69(4) 
$2 .66(4) 


$2.84-2.99 
$2.81(2) 


$4.51 
$2. 66(3) 


11.8(7) 
10. 9(7) 


10. 9/5) 
$3.13 
$2.59(5) 
$2.56(6) 
$4.578(5) 
$2.56(5) 


11.7(8) 
10.8(6) 


10. 8(6) 


$2.47(5) 
$2. 45(5) 


$4.536(5) 
$2. 45(5) 


$4.47(4) 
$4. 12(3) 


$2. 60-2. 65(6) 


11.8(5 
10.9(4 


10. 9(4) 


$2.52(3) 
$2.49(4) 


$4.578/4) 
$2 49(4) 
11.3(9) 
10.8(9) 
11.2(4) 
$2.72(2) 
$2.69 
$2.60 


11.2(10) 
10.7(9) 


11.1(4) 
$3 .64(3) 


$2.69(4) 
$2. 66(4) 


$2. 84-2.99 
$2.81(2) 


$4.51 
$2.66(3) 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 


$4.578(5 
$2.56(5) 


11.7(8) 
10.8(6) 


10.8(6) 


$2. 47(5) 
$2. 45(5) 


$4.536(5) 
$2. 45(5) 


$4.47(4) 


$4. 12(3) 
$2.60-2 65(6) 


11, 8(5) 
10.9(4) 


20.0(4) 


$2. 52(3) 
$2. 49/4) 


$4.578(4) 
$2.49(4) 


11.3(9) 

10. 8(9) 

11.2(4) 

$2.72(2) 
69 


$2. 
$2.69 


11.2(10) 
10.7(9) 


11.1(4) 
$3.64(3) 


$2.69(4) 
$2.66(4) 


$2.84-2,99 
$2.81(2) 


$4.51 
$2. 68(3) 


11.8(7) 
10.97) 


10 9(5) 
$3.13 
$2.59(5) 
$2.56(6) 


$4.578(5) 
$2.56(5) 


11.7(8) 
10, 8(6) 


10.8(6) 


$2.47(5) 
$2. 45(5) 


$4.536(5) 
$2.45(5) 


plants 10. 8(3) 
Light Diesel, 


bunkers $4 39(3) 


Okla. (Okla. shpt.) 


42-44 w.w. kero 
58 & abv. di. 
Diesel. . 

No. 1 fuel 


10, 125-10.75 


9.5-10.5 
(3)9. 875- 

10.375(2) 
(3)9. 25-9. 75 
2)$2 00-225 


No. 2 fuel 
No. 6 fuel 


Okla. Group 3 (Northern shpt.) 


42-44 w.w. kero (6)10.25-10.5(2) 

58 & abv di. 
Diesel 

No. 1 fuel 


9 25-10 5 
(6)9.875- 

10. 125(4) 
(5)9 25-9 5(3) 


2)$2 00-2.25 


No. 2 fuel. 
No. 6 fuel. . 


N. Tex. (Tex. & N(w Mex. shot.) 


42-44 w.w. kero... 9.2-10 
58 & abv. di. 
i 9-10.375 


diesel. .... me 
No. 6 fuel. .... $2.00-2.05 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. . 9.75-10.75 
9.75-10.25 
9.125-9.5 


No. 6 fuel $2. 10(2) 


E. Tex. (Truck transport tots) 
9.5-10.5 


8.75-9.75 
$2.00-2.25(2) 


42-44 w.w. kero. 
58 & abv. di. 


Diesel... .. 
No. 6 fuel 


Cent. W. Tex. (Truck transport iote) 


42-44 w.w. kero. . 
58 ‘. abs. di. 


9.5 


Kans. (For Kans. destinations only) 
42-44 w.w. kero. . 10.375-10.75 


10.125-10.5 

10-10.375 

9.25-9.75 
$2.55-2.60 


No. 6 fuel....... $2.10-2.25(3)x 


10. 8(3) 10. 8(3) 


$4.39(3) $4.39(3) $4. 39(3) 


10,125-10.75 10.125-10.75 10,125-10.74 


9 5-10.5 
3)9. 875 
10.375(2 
3)9.25-9.75 
2)$2.00-2.25 


95-105 
3)9. 875 
10. 375(2 
$)9.25-9.75 
(2)$2.00-2 25x 


9.5-10 5 
(3)9.875- 
10.375(2) 
(3)9. 25-9. 75 
2)$2 00-2.25 


(6)10.25-10.5(2) (6) 10.25-10.5(2) (6) 10.25-10.5(2 
9.25-10.5 
(6)9. 875- 
10. 125(4) 
(5)9.25-9 . 5(3) 
(2)$2.00-2.25x 


9.25-10.5 
6)9. 875- 

10. 125(4) 
5)9. 25-9. 5(3) 
2)$2.00-2.25 


9. 25-10 5 
(6)9.875- 

10. 125(4) 
(5)9. 25-9. 5(3) 
(2)$2.00-2.25 


9.2-10 92 10 


9-10.375 
$2. 00-2.05 


92 10 


9-10. 375 
$2. 00-2.05 


9% 10.375 
$2.00-2 05 


9.75- 10.75 

9.75-10.25 

9.125-9.5 
$2. 10(2) 


9.75-10.75 
9.75-10.25 
9.125-9.5 
$2. 10(2) 


9.75-10.75 
9.75-10.25 
9. 125-9.5 
$2. 102) 


9.5-10.5 9.5-10.5 9 5-105 
8.75-9.75 
$2 .00-2. 25(2) 


8.75-9.75 
$2.00-2.25(2 


& 75-9.75 
$2.00-2. 25:2 


10.375-10.75 10.375-10.75x 10.375-10.625 
10.125-10.5 
10-10. 25 
9. 25-9 .625 
$2.55-2.60 
x$2.10-2.40 


10.125-10.5 
10-10.375x 
9. 25-9. 75x 
$2.55-2.60 
$2.10-2.40 


10.125-10.5 
10-10.375 
9.25-9.75 
$2.55-2.60 
$2.10-2.40 








NOW 
AVAILABLE 


RE 


Hopewell, 


Va. 


Wilmington, W. ¢ 
Charleston, 5. ¢ 
Savannah, 6a. 

Port Everglades, 


Tampa, 





Fla. 


Belton, 5. C 


Panama City, Fla. 
Birmingham, Ala. 
Montgomery, Ale. 
Columbus, 6a. 

Greenville, Miss. 
Knoxville, Tenn. 


Regt re Nee 


PUBLIC OIL REFINING COM 


SOUTHERN TERMINALS 


Highest Quality 
Petroleum Products 

e Gasoline 

e Kerosene 

e Diesel Fuel 

e Heating Oils 


NATIONAL 


PANY 


ATLANTA, GA. 
1401 Peachtree Street 


PITTSBURGH, PA. 
Benedum-Trees Bldg. 
TEXAS CITY, TEXAS 
Refinery 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS 


Mar. 12 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. kero. . 10.5 10.5 
Tractor fuel... .. 10.5 10.5 
52&bel.di. Diesel 9.625 9.625 


Mar. 5 


10 

9.625 
$2.7! 
$2.55 
$2.40 


$2.55 
No. 6 fuel....... $2.40 


Western Penna. 
Bradtord-Warren: 
Kerosine . 

55 cetane Diesel 
No. 2 fuel. .. 
36-40 gravity fuel 


Oil City: 


Kerosine ... 

50 cetane Diesel 
No. 1 fuel... 

No. 2 fuel... 
34-40 gravity fuel 


Pittsburgh: 
Kerosine..... 

50 cetane Diesel 
No. 1 fuel. ... 
No. 2 fuel .. 

36 40 gravity fuel 


(2)11 9-12.25 


11.55-11.8 


Central Michigan 
16-49 w.w. kero 
Range oil..... 

P. W. distillate 
No. 2 fuel. ° 

UV. G. 1. gas oil 
No. 5 fuel 

No. 6 fuel. ... 


Feb. 27 Feb. 20 


10.5 10.5 
10.5 10.5 
9.625 9.625 


10 10 

9.625 9.625 
$2.75 $2.75 
$2.55 $2.55 


11.9-12.25 
11.55-11.8 
11.8-12.1 


Ohio—Quotations of 3. O. Ohio for delivery to Ohio points 


Kerosine 13.1 13.1 
No. 1 fuel... .. 12.9 12.9 
No. 2 fuel sie 11.9 11.9 


California - Los Angeles District: 
Rack: 
Stove dist 
PS 106 25-10.2(2 
Diesel fuel 
i) 


9. 25-10. 2x 


Light fuel 
PS 309, ... 
Heavy fuel— 

PS 400 . 
Tank Car: 
40-43 w.w. kero 
Stove dist— 

PS 100. 
Diesel fuel— 

PS 200 


Light fuel— 

PS 300. “ 
Heavy fuel— 

PS 400.. x(3)$2.15-2.30 
Tank Truck (400 gale or more): 


40-43 w.w. kero 17 
Stove dist— 


$2. 10-2. 30x 
x17.3 


-_ x14.2 
Diese! fuel— 
PS 200 


San Francisco District: 
Tank Car: 
40-43 w.w. kero 
Stove dist— 
PS 100. 


I 


925-1012) 9.25- 10/2) 
(2)9-9 3 
x(2)$2.60 
x(3)$2.10 
13.6 
9.25 13 9.25-13.5 
(2)9-12 (2)9-12 
3) $2.60 x(3)$2. 60 
3)$2.10- 10-2. 25 
17.1 1 
14 


12.2 








Diesel fuel 
PS 200 

Light fuel— 
PS 300.. 

Heavy fuel— 
PS 400... 


DISTILLATES & FUELS 


Mar. 12 


$2.35 


Tank Truck (400 gala. or more) 
8 


40-43 w.w. kero.. 
Stove dist— 


Diesel fuel— 
PS 200 
Pacific Coast 


17 


14.7 


Ships’ bunkers, or deep tank lots 


San Pedro, Calif. 
Diesel—PS 200 
Bunker C—PS 400 


$4.8315 
4)$2.10-2 20 


San Francisco, Calif. 


Diesel— PS 200 
Bunker C—PS 400 
Seattle, Wash. 
Diesel—PS 200 
Bunker C—PS 400 
Portiand, Ore. 
Diesel—PS 200. 
Bunker C—PS 400 
Mexico 


$5.05.4 


3)$2. 15-2.25 


$5.2514 
3)$2.45-2.50 


Mar. 6 Feb. 27 


$4 43(5) 
1)$2 05-2.20 


x$4.83(5 
x(4)$2.10-2.20 


$454.4) 


$2 10-2 25 


x$5.05(4 
x(3)$2.15-2.25 


$4.75(4) 
3)$2. 40-2. 50 


x$5.25(4) 
x(3)$2.45-2. 50 


$4.75(4) 
(3)$2.40-2.50 


x$5.25(4) 
x(3)$2.45-2.50 


Ships’ bunkers; U.S. dollars per bbl. of 159 liters 


Guaymas 
Diesel ° 
Bunker C 
Manzanillo 
Diesel 
Bunker C 
Minatitian 
Diesel 
Bunker... 
Salina Cruz 
Diesel 
Bunker C 
Tampico 
Diesel 
Bunker C. 
Veracruz 
Bunker C 


FOB Group 3 
Grade 26-70. 


x$6.20 
x$3_10 


x$5 
x$3.1 


$5.65 


OO 


75 


NATURAL GASOLINE 


Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con 
tinent manufacturing district. 


Mar. 12 


5 (Quotations 


FOB Breckenridge, Tex. 


Geade 26-70, 


4.5 (Quotatio 


Producers’ contract prices, tank 


Propane: 


New York Harbor 
Philadelphia, Pa 
Toledo, Ohio 
Houston, Tex 
Oklahoma 
(Group 3) 
Baton Rouge, La 
Shreveport, La 
New Orleans, La 


Mar. 12 


9.05-9.3 
8. 8(3) 


15 


4. 5(9) 
4.675-4.875(2 
4.75 





Mar. 5 Feb. 27 Feb. 20 


5 (Quotatior 5.5 (Quotations 


ns) 4.5-5 ( Quotations) 


cars. 


Feb. 27 


9.05-9.3 
8.8(3) 


8 
4.5-4.75 


4.5(9) 
4.675-4.875(2) 
4.75(3) 


4 875(2) 4. 875(2) 


Fluorescent co 
solvent extracted and 
additive lube oil 


Para 


gon 


| . 

Petroleum Colors 
PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 


HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


30 £. 40 $t., N.Y.C. EV 8-4100 

















Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York 


Maine to South Carolina 


630 FIFTH AVENUE, 


Boston NEW YORK 20,.N.Y. 
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—{e] prices REFINERY AND TERMINAL 


LUBRICATING OILS 


Western Penna. Mar. 12 Mar. 5 Feb. 27 
Viscous Neutrals—Nc. 3 col. Vie at 70° F, 

200 vis. (180 at 100°) 420-425 fi 

10 p.t ‘ r 22-23 

15 p.t 

25 p.t... eseee (3)20-21(2 


°150 vis. (143 at 100°) 400-405 fi. 
LS en 21 


(3)20-21(2 


21 
15 p.t. Dicaees 
OS 
Bright Stock 
145-155 vis, at 210°, No. 8 col 

10 p.t 5 

15 p.t 24 

25 p.t 4)22-24 

Cylinder Stocks 

660 s.rfilterable.. (2)'6 17 2)16-17 

650 s.r hee (217-18 2)17-18 

600 flash 3)i8.5-19.52  (3)18.5-19.5(2 
330 flash... (2)19 5 205 (2)19.5-20 5 


20 20 20 20 
18.5- 19(3) 18 $-19(3 18.5 103 18. 6-193 


Mid-Centinent 
FOB Tulsa basis, for domextic shipment only, bright stock, vis. at 210° neutrals, vie 
at 100° 0-10 p.. 


Bright Stock— Conventional 
200 vis. D, 
10-25 p.p..... 
150-140 vis. 1D: 
0-10 p.p 
10-25 p.p. 
120 vis. D, 
0 10 p.p. 


Bright Stock Solvent 
150-160 vis., 
0-10 p.p., 95v.i. x(4)24-25 (5)23-25 


Neutral Oils--Conventional Pate Oils 
60-85 vis 

No. 2 col.. x14.25 13 75 
84-110 vis. 

No. 2 col... x14.5 14 14 
150 vis. No. 3col. x16.75 15.75 15.75 
180 vis. No 3rol. xI7 16 16 
200 vis. No.3 col = x17. 25/2) 16. 25(2) 16. 25(2) 
250 vis. No. 3col x17.5 16.5 16 5 
280 vie. No.3 col. x17.75 16.75 16.75 
300 vis. No.3 col. xI8 17 17 


Neutral Oils— Solvent— 95 v.1. 
370-180 vis x(2)19.5-20.5(3) (3)18.5-20.5 (2)18.5-19.5(3) (2)18.5-19-5(3) 
200-210 vis x(3)19.75-20.75(3) (3)18.75-20.75 (3)18.75-19.75(3) (3)18.75-19.75(3) 
100 vis.. ....... .x(2)20.25-21 25(2)9/2)19.25-20.25(2) (2)19.25-20.25(2) (2)19.25-20.25(2) 
Cylinder Stocks 
400 s.r., 

olive green 17.5 17.5 17.5 17.5 


Gulf Coast— Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf 
for export. 


Bright Stock vis. a: 210° 
150-160 vin.: 
0-10 p.t., 95 v.i. 25(5) 


LUBRICATING OILS 
Mar. 12 Mar. 5 Feb. 27 Feb. 20 
Neutral Olis— Vis. at 100°: 95 v.I.; 0-10 p.t.: 
in ee 21(5) 21(5) 21(5) 21(5) 
200 vis.......... 21.8(5) 21.5(5) 21.5(5 21.5(5) 
300 vis......... 22.5(5) 22.5(5) 
500 vis (3)23. 5-24(2) (3)23 .6-24(2) 
South Texas 
Vis. at 100° F FOB 8. Tex. refineries for domestic and/or export shipment 
Pale Olis: 
100 vis. No. 14> 
2% ool....... 
200 vis. No. 2-3 
erat ica 
300 vis. No. 2-3 
ol... eseces 
500 vis. No. 214 
3% col........ 
750 vis. No. 3-4 
Ree 
1200 vis. No. 3-4 
col 


22.5(5) 22.5(5) 
(3)23.5-24(2) (3)23.5-24(2) 


12.25(6) 12. 25(6) 12. 25(6) 12. 2616) 
13.75(6) 13.75(6) 13.75(6) 13 75(8) 
14.25(6) 14.25(6) 14.25(6) 14 258 
14.75(6) 14.75(6) 14.75(6) 14.7516 
15(6) 15(6) 15(6) 15(6) 
2000 vis. No. 4 col 186) ise) sie)” isi8) 
Red Oils: 


12. 25/5) 12. 25(6) 12 2515) 12. 25(6) 
13. 75(6) 13.75(6) 13.75(6) 13.75/6) 
14. 25(6) 14. 25(6) 14. 25(6) 14. 25(6) 
14.75(6) 14.75(6) 14.75(6) 14.75(4) 
15(6) 15(6) 15(6) 15/6) 

15. 5(6) 15 5(6) 15 5(A) 15.5.6) 
16(6) 16:6) 16/6) 16168; 


AVIATION GASOLINE 
(MIL-F-5572) 


Gulf Coast Cargoes Mar. 12 Mar. 5 Feb. 27 
Cargoes 

Grade 115/145 18.5 18.5 

Grade 110/130... 17 17 

Grade 91/96 15.5 15.5 

Baltimore, Md. 

Grade 100/130. . 19. 19.1 

Grade 91/96.... 17 17.6 

Grade 80....... 17. 17.1 


Boston, Mass. 

Grade 100/130... 19. 
Grade 91/96... 17. 
Grad 17 
Charleston, S. C. 

Grade 100/130. . 19 
Grade 91/96..... 17. 
Grade 80....... 17 


Houston, Tex. 

Grade 100/130... 12 
Grade 91/96 16 
Grade 80 16 














Daily Oil Prices Direct from 


by fastest mail — every morning! 
fined petroleum products. 


and markets. 


Platt’s OILGRAM Price Service 


NAME 
COMPANY 
STREET 
CITY STATE 


TITLE 





accurate, complete DAILY PRICES 
Platt's OILGRAM Price Service 


the World's Leading Oil Centers 


* timely, reliable market information delivered to your desk 
Accurate daily reporting of more than 800 prices of re- 


PLUS up-to-the-minute news of events affecting oil prices 


SPECIAL! Try the OILGRAM Price Service for two weeks 
at our expense. Learn first-hand how valuable it can be. 


McGraw-Hill Publishing Company, 330 W. 42nd St., N.Y. 36, N.Y. 
Yes—I want to try the OILGRAM Price Service. Please 
send me a two-week subscription without obligation. 


This Is Your 
Market Placel 


Write today for Advertising 
Space Rates. 
NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
New York 36, N. Y. 














@ SOLVENT NEUTRALS 

AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


DEEP ROCK OIL COMPANY 


306 N. ROBINSON e@ PHONE REgent 6-1491 
OKLAHOMA CITY 
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REFINERY AND TERMINAL 


AVIATION GASOLINE PARAFFIN WAX 
(MIL-F-5572) Mar. 12 Mar. 5 . 27 Feb. 20 


Mar. 12 Mar. 5 Feb. 27 Western Penna. (t.c. in bulk) 
New Orleans, La. 124-6 AMP white 
Grade 100/130 .. 18 18 18 crude seale....  6(3) 6(3) 
16.5 16,5 16.5 
16 16 16 1 Atlantic Seaboard 
Melting pointe are AMP, 3° be r than EMP. Prices for caricad lote. Domestic prices 
FOB refinery; seale in bags or ; fully refined, slabs loose. Export prices FAS; scale in 
19. 12) 19. 1(2) 19. 1(2) 19. 1(2) bags or bbis.: fully refined in Beg Hn 


17.6(2) 17.6(2) 17.6(2) 17. 6(2) 
17.1(2) 17.1(2) 17.1(2) 17.102) Mar. 12 Mar. 5 Feb. 27 Feb. 20 


New York Domestic 
124-6 white crude 
Grade 100/130. .. ; 9.1 : 19. seale 8.1(3) 8. 1(3) 
3 Pully ~ fined 
% ; ; 123-133... 9.05(4) 9.05(4) 
mate S8........ i : : 135-148. 9.05(4) 9 05(4) 
Toledo, Ohie 149-151..... 10.55 10.55 
Grade 100/130... New York E. 
ues white crude 
7.1(3) 7.1(3) 7.1(3) 7.1(3) 
Fully Refined 
123-133 ces 8-9 .05(3 8-9 .05(3) 8-9 05(3 x8-9.05(3) 
135-145 8.25-9.05(3 8.25-9 05(3 8 25-9. 05(3 x8. 25-9 .05(3) 
NAPHTHAS & SOLVENTS 
Mar. 12 Mar. 5 Feb. 27 Feb. 20 
Baltimore, Md. 


Minera) spirits. . . 16 5(4) 16.5(4) 16.5(4) 16 5(4) 





18.5(4) 18. 5(4) 18.5(4) 18 5(4) 


| oo Price Handbook Ready 


| The 1956 edition of Platt’s Oil 


Phat a Price Handbook and Oilmanac 


Mineral eps’. 18.608 16 608) 16 808) 16.848) will be mailed this month. Indi- 


Providence. vidual copies sell for $20. and 


Mineral pirta’<. — 17-8(8) 17:58) 17.508) 17 8:8) may be ordered through NPN. 
FOB Group 3 
Btoddard solvent . ae 13.375(4) page 12.375(4) 











Cleaners naphtha 12.875(3 
V. M. & P. 
12.875(4) 12. 875(4) 12. 875(4) 12.8754) 


naphtha....... 
Mineral —.- 11. oe Ly pat 11. aoa 11.875(4) 
Rubber solve 12.875(4 .875(4 12.87. 12.875(4) 


Lace ts Oil Marketing Equipment and 
yao it gi ne i ait a 825 (24-125 14.625 (214. 128-142625 li Markering Cquipment an 
Western Penna. 


2 TBA Manufacturers Be sure to get 


16.5 16.5 16.5 16.5 
Pittsburgh: 


= 
Stoddard solvent 16.5(3) 16. 5(3) 16.5(3) x16. 5(3) the FACTS ABOUT 


Ohio— Quotations of 8. 0. Ohio for delivery to Ohio pointa. 


V. M. & P. a . 

i8 18 a 4-page, tell-all 
Mineral spirits. . . 17 17 
Stod 


dard solvent 17 17 1 j 
Sele calvent.... . 15.875 15.875 8 piece about the 


E. Tex. (Truck transport lots) National Petroleum 
Stoddard solvent. 12.25 12.25 12.25 


Cent. W. Tex. (Truck transport tote) News mid -May 
Stoddard solvent 11.5 11.5 11.5 
FACTBOOK issue 


and the sales- 


12.875)3) 12.875(3 12 875(3) 





JET FUEL 
(MIL-F-5624) 
Gulf Coast Cargoes Mar. 12 Mar. 5 b> Feb. 20 
Grade JP-4 9-9. 25(2) 9-9. 25(2) ; 9-9 25(2) 





i a Nati 
making opportun - National 
News 


ities in it for you. \ | BACTBOOK us 
PETROLATUMS For your copy, write wa Sth sve 


ey ee cpmoet nee of Menemet Pemetnem Mees 


Mar, 12 Mar. 5 Feb. 20 te Menon tA magesine of ot marening 


Weemnede Penne, National = 5000. 40 &. ten Vaden 30 
Gani serine TIES Ie) x8-8.95 (2)7.75-8.125  (2)7.75-8.125 

now white x(2)8.125- 2) x8-8. 25x s ' 

i (3)7.75-7.875x x7. 75(4) (2)7.375-7.75(2) (2)7.375-7.75(2) P etroleum 

Lily white... x(2)7.625-7.75(2) _x7.5-7.75x  (2)7.25-7.625 (2)7.25-7.625 
Cream 20... (27 125-7.875x x(8)7.125-728x  (296.28-7.196(2) (2)6.25-7.125(2) News 

Soft yellow. -°..° (3)8.25-6.5x x6.2543 (2)6.875-6.126 (28 875-8125 

Light amber..... (3)6.25-6. 5x x6. 25(4) i .25x 

aher.. 3)6-6.25% x6(4) (3)6.526-6x-‘(2)5.625-5.75 330 West 42nd Street 


5.75-6 x5. 75-6x 5.375-5.75 5.375-5.75 ' New York 36 New York 
’ 
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fej prices TANK WAGON 


Prices for gasoline do not include taxes; they do, however, include Inspection fees per gal., included in both gasoline and kerosine prices 
inspection fees as shown in next column. Gasoline taxes, shown in separate inless otherwise specified, are as tollows 

olumn include 2¢ federal and state taxes; also city and county taxes Ala. 1/40c¢ on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/25c; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kan. 1/100c; La. 1/32c; Minn, 5/200c; Mo. 1/25c; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes, Discounts 1/20c; N.C. 1/4e; N. D. 1/20¢; Okla. 2/25c; S.C. 1/8¢; S. D, 1/40c; 
if any, are shown in footnotes. These prices in effect March 15, 195¢ Penn. 3/5c; and Wisc. 3/100c, ' 
as posted by principal marketing companies at their headquarters’ offices Kerosine inspection fees only: Ala. 1/2c; Fla. 1/8¢; Towa 1/50c; 


but subject to later correction Mich 5¢ 


Socony Mobil 


Mobilgas Aircraft Mobilgas Mobil 
Grade Grade Grade (Regular Grade) *Mobilfuel *Mobilheat No. 4 No. 6 
Gasoline 80 9) 100 Cc - Dir. *Mobil Kerosine Diesel (No, 2 Fuel) — Fuel Fuel 
an e.e. t.3. t... THe. TO. ‘ T.Cc. Yard T.W. T.c, T.W. T.C. Yard bf T.W. 


.29 
.29 
.29 
.29 
-05 


: 


New York City: 
Manh....... 


11.0 
10.9 


tw 

ao 
et tt et 

a3. 


ocr gran 


Richmond... 
Albany, N. Y.. 
Binghamton... 


Pat a at et tt 
em Pm ororor 


9 
nox 
A 


— 
oot 


moan: 


9 
5 


= 
_- 
On 


Jamestown... . 
Mt. Vernon.... 
Plattsburg..... 
Rochester 


to) © DWHRONAAAAD 


—— 1 onore 
it et BONO OD 
4 


6. 
Bridgeport, Conn 8. 
Danbury 8 
Hartford 
New Haven.... 
Bangor, Me.... 
Portland 


ae 
Concord, N. H. 7 
Lancaster 7 
Manchester.... 7. 
7 
6 
7 


o 
on 


6 
9 
4 
7 
38 
9 
Py | 
6 
6 
6 
<< 
8 
| 


8 
my | 
2 


19 60 
Arnona 


ae 
22.8 24.8 14.6 
eee % 


Portsmouth. ... 
Providence, R. 1 ait 
Burlington, Vt 12.2 
Rutland 2 : 13 1 12 6 
Taxes: N.Y.C. prices are ex 3% ‘ati sales tax. Syracuse prices ex 2% ae sales tax, eneiesiie to price of gasoline (ex tax). 
Discounts: Mobile Kerosine--New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for aeliveries of 300 gals. or more 

Mobilfuel Diesel—All points, tank wagon less 0.5c for deliveries of 800 gals. or more. 

Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals 

Effective dates: "Feb. 17; xMar. 8; “Mar. 15. “Commercial Consumer TC prices 15¢ higher. 


2 15.8 
7 2.7 ives 


> 
Te 


l Seah nusbennebannaannannesees 
ANaAnwe. 


= SON r J 
20 00 Co OT IDO WKH OD RARODMNMROSOOOO 


SCACGOAAROOHRO: 


Fuel Oils—-T.W.—Chieago, III. 


: Standard Standard 
Indiana Standard Heater Oil Furnace Oi! 


1-99 gal 37.3 16.1 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 100- 149 oats. : 16.1 Kraak 
ef Indiana bulk plants where the company’s prices are publicly posted 150 gals. & over... 


Red Crown ——— Standard Furnace Oil————_—_- 400 gals. & over 14.6 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 
Cc cons. Dir. line sine - gals. 174 349 849 gals. gals. 


T.W. Taxes T.W. . &over gals. gals. gals. & over & over Stanolex Stanolex 


Fuel A Fuel C 


1-749 gals........ 11.4 10.25 
750 gals. & over 10.65 9.5 


Taxes: St. Louis, Mo., gasoline tax includes lc 
city tax. Des Moines, Ia., kerosine and furnace 
oil prices do not include 7c state tax. State 
sales, occupation, consumer and use taxes to be 
added, where applicable. 

Discounts: Red Crown—CTW prices at some 
points subject to varying discounts for quan- 
tity deliveries. 

Note: Premium-grade gasoline t.w. prices gen- 
erally 2c above regular. 

*“Temporary” price. 


= 
So 


Chicago, Ill..... 8 
South Bend, Ind 9 § .7* 
Detroit, Mich... 

Mpls.-St. Paul, Minn 

Des Moines, Ia. . 

St. Louis, Mo 

Wichita, Kans... 

Omaha, Nebr... . 


1 
Slt tet 


~ 


as “1 co 


PABDBDAIAAWDNIAA 
SsSooosooeosococscso 


Milwaukee, Wisc. 
xEffective Feb. 1 








Ohio Standard Clay & Bailey 
Sohie X-Tane Gasoline QUICK OPENING PRESSURE DOME 
Aviation Gas.-Cons. T.W. (Regular Grade) 
Sohio Sohio Sohio Con- Re- Kerosine No.1 No. 2 
Gasoline Avia. Avia. Avia. sumer _ scll- T.W. Sohio- Sohio- 
Taxes 80 91 100 T.W. ers 3.S. Heat Heat 
.75 24 15.8 15 
24. 8 15 
24. 3 15. 
24 3 15 
23 3 15 
24 5.8 15 
9, Sie ‘ : 
se i No, 1197 
24 15.6 ; : 
24 15.6 ; Designed for use on transport tanks 
24 15 4.6 for Casing Head gasoline or similar 
23. 15 products being hand!ed under pres- 
24 15. sures up to 45 pounds. Can be 
24 15.6 i furnished installed on a 16” or 18” 
round manhole made from 14” steel. 
Taxes: Hangar operators can purchase aviation gasoline less 5¢ per gal. State Road Tax by supporting This is a quality product. Write for 
purchase with State Tax Exemption Form A-10 to supplier. drawing and prices. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2¢ off consumer t.w. CLAY & BAILEY MFG. CO. 
Notes: Kerozine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., add 1¢; 1-49 gal., add 2¢. Dept. 
Naphthas & Solvents—Prices are for t4v. and drum deliveries of 500 gal. or more. 6408 East Fortieth St. 
Premium-grade gasoline prices: consumer t.w. & s.s. 3¢ above regular, resellers 2.5¢ above regular. S.s. prices Kansas City 29, Missouri 
are at company operated stations. 
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Cincinnati... 
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Mansfield. . . 
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Standard of 4 
California (ase —_— 


e Ay line 
400 Gals. &over Taxes 


Portland, Ore... 
Seattle, Wash... 
Spokane....... 

See 
Boise, Idaho.... 
Salt Lake : 
Honolulu, T. H..... 
Fairbanks, Alaska... 
Juneau 


nnmoooooo”™ 


~2 00 G0 0 00 OO 30 WOO 


_ 
ace 


0 
.0 
Standard Standard 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
‘Bets T.T. OB F.T. 1T.TF. 
(400 gals. & over) (ex all taxes) 
x x x x 
: 14.7 
14.2 
15.5 
18.1 


ROONMAAMNRwRKOoReS 
CORRE COWRA WMA 


a4 


San Fran. ... 
Los Angeles. . 
Fresno....... 


Portland 


Honolulu... . 

Fairbanks... . 

Juneau... ... : 
XEffective Feb. 28; except Alaska points 

effective Feb. 2 

Taxes: 


Boise—8c gas tax applies to motor fuel only; 
avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

onolulu—10.5 gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5¢ terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawa'‘ian gross income tax of 1% to 
reseller, 2.56% to consumers. 

laska—7c gas tax applies to motor fuel only 
avgas taxes are 2c federal, 3%c_ territorial. 
Standard Diesel/furnace oi] prices are ex 5c 
territorial. 
Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals: 
0.5¢ for 200-399 gals., except for deliveries tu 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c¢ differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 
‘ess than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
3¢ a gal. higher than Chevron (Regular) for 
quantity delivered, except at Boise and Salt 
Lake, which are 2.5¢ higher, and Honolulu 
2.7¢ higher. For less than 40 gal. deliveries, 
and 5.f¢ gal. to 400-gal-and-over price, except 
at Honolulu, add 5.0¢ gal. fer léss than 40 
gals. (Marine) and less than 100 gal. (Shore- 
side). Add to Chevron Aviation 80/87 quantity 
delivered prices, 2.0¢ for 91/98, 5.0¢ for 100/130 
and 8.0¢ for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., and Llc. 200-399 gals., add 3c 
40-199 gals., add 6c; tank car/truck trailer, 
deduct 3.5c. 

Standard Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add 1c; 200-399 gals., add 0.5¢: less than 40 
gals., add 5c. 

*Standard No. 2 Burner Oil. 

Fire-Chief Gasoline 
Texas (Regular Grade) Kerosine 
Co. Dealer Gasoline Dealer 
v Taxes 


0 


3 
00 % %© 3 00 G0 G> 00 G0 BY Or OO G2 OO 
> SomewermrHOAD 


Dallas, Tex... . 
i. Fe 
a Falls... 


miommancemeancoe & 
ee | 
scoocoeccooooo 
20 20 00 co 00 co co co cecocsee & 


2 
Notes: Dealer t.w. prices apply also to all 
classes of consumers with minimum delivery 
of 50 gals. 
Premium-grade gasoline t.w. prices 2.5¢ 
above regular. 








i pe ial (Prices are per imperial gal.; to Tases: Gusoline taxes are provincial taxes. 
m r arrive at price per U. S. gal., Notes: ; 
Oil subtract 1/6th.) Premium-grade gasoline t.w. prices 3c above 


Esso Gasoline regular. 
Free Grade) Kero- * Price is for premium grade. 
a — a ; 

nth egg vle 
2 Humble ban od Gaso- Kerosine 
Oil Regular line Tank Re- 

t.W. Retail Taxes Wagon tail 

13.3 17.5 
13.3 17.5 
13.3 17.5 
13.3 17.6 


Dallas, Tex. 38 
Ft. Worth 5.3 
Houston. 2 
San Antonio. 5 
Notes: 

T.W. prices are to all classes of dealers and 
consumers. . 

Premium-grade gasoline t.w price 2.5¢ 
above regular. 

xEffective Feb. 8. (Price corrected) 


Winnipeg, Man...... 
Brandon, Man 
Regina, Sask. ..... 
Saskatoon, Sask. .... 
Calgary, Alta......... 
Edmonton, Alta g< 
Vancouver, B.C... 


ek & OAC ke OAH -3-349-3 
eccocoooescosoesooesco 
30 ane pon caoMAArearaaca 





The Head that 
“STAYS AWAKE” 
in modern pumps...the 


VEEDER-ROOT COMPUTER 


In all repairs, it pays to be sure that genuine Veeder-Root Parts are 
used throughout. And if it’s rebuilt computers you need, then be 
sure they're rebuilt at the Veeder-Root Factory. 





(> SF 
VEEDER-ROOT 


World’s Most Experienced Makers of Counters & Computers 


VEEDER-ROOT INC., HARTFORD 2, CONNECTICUT 


és 
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{Jj prices TANK WAGON 


i P ‘ N.B. Prices are Continental's tank- 
Atlantic Atlantic Gasoline Kerusine . Cont 1 aan prices. Current selling price 


ss i Cons, Sagpente d & No. | ‘ue 
Refining : T.W S.S. Vases Fuel TW. TW. Oil may vary Some Chase shown because 
Phila., Pa. 19 é 


0 
Reading. . 20. 
Allentown. . 20. 
Harrisburg 20.0 
Wilkes Barre. . x18.0 
Williamsport 20.0 
Pittsburgh 20.5 
Altoona 19.0 
2 ee 20.5 
Greensburg. . 20.5 
Wilmington, Del. 20.5 
Hartford, Conn. 
New Haven.. 
Boston, Mass. 
Springfield 
Providence, R. I. 
Camden, N. J. 
Newark. . 
Albany, N. Y. 
Binghamton 


Conoco Demand 
N-Tane (3rd Gaso- Kero- 
(regular) Grade) line sine 
T, Wagon Taxes T 


pS, ps ps 
or orocreng * 
monwwowo 5 


3 
9 
0 


Denver, Colo... . 
Grand June. 


D> 0 00 00 G0 or oF BO 
on 


Ope 
OOOO NOH 


Yo all ik Ki 

Salt Lake, U..... 
Twin Falls, Ida. 

Albuquer, N. M.. 
Roswell 


COWDROOOCHOOHRO REESE : 
LI“ DW W-I1 SOOO wmwenwndn 


nom 


Muskogee, Okla. . 
Oklahoma City. . 


AwWNOMorEEDoDamRwenr 
QO 00 00 &© 00 00 G0 =3 6 6 tw 00 00 00 GO 00 
anmnomnmooooooooosos 


CS WONT EDN Co Ce 


Elmira. . ‘ 
Rochester. . . 
Syracuse..... 
Watertown...... 
Baltimore, Md... 
Richmond, Va. 
Charlotte, N. C 
Jacksonville, Fla.. 


ONO OT OT ee 


xEffective Mar 


pact pet pest pea feb feed fem dp 


7 


Taxes: 

Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
Fe, le. Cheyenne, lc; Casper, Ic. 


ON ON RO OOO’ 


on 


CORR POCOCOOCHORHD 


OO. DCO AOe hen 
DN HAAIOH AMER 


ee 
ole: 


be i5 5 4 ‘ ed 
Effective dune “Feb. xFeb. 29; ®Mar. 3; *Mar. 8; +Mar. 9; #Mar. 10; {Reduced from 15.1 to 11.9 Discounts : - . : 
Feb. 15, to 10.9 Feb. 17, to. ig Feb. 27. +Reduced from 14.9 to 13.4 Feb. 19 .to 12.9 Mar. 10. Salt Lake City and Twin Falls gasoline and 
“ kerosine prices apply for deliveries of less than 
Heavy Fuel Oils—T.W. No. 5 Fuel No. 6 Fuel 200 gals.; 200-399 gals., deduct 0.5c.; 400 gals 

Philadelphia, Pa 2 CHR : 91 7.38 and over, deduct le. 
Notes: Notes: 

Premium-grade gasoline t.w. prices 2.5¢ above regular, except Florida 2.25¢. 730. _ Prices are to consumers and dealers 

Kerosine—Thru Pa. & Del., add 1¢ per gal. for t.w. deliveries of less than 100 gal. at one time. Camden Premium-grade gasoline t.w. prices 2.5¢ 
— Add 1¢ for deliveries of 100- "299 gal., 2¢ for less than 100 gal. above regular. 





F Esso Gasoline 
Ss Regular Grade) 
ited ‘Golstine se * oe FUEL OILS—TtT.W. 
Standard C e Hickory 
Tw. na 4 No. No.2 No.4 No.6 


Atlantic City, N. J. 14. 14.1 ciak pies 
14.1 $4.184 $3.236 
Baltimore, Md..... .... 15 4.42 8.28 
Washington, D.C.. . .65 4.50 3.38 
Danville, Va... .. 
Petersburg. . 
Norfolk... 
Richmond 
Roanoke 
Charlotte, N.C... 


we = Mt. = gh 
Taxes T. Raleigh. . 

0 J Salisbury. . 

0 d Charleston, S.C 
0 : Columbia 
Spartanburg 
New Orleans, La. 
Baton Rouge. 
Alexandria 

Lake Charles 
Shreveport 

New Iheria 
Knoxville, Tenn. 
Memphis 
Chattanooga 
Nashville. Hickory . 
Little Rock, Ark. Mt. Airy 


ee ws y , Raleigh 
Salisbury 


: c Charleston, S. C. 
; . Columbia. ... 
e a Spartanburg... 
: ge owzcy ‘bart v au : Taxes: Louisiana kerosine prices do not in- 
On6 | clude lc state tax. 
the aud Dependable se, Notes: Kerosine No. 1—Atlantic City prices 


are for deliveries of 800 gals. or more; add Ic 


WHISTLING TANK FILL SIGNAL ~ a ‘i for 100-299 gals., 2c for less than 100 gals. 


Premium-grade gasoline t.w. prices 2.5c 


Atlantic City, N. J.. 
Newark. ‘ 
Baltimore, Ma. 
Cumberland. . 

| noe ga D.C. 
Danville, Va. 
Petersburg. . 
Norfolk... . 
Richmond 
Roanoke. . 
Charleston, W. Va.. 
Fairmont 
Parkersburg 
Wheeling 
Charlotte, N.C. 


oman. 


HOOOOOCOHOWHHWOLOOwOL 
Wan naLS 


DOIWOHONMMHOMNOBRANN 

© 00 00 00 60 00 00 00 0 G0 G0 G0 00 > 
SoocooooSe=sO 

09 07 ~3 69 00 09 69 AIH 00S 200m ROE AIEn 
29 O71 ~309 009 CO IM COO AIDE RAI 
nDoooococooocoooosooscS 
WOWDAOWDONRD 


OM OR 


| 
| 
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OM Ce Hoa 


above regular. 


Beeiiyiyy* 


Kentucky : Gano- 


Standard Dealer Taxes 


Covington, Ky. 
Lexington.. 
Louisville . 
— ai : 

; sie ackson, Miss. 
Saves from 15%, to 30% on delivery ~F — : Vicksburg 
costs. Assures safety and cleanliness, too! a em, Ala. 


VENTALARM Signals are Underwriter's : pron age 

Laboratories Listed, and approved by - a sj 

Leading Fire and Safety Authorities. E; ? i Macon.. eh ree 
. j Savannah 


9. 














_— 


A full variety of models to satisfy every 
tank condition, new or old 


FULL PATENT PROTECTION Bo 99 * Tampa... 


= 
COCCBBOBMeHKH OVO OUO 


SO me MN DROMNOMOM 


cooommammooscosooooeSo 
MRAARROMNOROAA—WMOD * 








xEffective Feb. 15. 





Taxes: 


SCULLY SIGNAL COMPANY [241 | cosstine tax cotmmn inciudes these city & 


county taxes: Mobile, 2c city; Birmingham, 1c 
174 Green Street, Melrose 76, Mass. county; Montgomery, le city & le county: 
Canadian Branch: SCULLY SIGNAL LTD., 286 King St. w.. Toronto, Ontarle Pensacola, lc city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, 

: : kerosine, 1c; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestio—in $ per bbl. of 42 U. S. gals. at the well. 


SCHEDULE 
Gravity 


Below 20... 
20-20.9.... 


Below 21... 
Si-81.9.... 
22-22.9.... 
23-28.9.... 


Below 24 
24-24.9.... 


Below 25 
25-25 .9. 
26-26 9 
27-27.9.. 
28-28.9.. 


Below 29. 


RMwWwNMNM MM Wrerwn wr 


rrr 
sonore: 
rene 
sonenene sovorese. 


COoooOoOOOY wow 


fo rorsrorononoroto: 
pe toporororono rote: 
ro tesorosorononete, 

ro rorose nore none. 


40 & above 


NwMrrwnMnrren-: 


FIELDS EAST OF CALIFORNIA 


i J 


wre 
eer 
ner 


tor toner 
mw NWN: 
tor torn 


tororrn 
rornrrn 
tote nn: 


@wcc$ 
nNwn-: 
torn 


Cwm w@wwmcu§u-: 
co co Co Co Co Co Cone 
oo co co co cocoon nn: 


wm wM@cpcnren- 
co cecocececoce cece: 


ne 


sore nerorn- 
nw Wrnwr wr 


t- 
t- 


mereaeees 
rmrnr 
Peer: 
ar C 


nner 
ronr 
wenn: 
nwrr 


© NNNNNNNN- 
NNNNNNNN: 

@ NNNNMNNNNN NWNN- 

© SCeONNNNNN- 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AII fields 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanolind, Texaco. 

2¢ below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 


Schedule N: Esso. 
Hamphill & Other Fields: 


Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


. Schedule E (24-29 gravity): Cities Service, 
un. 


LOUISIAN A—East 


Delhi & Other Fields: 


Schedule N: Esso, Sun. 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTAN A—Sweet Crude 


Schedule A: Carter, Phillips, Ohio Oil, Stan- 
olind, Texaco. 


MONTAN A—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AII fields 
Schedule A: Stanolind, Pure 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell. 
Sinclair, Stanolind, Sun, Texaco 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag- 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


rEXAS—East Central 
Schedule B: Humble, Sinclair 


TEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Pan American, Phillips, Stano- 
lind. 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, Re 
public Shell, Sinclair, Sun, Texaco. 

Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 

Goose Creek & Other Low Cold Test Fields: 

Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 

Humble, Pan American, Stanolind 
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TEXAS—North, North Central 


Schedule A: Continental, Gulf, 
Sinclair, Stanolind, Texaco 


Magno 


TEXAS—Northeast 

(Asphalt Crudes) 

Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 

down to below 12). 

Taleo & Other Fields: 
Schedule L: Humble, Texacc 


tends down to below 15) 


(schedule ex 


rTEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, 
lips, Texaco. 


TEXAS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun 
Mirando & Other Crudes. 

Schedule G (24-29 Gravity) : 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Phillips, Republic, Sinclair 
Sun. 


Humble, Mag- 


TEXAS West Central 


Schedule A: Humble, Magnolia, Stanolind 
Texaco. 


TEXAS—West Texas Sweet 


Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco 


TEXAS—West Texas Intermediate 


Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanclind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure. 
Shell, Sinclair, Stanolind, Texaco. 


WYOMING—Sweet Crude 


Schedule A: Carter, Continental, Ohio Oi! 
Pure, Sinclair, Stanolind. 


WYOMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 


FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel, Gulf) 





ILLINOIS 

Til. Basin (Carter, Texaco, Ohio Oil, Shell, 
Magnolia, Pure, Ashland, Gulf, Sohio) 

Ill. (Sohio) 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 


Butler Co. area (Owensboro-Ashland 
Owensboro area (Ashland) 
Ragland Grade (Ashland) 
Somerset Grade (Ashland) 


Western Ky., all fields & pools (Sohio) 


LOUISIANA 

Bayou Pigeon (Republic) 
Bear (Continental) 
(Atlantic) 


Haynesville-Smackover Lime: 
Condensate (Ark. Fuel, Gulf) 
Crude (Ark. Fuel, Gulf) 


Neale (Atlantic) 


North Louisiana Condensate: 
Cotton Valley (Esso) 
Gloyd (Esso) 


South Louisiana Condensate (Esso) 
Sweet Lake (Pure) 

Urania (Ark. Fuel) 

Ville Platte (Continental) 


Bivens 


MICHIGAN 


pany are shown below. 


Bay Pipe Line: 
Elmwood 


Leonard Pipe Line: 
Clare City 
Fork & other fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall: 
Grant 
Barryton-Sun Denslow 
Sohio: 
Coldwater 


MISSISSIPPI 

Baxterville: 
Condensate (Gulf) 
Crude (Gulf) 


Fayette (Esso) 
Gwinville (Esso) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 

Cleveland & other fields 
Corning (Ashland) 
Corning (Seep) 





Lima (S.O. Ohio) 


Lake George, Stony Lake 


Central Miss. Condensate: 


(Sohio) 


Only lowest and highest postings of each com- 


$2.50 
2.98 


2.62 
2.98 


2.80 
3.04 


2.48 


3.08 





PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep, Tide Water) 
Eureka, W. Va. 
Middle Penna. 
Southwest Penna. 
Zanesville, Ohio 


(Seep) 
(Seep) 

(Seep) 
(Ashland) 


TEXAS 


Benedum Condensate (Shell) 
Cayuga Condensate (Pan American) 


Chapel Hill: p 
Condensate (Sinclair) 
Crude (Sinclair) 


Clay Creek (Sun) 
Conroe (Humble, Sun, Texaco) 


Darst Creek (Humble, Magnolia, 
Texaco) 


Quitman-Paluxy (Pan American) ; 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) 

Willamar (Pan American) 


WYOMING 

Big Sand Draw Condensate (Sinclair) 
Byron (Ohio Oil, Stanolind) 

Garland (Ohio Oil, Stanolind) 

Hidden Dome (Ohio Oil) 


Oregon Basin (Ohio Oil, 
Texaco) 


Stanolind, 





S. O. California prices. 
Coal- 
Gravity inga Vista* 
12-12.9 $1.90 $1.87 
13-13.9 5 1.94 .89 
14-14.9 2.00 .93 
15-15.9 06 00 
16-16.9 12 07 
17-17.9 18 
18-18.9 24 
19-19.9 .80 
20-205 36 
21-21.§ 
22-22 .$ 
23-23 . § 
24-24 .§ 
25-25 .§ 
26-26 .$ 
27-27. 
28-28 
29-29 .§ 
30-30.§ 
31-31.5 
32-32.9. 
33-33 .9. 11 
34-34.9... 17 
35-35 .9. 3.24 
36-36 3.28 
37-37 .9.. 3.31 
38-38 .9... : 3.35 
39-39 .9.... ; 3.39 
40-40 .9 3.43 


~ 
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CALIFORNIA 


All gravities above those quoted take highest price offered for field specified. 
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*Prices are same for Elk Hills (Shallow) and Midway Sunset. 
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CRUDE OIL Foreign—in $ pe. bbi. of 42 U. S. gals., except as noted 


Venezuelan Crude Prices 


Prices per bbl. for cargo-lot quantities, FOB 
vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without 
notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity 
applies for gravities below and above those shown, 
except as noted. Prices for crude oil sold at points 
other than those indicated subject to variation 
from prices shown below to reflect any change in 
transportation and terminalling requirements. 

Colon Development Co. Ltd. 
FOB Cardon 
Gravity 
Crude API 
West Tarra. . 40.0-40.9 
La Cruces / 
Los Manueles 


Price (Bbl.) 
$3.05 


30.0-30.4 2.50* 


Compania Shell de Venezuela 
FOB Puerto La Cruz 
San Joaquin.........41.0-41.9 
Oficina $2 .0-32.4 


FO paw rdon 


Be ivar Dist. Heavy.. 12 4m 12.9 


Creole Petroleum Corp. 
FOB Las Piedras or "ena 
Bachaquero . 1 
Lagunillas Heavy... .Flat 


FOB Amuay 
La Rosa...... ; 9 
Tia Juana Medium. . 


Tia Juana Light. ....31.0-31.9 


FOB San Lorenzo 
Motatan 21.0-21.4 


FOB La «KY 
Tia Juana Heavy....18.5 


FOB Tucu ee 


Cumarebo 48 .0-48.9 


Mara... = 5-29 9 $ 2. 


Gravity 
Crude API Price (Bbl.) 
FOB Puerto La Cruz 
San Joaquin.........41.0-41.9 
35 .0- 35. 9 


Quiriquire 
FOB Boca de wv racoat 
Temblador 20.5-20.9 


FOB Capure _- rnales) t 
Pedernales 21.0-21.4 


Mene Sabet Oil Co. 
FOB Puerto La Cruz 
Santa Rosa Stabilized 
Condensate 
Anaco Wax 


.18.0-18.4 


FOB Caripito 
20. 5-20. 9 


Bachaquero... 
Taparito 
Lagunillas........... 


BONER, 66 oc cccns icc vcd eee 


Richmond Exploration Co. 
OB Bajo Grande 
a ms flat 1.52 
FOB _— Fijo 
Bosean..... flat 1.55 


Sinclair Oil & Refining Co. 
FOB Puerto La Cruz 
Santa Barbara... 32.0-32.9 2.74 
Guere (Crude Wax- 
i 41.0-41.9 3.04 


Socony-Mobil Oil Co. de Venezuela 
FOB Puerto La Cruz 
42.0-42.9 3.06 
34.0-34.9 2.76 
Texas Petroleum Co. 
FOB Las Piedras 
e 29 .5-29.9 


San Joaquin 
Oficina 


2.40* 


Gravity 
Crude API Price (Bbl.; 
FOB Puerto oy an 

Mata 32.0-3 2.67* 
Rincon. . 41.0- rh ‘3 3.04 

FOB Tucipita 

Tucipita.... ...16.5-16.9 $1.70°t 

Differential per 44 deg. grav.: ®2¢ bbl. *2.5¢ bbl. 

“3¢ bbl. *3.5¢ bbl. xDifferential applies for each 

full 1 deg. grav. above 41.0 and for each full 4 

deg. grav. below 41.4. tShallow draft only. **Fiat. 


#Also available at La Salina at 3¢ bbl. less. 
ttAlso available FOB Puerto La Cruz. 


Canadian Crude Prices 


Postings of Imperial! Oil Ltd. Prices are in Cana 

dian dollars per bbl. of 35 Imp. gal. 

Alberta 

Acheson/Stony Plain D-2, D-3, L.C 

Armisie L.C.. 

Duhamel D-2, D-3. 

Excelsior D-2. 

Fenn-Big Valley D- 2, D-3 

Golden Spike D-2, D-3 

Joarcam-North 

Joarcam-South 

Joffre Viking. . 

Ledue-Woodbend D-2, D-3 

Malmo D-2, L.C 

Maimo D-3..... 

New Norway D-2 

New Norway D-3 

Pembina Cardium 

Redwater D-3. . 

Manitoba 

Daly area-Mississippian 

East Cromer (Daly)-Mississippian . 

Virden area- Mississippian 

Woodnorth- Mississippian 

Ontario 

Oil Springs Receiving Station.............. 3. 

Sarnia by t. w. or t. c... 3. 

12th Line Receiving Station... . 3 

Saskatchewan 

Eureka-Viking weed PO 

Smiley-Viking 2. 

Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. to 
64 & over at $3.285. 





Middle East Crude Prices 


Prices are per bbl. of 42 U. S. gals., exclusive of 
local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for 
gravities shown; 2¢ per bbl. differential per degree 
of gravity applies for below and above those shown. 


Persian Gulf 
Crude Gravity Price 
Arabian (ex Rastanura) 
Esso Export, Mobil Overseas. . 
M. E. Crude Sales 


Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP (Iranian 
Branch), Mobil Overseas 
Shell Pet 
Esso Export 


.386-36.9 $1.97 
3 98 


Iranian (ex Bandar Mashur) 1 
BP Trading, Esso Export, Shel! Pet., CFP 
(Iranian Branch), Iran Calif., Gulf Int'l, Mobil 
Overseas, Texaco (Iran), Am. Inde endent, Iran 
Atlantic, Richfield Iran, Signa! Int'l, Sohio- 


Crude Gravity Price 


Iran, Tide Water-Iran, Hancock Int'l, Pac 
Western-Iran, San Jacinto Eastern, Am 
Independent, N.I.0.C. 


Iranian Light (ex Abadan) 34-34.9 1 86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet. Gulf Int'l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water- Iran, 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 


Iranian Heavy (ex Abadan) 31-31.9 1.67 
BP Trading, CFP (Iranian Branch), Shell Pet., 
Iran Calif., Mobil Overseas, Tide Water-Iran, 
Pac. Western-Iran, Texaco (Iran), Irar Atlantic, 
Sohio-Iran, Signal Int'l, Am. Independent, 
Richfield Iran. 


Kuwait (ex Mina-al-Ahmadi).... .31-31.9 72 
BP Trading, Gulf Explor., Mobil Overseas. 


Quatar (ex Said) 
BP Trading, Shel! Pet. 
Mobil Overseas. 
Esso Export. 


-40-40.9 
39-39 .9 
36-36 .9 





(Continued from p. 210) 
but low sulfur oil remained tight. 
There was talk of gasoline price 
hikes when higher octane grades— 
96 octane premium and 88 octane 
regular—are tendered to GLPL in 
April. Regular-customer takings of 
motor fuels were gradually increasing. 
Prices for both solvent and con- 
ventionally refined bright stock and 
neutral oils rose 1¢ gal. Season of 
rising demand started almost a month 
earlier than anticipated this year. 


Western Pennsylvania 
Prospects for good spring demand 
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kept many refiners busy hunting for 
spot lubricating oils to supplement 
their own output. They were quick 
to grab any spot quantities that ap- 
peared. Foreign buyer interest also 
was active. All products were tight, 
with bright stock the most sought-after 
item. 

Demand for petrolatums continued 
strong and prices generally were up 
0.375¢ Ib. 

Movement of heating oils was de- 
scribed as normal and prices were 
firm. Several refiners said their gaso- 
line sales were slightly above year-ago 
level. a 


NEWS 


Eastern Mediterranean 

Crude 
Arabian (ex Sidon, Lebanon) 
Esso Export, Mobil Overseas. . .36-36.9 
M. E. Crude Sales . .84-34.9 


Iraq (ex Tripoli, Lebanon /Banias, 
Syria) 36-36 
BP Trading, CFP (Iranian Branch), Esso i 
port, Mobil Overseas, Shell Pet. 


Gravity 


Far East Crude Prices 


Prices are in U. S. dollars r bbl. of 42 
U. S. gals., ex local port or other government 
charges, for crude within gravity range stated, 
loaded in full cargo lots, FOB port indicated 


Company 

Gravity API 37-38 
Price $2.60 
aS 4 : Lutong, Sarawak 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
March 15 16.09 12.52 
Month Ago 16.20 12.52 
Year Ago 15.99 12.11 


Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 
Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 


minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, New York Harbor, 
Philadelphia, Jacksonville, Boston and 
Gulf Coast. 














Alabama. 
Arizona. 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
District of Columbia 
Florida. 
Georgia 

Idaho 

Illinois 

Indiana 

Iowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan..... 
Minnesota 
Mississippi. . 
Missouri 
Montana 
Nebraska 
Nevada... 
New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio. . 
Oklahoma 
Oregon 
Pennsylv ania 
Rhode Island... . 
South Carolina... 
South Dakota ... 
Tennessee. . 
Texas 

Utah 

Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


Gasoline Consumption by States, November 1955* 


(American Petroleum Institute figures) 


Total 48 States and D. of C. 


Daily Average... 
Change from previous year: 


Total change 


Percentage change in Daily Average. . 


Tax Ratet 
November 
Cents 


AAIDUMAAH AW} 


aor 


POND 3-9 907 


TEODOR aK “Io 


SERA DD OV Sr Ot 2 I DA Hor 





Month of 





October 1955 


Gallons 
70,369,000 
30,031,000 
45 ,280,000 
467,758,000 
53,780,000 
56,422,000 


101, 524,000 
205,801,000 
108,945,000 
49 ,058 ,000 


48/988: 000 
10,995 ,000 
14,191,000 
154,168,000 
27,077,000 
296 ,822,000 
112,172,000 


80; 660, 000 
53,617,000 
24 76.000 
, 000 

, 000 

,000 

, 000 

,000 

39 , 000 

5. 000 

,000 

,000 

5,000 

, 000 

9,000 

, 205 ,000 
,071,000 


November 1955 
allons 

69,877 ,000 
831,062,000 
47,550,000 

471,896 ,000 
47,385,000 
56,411,000 
14,013,000 
17,524,000 

114,673,000 


23, 015, 000 
65,120,000 
100,953,000 
202,878,000 
86 ,347 , 000 


23° 515, *000 
9,504,000 

98. 753.000 
71,119,000 
38,910,000 
91,998 .000 
11,640,000 
4,482,329 000 
149,411,000 


+203 795,000 
+4. 16% 


iy, 
0 


November 1954 


Gallons 
64,297,000 
28,278,000 
42,236,000 
453 , 137,000 
48 ,886 ,000 
52,789,000 
10,726,000 
16,875,000 


96,551,000 
82,780,000 
61,592,000 
62,365,000 


105,789,000 
41,865,000 
126,275,000 
19,778,000 
44,668,000 
9,003 ,000 
12,710,000 
138,031,000 
26,743,000 
274,559,000 
102,090,000 
20,728,000 
232 ,325 ,000 
67,707,000 
46,181,000 
223 , 967,000 
16,949,000 
49,431,000 
26,047,000 
74,935,000 
349 , 722,000 
21,586,000 


89, 

65, 9E 

35, 

96, 
11,340,000 


“4,278, 534,000 


142,618,000 


—-1l1 Months Ending With — 
November 1955 November 1954 


Gallons 


751,069,000 
325 ,885 ,000 
471,978,000 
5, 168,195,000 


1,242; 678. 000 
1,006 , 126,000 
233 / 333,000 
2,538 , 753,000 
1,505 , 236,000 
1, 029,881,000 
948 , 302,000 
710, 466 ,000 
758,311,000 
268,818,000 
700 ,298 ,000 
1, 099,831,000 
2,241,400, 000 
1,068 ,073 ,000 
529,590,000 
1,429,360 ,000 


1,644, "026. 000 
307 ,250 ,000 
3,211,180. 000 
1,141,731,000 
286 ,090 ,000 
2,667 521,000 
844,083 ,000 
567 , 448,000 
2,598 , 838 ,000 


"796. 529,000 
419/986, 000 
1,100,135 ,000 
154,255,000 

49 804,914,000 
149,117,000 


+3, 019,268 , 000 
+6. 45% 


Gallons 
696 , 389,000 


4,793, "339! 000 
525,041,000 
579.089 000 
118,434,000 
182,578,000 

1,116,825 ,000 
932 ,449 ,000 
222,731,000 

2,418,681,000 

1,403 , 767 ,000 
990 ,391 ,000 
895 ,507 ,000 
664,996 ,000 
672 ,588 ,000 
253 , 333 ,000 
647 , 187,000 

1,023,054, 000 

2,075 884,000 


, 345. 966. 000 
249 626,000 
508,884,000 
103 ,615 ,000 
148 , 448 ,000 

1,529 984,000 
284 , 835,000 

3,009 476,000 

1,052 ,250,000 
280,398 ,000 

2,481,891 ,000 
756 ,836 ,000 
537 ,533 ,000 

2,433, 165,000 
198 ,041 ,000 
540,193 ,000 
300,310,000 
836 ,938 , 000 

4,055,277, 000 
247,451,000 
105,715,000 
968 ,073 ,000 
741,801,000 
394 ,942 ,000 

1,059 , 469 ,000 
148 ,218 ,000 

46. 785, 646,000 
140,077,000 


*In general, these figures include all gasoline sold or consumed within the confines of the state, regardless of whether for taxable or nontaxable purposes, 
In addition there is the Federal Tax of two cents (2¢) per gallon. 


tThese are State tax rates per gallon. 





Gasoline Prices for 50 US. Cities 


Averages of prices for regular-grade gasoline on March 1 as re- 
ported by The Texas Co. to American Petroleum Institute. Figures in 


¢ per gal.; 
with February 1. 


(i) and (d) indicate increase or decrease as compared 


Memphis, Tenn. 
Lexington, Ky. 
Youngstown, Ohio 
South Bend, Ind. 
Chicago, Ill. 


15.30 
16.00 
16.30 
17.70 
16.80 


20.90 
20.90 
20.90 
22.90 
22.74 


9.00 
9.00 
7.00 
6.00 
7.00 


29.90 
29.90 
27.90 
28.90 
29.74 


Gasoline 
Tax Service 
(incl. 2¢ Station 
federal) (incl. tax) 


7.80 d-29.12 Huron, S.D. 

9.00 29.90 Omaha, Neb. 

7.00 27.90 Des Moines, Ia. 

7.50 30.80 St. Louis, Mo. 

7.00 i-27.90 Wichita, Kan. 

6.00 d-22.90 Tulsa, Okla. 

8.00 d-23.90 Little Rock, Ark. 
6.00 d-29.30 New Orleans, La. 
6.00 29.90 Houston, Tex. 

6.00 22.90 Albuquerque, N.M. 
8.00 d-26.90 Denver, Colo. 

7.00 28.90 Casper, Wyo. 

8.00 27.90 Butte, Mont. 

8.00 29.50 Boise, Ida. 

8.00 29.90 Salt Lake City, Utah 
8.00 28.90 Reno, Nev. 

9.00 i-29.90 Phoenix, Ariz. 

9.00 30.50 San Francisco, Calif. 
8.50 31.30 Portland, Ore. 

9.00 d-20.90 Spokane, Wash. 
10.00*  d-23.90 (*) Includes 1¢ city tax. 
9.00 32.40 (** Includes 0.5¢ city tax. 


Posted 
Dealer 
t/w price 
(ex tax) 


i-16.31 
15.90 
16.40 
17.10 
14.90 
14.90 
d-13.40 
16.50 
16.00 
13.50 
14.50 
15.90 
15.40 
15.90 
16.30 
15.10 
16.20 
15.10 
16.60 
16.10 
16.40 
16.00 


8.00 
8.00 
7.00 
8.00 
7.00 
8.00 
8.00 
6.00* 
7.00 
8.50 
8.50 
9.00 
7.00 
8.50** 
8.00 
8.00* 
9.00 
8.00 
7.00 
8.00 
7.00 
8.00 
8.00 
8.50 


31.27 
30.90 
24.90 
29.70 
29.60 
28.90 
i-29.90 
27.90 
26.90 
29.90 
1-28.90 
29.50 
i-27.50 
32.50 
26.50 
33.00 
35.50 
33.10 
30.90 
i-33.40 
29.90 
i-30.70 
27.90 
34.00 


17.30 
17.30 
13.40 
16.10 
17.20 
15.80 
i-16.00 
16.40 
14.90 
15.70 
15.30 
15.00 
i-15.20 
17.90 
16.60 
j-18.50 
19.90 
19.00 
17.50 
19.10 
d-17.90 
16.70 
17.20 
19.50 


23.27 
22.90 
17.90 
21.70 
22.60 
20.90 
i-21.90 
21.90 
19.90 
21.40 
i-20.40 
20.50 
i-20.50 
24.00 
18.50 
25.00 
26.50 
25.10 
23.90 
i-25.40 
22.90 
i-22.70 
19.90 
25.50 


Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N.D. 


Service 
Station 
(ex tax) 


d-21.32 
20.90 
20.90 
23.30 

i-20.90 

d-16.90 

d-15.90 

d-23.50 
23.90 
16.90 

d-18.90 
21.90 
19.90 
21.50 
21.90 
20.90 

i-20.90 
21.50 
22.80 

d-11.90 

d-13.90 
23.40 


Average U.S. 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R.I. 
Hartford, Conn. 
Buffalo, N.Y. 
New York, N.Y. 
Newark, N.J. 
Philadelphia, Pa. 
Dover, Del. 
Baltimore, Md. 
Washington, D.C. 
Charleston, W. Va. 
Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
Vicksburg, Miss. 
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‘2 ABOUT OIL PEOPLE 


mM is 


ESSO STANDARD’S JOHN A. MILLER 


Pick the right people... 


and let them make their own mistakes 


Marketer With a Mission 


“OUR INDUSTRY is like the baseball 
industry,” says John A. Miller of Esso 
Standard Oil Co. “You’ve got to have 
farm clubs, and you’ve got to have 
something coming along all the time. 
I think management has to assume the 
responsibility of putting the right man 
at second base.” 

Miller is the author of How Esso 
Uses Creative Thinking, which starts 
on p. 114. In his job as general 
manager of marketing, he’s Esso’s ver- 
sion of Branch Rickey—a combination 
executive and scout who makes sure 
that the talent keeps coming along. 

A big, slow-talking man, Jack Miller 
has a lot of ideas about creative think- 
ing and selling. “You pick the right 
people and they'll take care of the 
business,” he says. “Train them and 
give them their head, and let them 
make mistakes. We all have to. I don’t 
say God planned it that way, but it’s a 
contributing factor to character. If 
there’s anyone in the world who’s done 
everything right, I know two things 


about him: he’s not being paid enough, 
and he ought to be sitting on a ped- 
estal.” 

The Creative Side — Miller was 
born in 1903 in Middletown, Ohio. He 
went to local schools, then to Mercers- 
burg Academy, where he held down 
first base on the ball team and played 
end in football until an ankle injury 
stopped him (he now professes to know 
when it’s going to rain, but wishes the 
ankle could compute degree days too). 
He entered Kenyon College in the class 
of 1927—to the distress of his father, 
who pictured a big-college athletic 
career for his son. At Kenyon, Miller’s 
flair for creative selling broke out. He 
was working his way, in a restaurant, 
in a tailor shop, then carrying special 
delivery letters. “That got me selling,” 
he says now. “When I went to a prom 
I'd tell all the girls to write special 
deliveries. When I was elected presi- 
dent of the sophomore class, I made 
the freshmen stay neat and clean and 
sent them off to the tailor.” 
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After graduation Miller joined an 
advertising agency in Detroit (‘a junior 
contact man, on the creative side”). 
In 1934 he followed his boss to New 
York, supposedly to join another 
agency. The admen there asked him 
to take a job with Standard Oil, just 
to learn the industry ropes for a few 
weeks. Somehow, he never left. 

Up the Ladder — Miller rose 
through the advertising department to 
manager of advertising-sales promo- 
tion. In 1945 he transferred to Stand- 
ard Oil Co. (New Jersey) to co-ordinate 
advertising and sales promotion of the 
parent company’s affiliates, and built a 
relatively minor new position into a 
major one. He progressed into market- 
ing development and product research, 
and in 1946 set up Jersey’s first world- 
wide conference, a two-week affair 
held at the Waldorf-Astoria Hotel in 
New York. He returned to Esso in 
1952 as southern regional manager, 
two years later became southern sales 
manager of the company’s 18-state 
marketing area. In March of last year, 
he moved up to general manager of 
marketing. 

Miller now spends half his time on 
out-of-town business trips (his travels 
have taken him to South and Central 
America, Europe, and almost every 
state). On his last promotion, he and 
his family moved out of an 88-acre 
Connecticut farm and into New York. 
When Miller is there, his days begin 
early, often end late. He gets up be- 
tween six and six-fifteen, showers and 
shaves, and beelines for his breakfast 
(a cup of coffee). He’s at work by 
eight, knocks off for lunch at one, and 
leaves his office by five-thirty—except 
during pressure periods, which are fre- 
quent. He relaxes two or three times a 
week by taking an after-work massage 
at the Yale Club, where he used to 
play squash (he gave it up a few years 
ago). On massage nights, he’s home a 
little after seven. 

Miller and his New Zealand-born 
wife, Lillie, live in a fourth-floor apart- 
ment on East Sixty-Fourth St. (a 
daughter by an earlier marriage, 19- 
year-old Joanna, is attending Rhode 
Island School of Design in Provi- 
dence). The apartment is a convenient 
distance from his Radio City head- 
quarters. “I have noted,” says Miller 
dubiously, “that since we moved into 
New York everything gets tossed at 
me for night work.” He was sorry to 
lose the trout fishing and open country 
that went with the Connecticut farm, 
but the city has compensations. On the 
apartment-house roof is a_ terrace 
where Mrs. Miller puts her green 
thumb to work growing flowers, and 





used by the major 
curb pump makers 
and oil companies 
because of 

superior performance! 





U.S. ROYAL 
CURB PUMP HOSE! 


Here’s why U.S. Royal is superior in per- 
formance and durability: 


e It is the only hose made with nylon AND 
rayon and wire. The nylon provides strength 
and flexibility, eliminates the weight. 


e U.S. Royal’s smooth black neoprene cover 
is resistant to gasoline, oil and abrasion. In 
the hottest weather, it will never crack or 
blister. In sub-zero temperatures, the hose 
always stays flexible. 


e The special construction prevents curva- 
ture or permanent set. 


Put U. S. Royal on a retractable pump and 
see how easily this hose retracts in sub-zero 
or tropical temperatures. Available at any of 
the 28 “U.S.” District Sales Offices or write 
us at Rockefeller Center, New York 20, N.Y. 


U.S. Royal is available 
with “Tops’’ REUSABLE 
Couplings 


These couplings in- 
crease hose life. No 
leaks, no pull-outs. 
Easily, quickly assem- 
bled with no special 
tools. Smooth flow. 





Mechanical Goods Division 
& 
2) United States Rubber 


226 NATIONAL PETROLEUM NEWS ° April, 1956 





the Millers enjoy an evening at the 
theater whenever they can make time 
for it. 

Miller goes to the fights occasionally 
and sees about five ballgames a year. 
“I’ve been a Giant fan for a hell of a 
long time,” he confesses, “and I’m a 
sucker for a Giant bet.” This year’s 
chances? “Its hard to tell, depends on 
who you read. If you read Leo, dis- 
appointing; if you read Rigney, pretty 
good.” 

If you read Miller, his range of ac- 
tivities is unimpressive. “There’s noth- 
ing I’m rabid on, and there isn’t any- 
thing I dislike,” he says. “I do a 
combination of things and I’m lousy 
at all of ’em. I can’t say I golf. A little 
hunting, a little fishing, not much of 
anything.” 

Actually, Miller sells himself short. 
He is an energetic, well-rounded man 


who balances a membership in Ameri- 
can Petroleum Institute with one in 
the Lotus Club, a society of music and 
art lovers. His strongest interests are 
deeply tied up in his family, and in his 
job (he’s a “Saturday man,” and gen- 
erally takes a sixth working day to 
finish off odds and ends and catch up 
on his business reading). 

Esso executives consider Miller a 
top organizer, and his list of industry 
acquaintances is enormous. He likes 
people and relishes a good exchange of 
ideas, but his casual, off-hand manner 
can be misleading. Essentially, he 
takes life seriously; he believes that 
strong moral values are just as impor- 
tant in business as outside it. Problem- 
solving always comes down to the 
same thing for Miller. “If you live 
right,” he says, “something happens 
that makes you do the right thing.” @ 


Names in the News... 





DOC HAGGARD 
From the ground up 


Fishing Jobber 
DIGGING DITCHES was T. O. (Doc) 
Haggard’s first taste of the oil business. 
His construction work has changed 
over the years, and Doc, new head of 
the Missouri Petroleum Assn., is now 
adding plant improvements to handle 
his aggressive Continental jobbership. 
Things are running smoothly for the 
Doc Haggard & Son Oil Co., Kirks- 
ville, Mo. The big, friendly owner and 
his wife, Cecile, can take time out for 
their annual September fishing trip to 
Canada. During the rest of the year, 
Doc, his wife, and his grandson, eight- 
year-old Kent Shreve, cast their lines 
on nearby Lake Forest. 


Night Bites—To get in a day’s fish- 
ing, he’ll put in eight hours of work 
from 7 a.m. to 3 p.m. then all three 
take a box supper and drive the five 
miles to the lake. Fishing and eating 
supper in the boat, they stay out until 
dark—a three-way treat for Kent. 

Doc Haggard takes his nickname 
from his father, a physician who had 
his practice in Coffeyville, Kansas. 
Family finances always were thin and 
Doc made his own way by working 
at the National Refining Co. in Coffey- 
ville. 

His first job with National was dig- 
ging ditches for high pressure stills. 
From there he went to fireman on the 
stills. While on that job, he came up 
with a design change that brought a 
25% fuel saving and a five-point in- 
crease in product gravity. 

National put him in their laboratory 
doing experimental and research work 
for them until 1927. Next came the 
managership of retail sales for Na- 
tional in Missouri, Kansas and Colo- 
rado. 

He left National in 1940 to become 
vice president of a jobbing firm called 
National Marketing Co. & Petroleum 
Refining Corp. 

In April of 1948, he decided to go 
it alone, and bought out the Salter Oil 
Co. in Kirksville. Starting with a 
monthly gallonage of 80,000, the com- 
pany now markets more than twice 
that much. There are four new service 
station outlets, and the company has 
added three tank wagons and a trans- 
port to its fleet. Doc recently spent 

22,000 improving the office building 
and a service station at headquarters. 
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Doc & Son—But he'll tell you that 
the high point in his career was the 
day his son Richard decided to join 
the business. Richard, a graduate aero- 
nautical engineer from Kansas Univer- 
sity, considered a career at Boeing but 
traded it for a partnership with his 
father. 

Doc has even turned his fishing into 
profit—he operates a sporting goods 
store where he sells fishing tackle, 
boats and motors. 

Active in local affairs, Doc is a 
Mason, Shriner, a past president of the 
Kirksville Chamber of Commerce, and 
takes an interest in Kiwanis activities. 

His outlook on the future is bright. 
He has confidence in the community 
where he lives and works, and in the 
farmers who are his customers. Of the 
farmers, he says, “The farmer in our 
area has become more highly educated, 
is a better business man and con- 
sistently does a good job on his 
finances. I like to spend a lot of time 
with farmers.” 3 


GLEN NELSON 
It’s not a one-way street 


President With Wings 


AVIATION AND OIL are the twin 
fields in which Glen F. Nelson, new 
president of Northwest Petroleum 
Assn., is an expert. 

Nelson took a job as a service sta- 
tion attendant in 1929, but spent his 
free time learning how to fly. The 
hobby became a vocation when he 
started two flying schools in the Mid- 
west. Operating the schools kept him 
busy until World War II, when Nelson 
joined the Air Force as chief of civil- 
ian training for the Air Transport 
Command. 

Oil came back into the picture at 
the end of the war when Nelson, look- 
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ing around for a business, consolidated 
three oil and coal companies into the 
Sioux Oil and Fuel Co. in Fargo, N. D. 
He served as president and general 
manager until 1949, when he sold out 
to purchase one of the oldest fuel 
yards in the state. The business—now 
in its 78th year—was renamed Pioneer 
Oil and Coal Co. 

Pioneer distributes Cities Service 
gasoline through four service stations 
in Fargo and Morehead, a beginning- 
of-the-year switch from Tide Water 
Associated. Heavy residual and do- 
mestic oil make up a large percentage 
of the 2 million-gal.-a-year volume, 
but Nelson plans to expand his gaso- 
line business through two new service 
stations this summer. 

The new association head figures to 
be a stern taskmaster—as well as a 
firm defender—for the jobbers. He 
feels strongly that the jobber must 
contribute his share in improving job- 
ber-supplier relations. “It’s not a one- 
way street,” he says. And he sees no 
easy solution for current jobber 
troubles. 

“The oil jobber is going through a 
transition period in the solution of in- 
dustry-jobber problems,” he says. “I’m 
sure we can work out our problems 
to the satisfaction of supplier and job- 
ber alike, but the jobber must earn 
his position in the industry.” | 


FRED BOGAERT 
Fighting for every drop 


The Hard Way 


THIRTY-ONE YEARS in the oil busi- 
ness have taught tall, well-groomed 
Fred A. (Bogey) Bogaert—head of the 
Iowa jobbers association for the sec- 
ond year—just how frustrating jobber 
problems can become. 

When he bought his Hawkeye Oil 


228 


Co., Marshalltown, trom Shell in 1940, 
he had had 15 years experience with 
Roxanna Petroleum Corp. in Des 
Moines. But it wasn’t long before 
World War II started, and Bogaert had 
rationing stamps and help problems 
added to the normal difficulties of 
getting his outfit started. 

Bogaert laughs about it now when 
he says, “the war about drove me 
nutty. I had two stations then, and I 
couldn’t get any help to run them— 
only part-time high school boys. To 
make it even rougher, I had to drive a 
truck for a whole year. I didn’t mind 
the driving, but in those days I hardly 
had time to wind my watch.” 

There have been other problems, 
too. When gas came into the area— 
Hawkeye markets in Marshall, Tama 
and Grundy counties—something had 


Let Wylie Do It 


HE’S BEEN SO BUSY that he had to 
give up something. So last month, C. 
Wylie Stalter gave up the job of sec- 
retary-treasurer of the Georgia Inde- 
pendent Oilmen’s Assn. (now the 
Georgia Oil Jobbers’ Assn.). The 
association hired a full-time secretary- 
treasurer on his recommendation. 

Just two years ago, the same Wylie 
Stalter, an unsuspecting and carefree 
jobber, walked into the GIOA conven- 
tion, a past president. He was just an- 
other delegate. When he walked out, 
the boom had been lowered and he 
was the secretary-treasurer of the or- 
ganization—a job corresponding to 
that of an executive secretary. The 
former holder of that office just failed 
to show up, without notice. Enthusi- 
astic association members decided 
quickly that “Wylie’ll do it! Let’s let 
Wylie do it!” 

“Letting Wylie do it” was a some- 
what doubtful honor. It involved all 
the big and little details of running a 
state association, in addition to over- 
seeing the operations of his own 
Savannah jobbership. But the delegates 
unquestionably knew their man. 

Double Triumph—Wylie’s two-year 
stewardship has been marked by two 
major accomplishments: He organized 
the association’s management institute 
programs, and he has whipped up job- 
ber enthusiasm for the association. 

Stalter himself radiates enthusiasm 
like a 150-watt bulb about everything 
he does. He’s the exclusive Cities Serv- 
ice distributor for the Savannah area, 
chairman of the educational commit- 
tee and a past director of the National 
Oil Jobbers Council, a member of the 
American Petroleum Institute’s mar- 
keting division and its service station 


to be done about the slipping burning 
oil gallonage. 

Bogaert did it. By fighting for every 
drop of business, light fuel oil sales 
are holding at better than 800,000 gal. 
yearly. Where there used to be two 
service stations, there now are nine 
and a leased truck stop. He also has 
a 100,000 gal. bulk storage plant, and 
now sells around 2,250,000 gal. of 
Shell gasoline yearly. Five employes, 
including his 25-year-old son, Fred, 
Jr., have been added. 

His aggressive handling of the Iowa 
Independents’ affairs keeps him busy 
state-wide, and membership in the 
Masons, Shrine and the Elks occupies 
him in his home town. When he can 
postpone all of this activity for a 
couple of hours, he relaxes on the golf 
course at Elmwood Country Club. @ 


eo. 8 
C. WYLIE STALTER , 
More time for camellias 


training committee—and belongs to 
several civic organizations. 

Wylie “just sort of backed into” the 
oil business. After his track days at 
Carnegie Tech, where he played bas- 
ketball and ran on the track team, he 
“made a fair living” selling insurance 
in Savannah (he has lived there since 
he was six). In December of ’44, he 
heard that Coastal Oil Co. (Texaco 
distributorship) in Savannah “could be 
had.” 

“T went to the bank and talked to 
the man there about it. I didn’t know 
much about the oil business and he 
knew it, but I walked out with the 
money. You know, that man accepted 
me on nothing in the world but faith.” 

Coastal Oil was then pumping about 
50,000 gal. a month, and the first days 
were pretty lean. “I sure had to stay 
close to shore for a long while,” 
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Wylie drawls. “I just couldn’t accept 
any business unless I knew that the 
money would be in my hands within 
a very few days. And knowing that 
meant the same thing as that banker 
having faith in me—I had to have that 
same faith in my customers.” 

Rewarded—Everybody’s faith paid 
off. By 1950 Wylie was in a position 
to look around with a view toward 
expansion. He heard rumors that the 
National Oil Co. in Savannah (owned 
by a Richmond, Va., firm) “just might 
be for sale.” So he took a train up to 
Richmond to talk to the parent com- 
pany’s president. “You can’t say he 
exactly fell on my neck with glad 
cries, but you can say that he acted 
like he was glad to see me.” 

Wylie acquired National, including 
a bulk plant and eight stations. He 
combined this with his Coastal Oil 
operations. In 1953, Cities Service 
wooed him away from Texaco, and he 
now handles about 115,000 gal. a 
month. 

A staunch Presbyterian, he credits 
his success and well-being to two 
things—God and his wife Lucile. 
“Every decision I make I talk over 
with Lucile. She’s been a real partner.” 

Distaff Side—Lucile manages an- 
other part of the Stalter enterprises. 
About six years ago the Stalters, “just 
picked out 15 acres a little way out 
from town so we'd have a place to sort 
of rest up. Lucile and I have always 
been fond of flowers, so we planted a 
lot around the house. First thing we 
knew we had a nursery and Lucile was 
doing a booming business in camellias 
and azaleas. She still does.” 

Wylie is a busy man in public af- 
fairs. The activity that gives him the 
most satisfaction is his participation in 
the work of the Gideons. He’s Chair- 
man of their Bible Testament place- 
ment committee and has been respon- 
sible for distributing 3,000 Testaments 
and 500 Bibles in the Savannah area 
during the past year. His wife holds up 
her end of the partnership by teaching 
Sunday school in their Presbyterian 
church. 

His excess enthusiasm is channeled 
over into the Optimists Club, of which 
he is a charter member and chairman 
of its long-range-program committee, 
and into all activities of the Shrine’s 
Alee Temple Patrol. He is past captain 
of that group. 

Wylie will be a little less busy from 
now on, but not by much. 

Says he, “Lucile and I need a little 
more time to keep those camellias 
under control.” a 





Robert W. Carney of Carney-Young 
Utilities Corp., Brighton, Mass., is the 


April, 1956 * NATIONAL PETROLEUM NEWS 


new president of Independent Oil 
Men’s Assn. of New England. He suc- 
ceeds Wesley E. Downing of State 
Fuel Co., E. Boston, who is now a 
director. 

Vice presidents include John L. 
Matthewman of White Fuel Corp., 
S. Boston; Carl W. Blanchard of 
Wyatt, Inc., New Haven, Conn.; Rob- 
ert L. Crawford of Pacific Oil Co., 
Fall River, Mass.; and John J. Gill of 
Petroleum Heat & Power Co. of 
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Rhode Island, Providence, R. I. 

Other officers are Richard L. Gard- 
ner of General Heat & Appliance Co., 
Boston, treasurer and Mahlon W. 
Walker of Sears Fuel Co., Plymouth, 
Mass., secretary. 

In line with the new plan to include 
gasoline jobbers as members, directors 
elected William J. Bursaw of Bursaw 
Oil Corp., Salem, Mass., and Edward 
Gould of Gould Oil Co., Hyannis, 
Mass., to the board. Bursaw is an Esso 
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jobber and Gould is a Tide Water dis- 
tributor. 
td 

In a move aimed at improving the 
company’s marketing position on the 
East Coast, California Oil Co., Perth 
Amboy, N. J., has broadened the re- 
sponsibilities of its marketing execu- 
tives and created two new top market- 
ing positions. 

F. A. Hay, manager of distributor 
sales for the past five years, is now 
manager of the company’s supply and 
distribution department. W. S. Morris, 


former credit manager, succeeds Hay 
as manager of distributor sales. 

E. E. Wall takes on the newly- 
created job of general sales manager 
for California Oil. Wall spent 22 years 
with Standard Oil Co. of California 
and prior to this appointment was re- 
gional manager for Standard at Fresno, 
Calif. 

The new position of retail sales man- 
ager for California Oil goes to L.E. 
Bloomer, who has been assistant man- 
ager of Socal’s retail marketing divi- 
sion at Portland, Ore. 
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_ver sales division, 





Other promotions include those of 
J. E. Siebert, who succeeds Morris as 
credit manager, and J. F. Bauer, who 
has been named asst. credit manager. 

e 

Phillips Petroleum Co. has made 
two promotions in its sales organiza- 
tion. F. M. Burk is regional manager 
in charge of the Amarillo, Denver, 
Salt Lake City and Spokane sales divi- 
sions, replacing J. E. Haver, who re- 
tires May 1. Burk will maintain head- 
quarters in Bartlesville. 

J. E. Glahn is manager of the Den- 
replacing Burk. 
Glahn was formerly assistant manager. 

eo 

Charles R. Brown, is now general 
manager of Tide Water Associated Oil 
Co.’s central division, with headquar- 
ters in Tulsa. Brown, a vice president 
of Tide Water, succeeds J. E. Roth, 
who transferred to San Francisco as 
administrative vice president for all 
Tide Water production activities. 

e 
New general 
sales manager for 

Anderson - Prich- 

ard Oil Corp. is 

W. J. Sutton, 

former assistant 

sales manager 

(Southwest sales). 

T. A. Eustice 
will be assistant 
general sales man- 
ager for the com- 
pany. He was for- 

merly assistant sales manager of 
Midwest sales. Other promotions at 
Anderson-Prichard include: John May- 
hall, former Rockford district man- 
ager, to Kansas City division sales 
manager; J. E. McKinney, former 
Oklahoma district sales representative, 
to Oklahoma City division sales man- 
ager; Lee Blum, former Nebraska dis- 
trict sales representative, to Omaha 
division sales manager; Russell Settle- 
myer, former Iowa district sales man- 
ager, to Des Moines division saies 
manager. 

Four new district sales representa- 
tives have also been appointed by the 
company. They are Roy Tanner and 
T. B. Robinson, OklahGma City divi- 
sion; Don Smith, formerly with Mid- 
Continent Petroleum Corp., Des 
Moines division; and Keith Anderson, 
formerly with El Dorado Refining Co., 
Kansas City division. 

e 

William R. Lavery has been named 
to the new position of sales supervisor 
of Tuloma Gas Products Co., Tulsa, a 
nationwide marketer of liquefied petro- 
leum gas products. 

Lavery has been with Tuloma since 


Sutton 
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the company was formed in June, 
1954. Tuloma is currently marketing 
LP-gas from 34 refineries and plants. 
R. A. Carter is president of the com- 
pany; H. R. Thomas vice president 
and general manager; and W. R. 
Thorne, manager of sales. 
e 

Harry F. Stevenson, Imperial Oil, 
Ltd., heads the new export and re- 
finery sales division of the marketing 
department. This includes both the 
former refinery sales division and a 
new section to handle special contracts 


and the export trade. Stevenson has 
been with Imperial since 1938 and has 
held various marketing positions, in- 
cluding manager of construction and 
maintenance, and general operations 
manager. 

J. Howard Mulloy is in charge of 
refinery sales, a job he has been han- 
dling for more than 20 years. During 
that time, the sales of products direct 
from the refineries have grown to one 
of the company’s most important mar- 
keting functions. 

Jack C. Neale will head up the con- 
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tract and export sales. He is former 
management assistant of the trans- 
portation and supply department. 

e 

James F. Bly will have his new head- 
quarters at Phoenix, Ariz., where he 
will be district manager for General 
Petroleum Corp. Bly succeeds Jack 
Byers, who has been transferred to 
Seattle. 

* 

James B. Irwin has joined the pe- 
troleum sales department of Lion Oil 
o., El Dorado, Ark., a division of 
Monsanto Chemical Co. Irwin, who 
will be special sales representative for 
Lion, was formerly with Monsanto’s 
petroleum chemicals sales department. 
td 

J. M. Shrum takes on the newly- 
created position of coordinator, prod- 
uct supply, for the domestic marketing 
department of Gulf Oil Corp. 

Shrum will coordinate all matters 
pertaining to the supply of products to 
the seven sales divisions in Atlanta, 
Boston, Houston, New Orleans, New 
York, Philadelphia, Toledo, and the 
Chicago and Denver zones. 

Shrum is former coordinator of 
packaged products supply. He has 
been with Gulf for 23 years. 

e 

A. C. Fischofer, a former executive 
vice president and director of Esso 
Standard Oil Co., S. A., is now vice 
president and director of Tropical Gas 
Co., Miami, Fla. Tropical is an inter- 
national distributor of liquefied petro- 
leum gas, marketing in 16 countries. 

e 

Edward G. Kothe is now industrial 
relations adviser for Socony Mobil Oil 
Co.’s Michigan-Ohio division at De- 
troit. Kothe replaced F. W. Me- 
Cracken, who was named _ district 
manager for Socony in Cleveland. 

e 

Harold S. Skinner of Houston, has 
been promoted to associate general 
counsel for Continental Oil Co. spe- 
cializing in government relations. 
Skinner was formerly administrative 
assistant to the president. 

e 

Joseph H. Moran is now manager 
of the marine sales division of The 
Texas Co.’s domestic sales department. 
He succeeds the late J. G. van Sant- 
voord. 

Since 1945, Moran has been assist- 
ant manager of industrial sales for 
Texaco’s southern territory. 

e 

Louis W. Lerda succeeds Harry D. 
Kolb as manager of Esso Standard Oil 
Co.’s employe communications divi- 
sion. The division works full time on 
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building better understanding among 
management, unions and employes. 
Kolb, who headed the division since it 
was organized three years ago, is now 
assigned to the development of re- 
search projects in the employe-rela- 
tions field. 
+ 


A. T. Hague, former assistant man- 
ager, is now manager of asphalt and 
heavy fuel sales for Standard Oil Co. 
(Indiana). Hague takes the place of 
E. W. Miles who retired March 1 after 
35 years with Standard. Miles has also 
retired as president of the Murphy- 
Miles Oil Co., a Chicago retail fuel oil 
sales organization he founded in 1921. 
When Standard purchased the Mur- 
phy-Miles Co. in 1933, and made it a 
wholly-owned subsidiary, Miles con- 
tinued as its president. H. H. Wilhelm, 
former vice president, succeeds Miles 
as president of Murphy-Miles Co. 

Miles was a pioneer in the develop- 
ment of fuel oil and oil burners for 
home and industrial heating. A son, 
William A. Miles, is also in the fuel 
oil business, operating the Norshore 
Fuel Oil Co. outside of Chicago. 

e 

Charlie (“Choo-Choo”) Justice, 
former All-American football star at 
University of North Carolina and later 
a professional, has given up the game 
for good. He became a Phillips 66 
jobber last month, operating out of 
Hendersonville, N. C. During the past 
year, Justice has been with the Ameri- 
can Oil Co.’s Charlotte office, working 
in public relations. 

7 

C. E. Skinner 

takes on a new 

job as coordina- 

tor of all market- 

ing activities for 

Gulf Oil Corp., 

with headquarters 

in Pittsburgh. He 

will share the re- 

sponsibility for 

the formulation 

Giiaaer and coordination 

of policies, plans 

and programs for Gulf’s international 
marketing activities. 

Skinner succeeds R. A. Hunter, who 
was recently appointed general man- 
ager, retail and jobber sales, for Gulf’s 
domestic marketing department (see 
March NPN, p. 185). 

A native of Pittsburgh, Skinner 
joined Gulf in 1931 as a clerk in the 
marketing department. In 1933, he 
was selected to organize a sales anal- 
ysis unit, and in 1954 was named di- 
rector of the newly created business 
analysis and market research branch 


of the marketing department. For the 
past year, Skinner has been on special 
marketing assignments in Europe and 
South America. 

Sd 

Thomas G. Wise has been named 
president of H. Earl Clack, Inc., the 
wholly-owned marketing subsidiary of 
Husky Oil Co. with headquarters at 
Cody, Wyo. Wise is former president 
of McKales Corp., Seattle. 

In his new post, Wise will head all 
the gasoline and light-ends marketing 
outlets formerly operated by Husky, as 
well as 200 outlets of the 41-year-old 
Clack Co., purchased by Husky in 
December, 1954. Wise began his mar- 
keting career with Union Oil Co. in 
1931, and prior to joining McKale’s 
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Corp. three years ago, was general 
territory manager at Seattle for Union 
Oil. 
e 
Chester H. Remmel has been ap- 
pointed sales manager of the Amalie 
division of L. Sonneborn Sons, Inc., 
New York. Remmel, former Amalie 
field sales manager, will be responsible 
for Amalie Pennsylvania oil products 
marketing, merchandising, distribution 
and sales activities throughout the 
country. Remmel will make his head- 
quarters at the company’s Franklin, 
Pa., refinery. 
7 
Paul E. Bermingham is a new direc- 
tor and general counsel of General 
Petroleum Corp. He succeeds Don W. 
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Woods, who retired after 40 years with 
the company. Bermingham joined GP 
in 1953 as associate general counsel. 
Prior to that, he was a member of the 
legal staff of Socony Mobil Oil Co., in 
New York. 
e 

Leonard Refineries, Inc., has made 
a series of appointments in its market- 
ing and sales division, following the 
recent merger with Mid-West Refin- 
eries, Inc., and Roosevelt Oil and Re- 


fining Corp. (For details of Leonard’s 
expansion, see p. 182.) 

L. R. Kamperman, a vice president 
and director of Leonard, is now ad- 
ministrative head of the marketing 
department. Kamperman’s staff will 
operate four divisions; Leonard, Mid- 
West, Roosevelt and Industrial. Public 
relations and advertising functions will 
also be under Kamperman’s direction. 

Appointed to general sales managers 
are: R. J. Oosdyke for Mid-West Re- 





\) 


gas. 


1501 Powell Street 





VISI-VAC changes oil in seconds 


Imagine — 12 quick strokes 
and VISI-VAC drains a crank- 
case while the attendant pumps 


This handsome, clean mobile 
unit works anywhere. No air 
hose or electric cord required. 


VISI-VAC will pay for itself 
quickly—and bring your cus- 
tomers back for more fast, clean 
oil changes. 


VISI-VAC, your round-the-clock salesman means 


more oil sales—greater profit. 


WRITE NOW—DATA FOLDER 


Learn why VISI-VAC eye appeal draws customers—and 
VISI-VAC performance holds them. 


Attention: DISTRIBUTORS 


selected territories open 


APEX MANUFACTURING COMPANY 


Export Agents: VISI-VAC COMPANY 
80 Broad St., N. Y. 4, N. Y. 
Cable: EXIMPORT 


Okland 8, Calif. 














fineries; A. Paul Elliott for Leonard 
Refineries; W. E. Randolph for Roose- 
velt Oil and Refining; and Stanley P. 
Martin for Leonard’s newly-created in- 
dustrial division. The new industrial 
division combines the industrial mar- 
keting activities of the three merged 
companies. Within the industrial divi- 
sion, L. W. Waler has been appointed 
marketing manager, asphalt depart- 
ment; Harry Webster, marketing man- 
ager, industrial fuel oil; Jack A. Steffe, 
manager, special products sales, East- 
ern division, with offices in Detroit; 
and L. T. Fallan, special products 
sales, Western division, with offices in 
Alma, Mich. 
e 

John McDougal is now Fresno, 
Calif., district manager for Shell Oil 
Co., succeeding Arthur C. Guske, who 
has retired. McDougal was formerly 
manager of the Stockton, Calif., dis- 
trict. He is succeeded there by Rex W. 
Reynolds. Reynolds was fuel oil man- 
ager in Los Angeles before his transfer 
to Stockton. 

e 

Clare Reimer has been appointed 
sales manager of Frontier Oil Refining 
Co.’s newly-organized central division. 
The central division was formed from 
areas formerly served by the Eastern 
and Western divisions. It includes all 
of Wyoming, South Dakota, northern 
Colorado and an area of western Ne- 
braska. 

Reimer was former zone manage! 
in Eastern Nebraska. 

Another appointment at Frontier is 
that of Elwood Amen, who now heads 
sales control—a new position. He will 
coordinate and supervise truck sales, 
field marketing representatives, service 
station training and traffic. 

e 


Robert W. Fawcett of R. Fawcett & 
Sons Co., Cambridge, Mass., is the 
new chairman of Better Home Heat 
Council, Greater Boston’s oil-heat pro- 
motion group. He succeeds Thomas J. 
Scott of Buckley & Scott, Watertown. 

Other officers are Alvin O. Bicknell 
of Alvin Hollis Co., William J. Bursaw 
of Bursaw Oil Corp., and Richard L. 
Gardner of General Heat & Appliance 
Corp. 

e 

Shell Oil Co. has presented the first 
in a series of award dinners honoring 
Shell jobbers and distributors for their 
long association with the company. 

J. G. Jordan, vice president in 
charge of marketing, presented the 
awards to 54 St. Louis division jobbers 
who received 25-year business associ- 
ation award pins. Twenty-one jobber 
companies were presented’ with 
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plaques, and three distributors in the 
St. Louis division received awards. 

The program underlines Shell’s ties 
with its jobbers and distributors who 
handle 40% of the firm’s total volume. 

2 

P. L. Morell, manager of The Texas 
Co.’s New York sales division, has 
announced that 16 oil company execu- 
tives have been appointed to the 1956 
operating committee of the New York- 
New Jersey Oil Industry Information 
Committee. Morell is operating com- 
mittee chairman. 

s 

Imperial Oil Co., Ltd., has organ- 
ized a new sales district at Prince 
George and has appointed Jack Ley- 
land as manager. J. A. Finucane will 
be the new district’s sales supervisor. 


Doyle Tracy 

Robert G. 
Tracy, former 
Cleveland — divi- 
sion sales man- 
ager for Standard 
Oil Co. (Ohio), 
has been _ pro- 
moted to a newly- 
defined _ position 
of general man- 
ager for all divi- 
sion sales. 

Tracy joined 
the company as an office boy in 1916. 
He became manager in Marion, O., in 
1932, and in Toledo three years later. 

Succeeding Tracy as manager of the 
Cleveland sales division, is William H. 
Doyle, formerly division sales man- 
ager in Akron. Doyle has been with 
Sohio since 1930 when he joined the 
company as a service station salesman. 

Taking Doyle’s place at Akron is 
Elmer E. Koenig. Since 1945 Koenig 
has been assistant manager in the 
Cleveland division. Koenig also started 
with Sohio as a service station sales- 
man. 


Koenig 


* 

Michael Chionchio of Allied Fuel 
Oil Co. will head up Fuel Oil Mer- 
chandising Co-operative, Inc., of 
Brooklyn, N. Y., for the second con- 
secutive year. Other officers are Arthur 


Saracino of Triangle Utilities, vice 
president, and Joseph Koplo of K & K 
Heating Corp., treasurer. Harry 
Kerner was re-elected to his eighth 
term as executive secretary. 

Frank Fasano of Fasano Bros., Paul 
Tremper of Sunshine Burner Corp., 
Ben Leiberman of B & L Fuel Oil Co., 
and Nat Ross of Pam Oil Co. are 
members of the board. 

Y 

New president of the California 

Petroleum Marketers Council is Kent 


about oil people =jfq 


F. Moore, Hancock Oil distributor of 
Glendale. Moore is also a member of 
the American Petroleum Institute’s 
Jobber Advisory Committee. As presi- 
dent of the California group, he suc- 
ceeds Charles Hodgers of Napa. 

The California Petroleum Market- 
ers Council, which recently arranged 
to take in dealer members, has elected 
Adrian Ogle of Berkeley, a director 
and vice president in charge of dealer 
relations. Ogle is former executive vice 
president of the National Congress of 





Extra Value Features that 

Assure Economy and Endurance... 
Domed Pistons and Cylinders 
Straight Line Air Flow 
Thin, Deep Cooling Fins 
No-load Starting 
Roller-Type Crankshaft Bearings 
Simplified Maintenance 


Today you need Champion Quality to provide the best in automotive service. 


Costs and competition demand that every 
shop service operation be run at top 
efficiency to increase your profit edge! 

With a Champion Air Compressor on 
the job, you know your demands for a 
steady and dependable air supply will 
be met fully! 


AIR HOSE 
REELS 


Single-Stage 
Automatic Compressor 


Champion's enviable reputation for 
dependable, full capacity operation is a 
result of 37 years of compressor special- 
ization. The finest materials .. . proven 
automotive-type compressor design 
mean years-longer dependable, eco- 
nomical service with CHAMPION! 


SELF-LUBRICATING 


CAR WASHER 


See Your Champion Jobber... 


He’ll show you Champion's 32 model com- 


pressor line-up .. 


AUTOMATIC 
TANK DRAIN 


economical, 


HAMPION 


. and explain how these 
extra value features mean more efficient, 
longer-lasting compressor 
operation! For a FREE CATALOG write... 


PNEUMATIC Oot a = a a On Oe 


846 N. PLEASANT ST. 
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PRINCETON, ILLINOIS 





Tank 

Truck 
Operators 
with 

an 

Eye 

to 
ECONOMY 
EFFICIENCY 
and 
DEPENDABILITY 
Install 


SELF-PRIMING 
SERIES 3600 PUMP 
PRESSURES TO 90 P.S.I. 
SIZES 40 to 300 G.P.M. 





WITH 
MECHANICAL SEAL 


Xo ola ty Fines 


SEE 
YOUR 
DISTRIBUTOR! 


GEO. D. ROPER CORPORATION 
474 BLACKHAWK PARK AVE., ROCKFORD, ILL. 


about oil people 


Petroleum Retailers and a member of 
the API’s Service Station Advisory 
and Code of Ethics Committees. 

& 

Lionel J. Bourgeois has been pro- 
moted from assistant manager to man- 
ager of Creole Petroleum Corp.’s sales 
department. He succeeds W. B. Cleve- 
land, now manager of the Amuay re- 
finery. 

e 

Six Michigan oil men have received 
American Petroleum Institute awards 
for their work in Oil Industry Infor- 
mation Committee activities. Recipient 
of a gold award for outstanding serv- 
ice was S. F. Poole, Penola Oil Co., 
Detroit. 

Five men getting silver awards for 
meritorious service were: Anderson 
Bowmen, marketer of Sinclair prod- 
ucts, Niles; R. E. Kissling, Sun Oil 
Co., Mt. Pleasant; Jack L. Landstrom, 
Refiners Transport & Terminal Corp., 
Detroit; O. F. Schneider, Shell Oil, 
Grand Rapids, and Frank R. Schultz, 
Standard Oil Co. (Indiana), Detroit. 

E. William Endter, former president 
of the California Oil Co., who resigned 
to join the Louis Wolfson fight for 
control of Montgomery Ward, plans 
to return to the petroleum industry. 
Endter just recently resigned as presi- 
dent and director of the Devoe and 
Raynolds Co., paint manufacturers. 

e 

C. G. Wood is now regional man- 
ager, wholesale sales, for Standard Oil 
Co. of California at Fresno. Wood 
succeeds E. E. Wall, named general 
sales manager for the California Oil 
Co.. (see p. 230). 

Prior to this appointment, Wood 
was assistant manager of the market- 
ing department’s motor fuels division. 

e 

Edward H. Sickles, Jr., moves from 
Newark, N. J., to Detroit, Mich., 
where he takes on a new job as man- 
ager of the Saginaw District of Socony 
Mobil Oil Co.’s White Star division. 
Sickles was formerly retail marketing 
assistant in the Newark district. 


Death... 








A. J. Hedlund, 71, former president 
of the W. H. Barber Co., died of a 
heart attack March 1, at his winter 
residence in Clearwater, Fla. 

Hedlund started his oil career as a 
clerk in 1902 for the Penn Oil and 
Supply Co. He later went with the 
Indian Refining Co., and in 1912 
joined the W. H. Barber Co., as secre- 
tary. He served as president of the 
firm from 1939 to 1947. 
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SOMING MEETINGS 


APRIL 


American Society of Lubrication Engineers, 
annual meeting, William Penn Hotel, Pitts- 
burgh, April 4-6. 

Virginia Oil Men’s Assn., semi-annual meet- 
ing, John Marshall Hotel, Richmond, 
April 9-10. 

Virginia Petroleum Jobbers Association, an- 
nual meeting, John Marshall Hotel, Rich- 
mond, April 9-10. 

Natural Gasoline Assn. 
annual convention, 
Worth, April 11-13. 

Oil Industry Central TBA Meeting, Muehl- 
bach Hotel, Kansas City, April 16-17. 

National Petroleum Assn., 53rd semi-an- 
nual meeting, Hotel Cleveland, Cleveland, 
Ohio, April 18-20. 

National Tank Truck Carriers, annual meet- 
ing, Shoreham Hotel, Washington, D. C., 
April 23-25. 

Eastern Petroleum Credit Managers Assn., 
19th annual conference, Hotel Somerset, 
Boston, April 23-25. 

Greater Philadelphia Fuel Conference, an- 
nual meeting, Warwick Hotel, Philadel- 
phia, April 25. 

World-Oil Exposition, Houston, 
25-29. 

Fuel Oil Distributors Assn. of New Jersey, 
annual meeting, Berkeley-Carteret Hotel, 
Asbury Park, April 25-27. 

Oil-Heat Institute of Wisconsin, Hotel Wis- 
consin, Milwaukee, April 26. 

Independent Petroleum Assn. of America, 
midyear meeting, Statler Hotel, Los An- 
geles, April 29-May 1. 

Pennsylvania Petroleum Assn., annual meet- 
ing, Bedford Springs Hotel, Bedford, 
April 29-May 1. 

Association of American Battery 
facturers, Shoreham Hotel, 
D. C., April 30-May 2. 


35th 
Fort 


of America, 
Texas Hotel, 


Texas, April 


Manu- 
Washington, 


MAY 


AEmpire State Petroleum Assn., spring con- 
vention, Mark Twain Hotel, Elmira, May 
6-8. 

Liquefied Petroleum Gas Assn., convention 
and trade show, Conrad Hilton Hotel, 
Chicago, May 6-9. 

Alndependent Oilmen’s Assn. of New Eng- 
land, annual convention, Sheraton-Plaza, 
Boston, May 8. 

Indiana Independent Petroleum Assn., French 
Lick Springs Hotel, French Lick, May 
9-10. 

ANational LP-Gas Council, 
ing, Conrad Hilton Hotel, 
10. 

ANational Assn. of Oil Equipment Jobbers, 
Mark Hopkins Hotel, San Francisco, May 
10-11. 

AOil-Heat Institute of Wisconsin, 12th an- 
nual rally and exhibits, Hotel Wisconsin, 
Milwaukee, May 10-11. 

Louisiana Oil Marketers Assn., annual meet- 
ing, Roosevelt Hotel, New Orleans, May 
13-14. 

AGasoline Pump Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, May 16-18. 

National Oil Jobbers Council, Atlanta Bilt- 
more Hotel, Atlanta, May 17-19. 

Tennessee Oil Men’s Assn., spring meeting, 
Hotel Lookout Mountain, Chattanooga, 
May 20-22. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Atlanta Bilt- 
more Hotel, Atlanta, Ga., May 21-23. 

American Petroleum Institute, Division of 
Marketing, Lubrication Committee, Broad- 
moor Hotel, Colorado Springs, May 23-25. 

AWestern Petroleum Refiners Assn., Hotel 
Secor, Toledo, May 24-25. 


mid-year meet- 
Chicago, May 


North Carolina Oil Jobbers Assn., 
meeting, Convention Cruise, 
Bermuda,’ May 26-June 2. 

Interstate Oil Compact Commission, mid- 
year meeting, Statler-Hilton Hotel, Dallas, 
May 30-June 2. 


annual 
‘Queen of 


JUNE 

ASociety of Automotive Engineers, Chal- 
fonte-Haddon Hall, Atlantic City, June 
3-8. 

Oil Heat Institute of America, 
Sheraton Hotel, New York, 
with OHI’s heating show at 
Colliseum, June 11-15. 


Park 
concurrent 
New York 


APetroleum Packaging Committee, Statler 
Hotel, Boston, June 12-13. 

American Society for Testing Materials, 
Committee D-2 Petroleum Products and 
Lubricants, Chalfonte-Haddon Hall, At- 
lantic City, June 17-22. 

AWisconsin Petroleum Assn., 
Lodge, Delavan, June 19. 

AWestern Petroleum Refiners Assn., Broad 
view Hotel, Wichita, June 21-22. 

ANorthwest Petroleum Assn., Edgewater 
Beach Hotel, Detroit Lakes, June 25-26. 

AOil-Heat Institute of Wisconsin, Hote! Wis- 
consin, Milwaukee, June 28. 
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SAAT 


THE TIME OF ONE...TRIPLE PROFITS 


A New England dealer says his average 
receipts on car washing after installing 
a WAYNE-WASH were over $400.00 
per month . . . boosted his sales per 
car to $7.00. 

Clean up with this new, fast, easy 
profitable WAYNE-WASH. Gives 
Sparkl-Finish in less than 10 minutes 


. high net return . . . small outlay 
. lets you wash up to 50 cars per day. 
Complete merchandising plan and kit 
for building big wash business. Pays 
for itself with less than two washes 
per day. 
Write for data, folder and our plan 
to help you clean up on washes. 


THE WAYNE PUMP COMPANY 


SALISBURY, 


TORONTO 


MARYLAND 


CANADA °* 
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Build for 





UNDISPLAYED RATE 


$1.50 a line. Minimum 3 lines. Box numbers 
count one additional line, 

POSITION WANTED. Undisplayed rate is one 
half of above payable in advance. 
DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads. 


CLASSIFIED 





DISPLAYED RATE 

The advertising rate is $14.50 per inch for 
Equipment and Business Opportunity advertis- 
ing appearing on other -y - a basis. 
Contract rates quoted on re 
EMPLOYMENT OPPORTUNITIES = — $15.65 per 

inch. Subject to agency commission, N 
ADVERTISING INCH is measured % inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


Send NEW ADVERTISEMENTS to Classified Advertising Division 
NATIONAL PETROLEUM NEWS, 330 W. 42nd St., N. Y. 36, N. 
May issue closes April 10th. 





RE ty LIES (Box No.): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (36) 
CHICAGO: 520 N. Michigan Ave. (11) 

SAN FRANCISCO: 68 Post St. hi 


“CAN DO” TEAM! 


Qualified Sales—Operations partners want Jobbership 
or commission agency “— major Dep: ‘goo 

i fl Will buy out or join forces wi existing jobbe 
Build with {HII! Financially responsib’e, proven record of results. Can 


PORCELAIN ENAMEL EMPLOY M E N il aah 5 hy = 
PANELS and SIGNS Positions Wanted 


330 W. 42 St., New York 36, N.Y. 
by Attention Florida Jobbers—Northwest nitliattin 
agent selling out, desires employment—some 
capital to invest. PW-9450, National Petroleum 
News. 











WANTED 


Fuel Oil and oil burner business 
regardless of size 
in Metropolitan Philadelphia. 


It's good business to dress up your 
station with National Porcelain En- 
amel Panels and Signs. They can't 
fade, will retain their good looks for 


Top Aggressive Sonantive will relocate, age 34, 
rraduate U.S.M.M.A. Married, top reference ... 
experienced in: merchandising, advertising, 
transport operation, real estate leases, real 
estate purchases, lease option purchases, con- 
struction of multi-pump stations, maintenance 
and supervision of equipment, control of in- 
ventory in stations, lease or commission oper- 
ation. PW-1029, National Petroleum News. 
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years, require a minimum of upkeep. 





Porcelain Metal Products Division 


WANTED 


Manufacturing anutiny nN USED TRUCK TANK, 
Plants Hl ENUIPMENT-ased in i} | . 2500 to 3000 gallon Capacity, Must be in good 
Center, Cononsburg and } Mit Mt Hl condition. Three or four compartment. Will pay 
Pittsburgh, Po. Carnegie, Pa, =| cash. Write to 
PRODUCTS COMPANY ane ine Sale EES ee a9 ee R. R. PETERS 


Executive Offices 
2 Gateway 


— — P.O. Box 315, Purcellville, Virginia 

5200 gallon, 1950 Frazier, Tandem, 6” air, 10.00 

Member: Porcelain Enamel Institute x 20, -70% tires. 20” Budd Wheels, clean 3 com- 
pe artme nts, Double Bulk Heads, streamline 
skirting, 3” lines, 2” valves, valve box priced 


for immediate sale, available April 1. "Custom 
Trailers, 1631 College, Springfield, Missouri. WANTED 
Phone 2-5526. 5750 gal. 3 or 4 compartment trailer, used, in 
| rath bettaesi iatiniiaait z Ss = good condition. Also 1800-plus gal. straight 
Send i ull 


; s and 
Freckout Tandem Axle Semi Trailer Tank. Five pe le —_ — 
compartment, 5000 gal. capacity. Tank in ex- , 
cellent condition. Under carriage slightly dam- 











. M. Baker 
303 S. Front St., Columbus, Ohio 








What Is 
Your Need? 





Do you need competent men for 
your staff? Men experienced in 
the Petroleum industry. Men to 
fill executive, sales or technical 
positions? Or are you looking 
for—or offering—a business op- 
portunity of special interest to 
men in the industry served by 
this publication? 








Or are you seeking buyers for 
surplus used equipment, or want 
to buy such equipment? 








The solution of any of these 
needs can logically be found first 
among other readers of National 
Petroleum News. You can get 
their attention, at small cost 
through an advertisement in this 
“CLASSIFIED” Section of NA- 
TIONAL PETROLEUM NEWS. 





and crossover, emergency valves and remote 
control, torsion bar suspension, 10.00x29 tires, 
50% worn. Available immediately at $2,500.00. 
FS-9467, National Petroleum News. 
in selling petroleum properties. Ole Brodd, Pe- 
troleum Marketers, 605 Produce Bank Bldg., Min- 
Carolina, South Carolina and Georgia. Write 
BO-8621, National Petroleum News. 
handled 100% confidential. Write BO-1019, Na- 
tional Petroleum News. 
Lubricating Oils and Greases 
Would appreciate a collaboration with an outstanding 


aged. Will sell very cheaply as is or make 
necessary repairs. Can supply power unit if de- 
sired. Malbin Motor Sales, 10522 Quincy, Cleve- 
land, Ohio—SW 5 126. 
For Sale—one 1948 Fruehauf Trailer, three com- 
partment, 5,500 gallon capacity, 3” manifold 
hy ll TT | | | WM 
for the Bulk Oil Plants—Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
neapolis 3, Minnesota. 

Re 8) N Unusual opportunity for equipment manufac- 
turer desiring expanded outlets in following 
states: Virginia, West Virginia, Tenn., North 
Unusual Jobbership located in North Eastern 
New Mexico, been established 25 years. Million 
three quarter gallons in 1955, plenty of room 
for expansion, transports, stations, bulk plant 
and land $125,000.00 deal, all information 

a parsers Baatitn aula sale ection a 
Italian Company in Milan Founded 1882 
Capital $280,000 Dollars 
Plants 80 Acres Personnel 200 
Specialized in manufacturing and distributing 
American Company of the same Branch for an higher 
utilization of his possibilities. 
LUBRIFICANTI ERNESTO yong ““OLEOBLITZ" 
Via 


Murat 84, Milan, Italy 
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SACRIFICE PRICES 
ON LIQUID HAULERS 


1948 Heil 4500 gallon, one-compartment, 
single axle trailer, +:K139, $1375. 
1948 Fruehauf 4430 gallon, one-compart- 
ment, single axle frailer, ++K148, $1375. 
1949 Fruehauf 4545 gallon, one-compart- 
ment, single axle trailer, +:K159, $1500. 
1950 Trailmobile, 5600 gallon, 3-com- 
partment, tandem axle, +-M-265A, $2800. 
1950 Trailmobile 4580 gallon, one-com- 
partment, single axle trailer, +:K174, 
$1675. 
1950 Heil 4600 gallon, one-compartment, 
single axle trailer, ++K178, $1675. 
1946 Butler 5800 gallon, 3-compartment, 
tandem axle, +M-233, $2300. 
1952 Fruehauf 5400 gallon, 2-compart- 
ment, casing head transport, new fires, 
K40, $3400. 
1949 Std. Steel 5155 gallon, one-compart- 
ment, single axle +K160, K165, $1500 
each. 
1948 Penn Furnace 4420 gallon, one-com- 
partment, single axle, +:K149, $1375. 
1950 Heil 4610 gallon, one-compartment, 
single axle, +K181, $1675. 
1947 Butler 5200 gallon, 3-compariment 
fandem axle, ++M226, $2300. 
1953 Butler 4150 gallon, Asphalt one- 
compartment, +K101, K102, $4500 each. 
1948 Heil 4500 gallon, one-compartment, 
single axle, fuel oil transport +139, 
$1375. 
Choice of many others. 
Wire, phone collect or write office nearest you 
BUTLER MANUFACTURING COMPANY 
Dept. A 7400 E. 13th St., Kansas City 26, Mo. 
Phone: BEnton 7400 





UNUSUAL OPPORTUNITY FOR 
TOP REFINING EXECUTIVE 


If you already have a good top executive job in the refining industry 
but want to further improve your future with a large fully-integrated 
mid-western oil company—+this may be the most important adver- 
tisement you ever read! 


A proven ability to manage and operate a progressive 
and aggressive refining program including the manufac- 
ture of gasolines, lubricating oils and waxes is required 
... a technically trained man with considerable practical 
operating experience would be ideal . . . . abilities in per- 
sonnel management of more than 1,500 employees is 
essential. You and your family will enjoy living in one of 
the most metropolitan cities in the south-west. 


If you are this executive, between the ages of 45 and 50, interested 
in a vice-president’s status (you may be one now—and we hope so), 
a liberal stock option arrangement in a large fully-integrated com- 
pany which is still growing, and a salary commensurate with abili- 
ties and production results—it will profit you to write today for 
appointment interview. 
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520 N. Michigan Ave., Chicago 11, Ill. 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also — Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtlandt 7-8090 
New York 7, N. Y. 








Wanted . . . Senior—vJunior 
SALES EXECUTIVES 


Large oil company needs men with managerial capabilities 
to participate in broad scale marketing expansion. 


Please address 


P 1016 National Petroleum News 
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OPPORTUNITIES 








business; personal or personnel; finan- 


cial; equipment; ete., may be offered or 


located through the classified advertising 


section of NATIONAL PETROLEUM 


NEWS 


FOR SALE . . 
—i949 Dodge Truck with tank 4-compartments, 
nay Ry pump, barrel racks both sides total 
gallonage 1005 now in use. Price $900.00. 
i—Fruehuff Trailer with 1960 gallon tank 8-com- 
partments total 1960 gallons, barrel racks both sides, 
double-bulkhead, rear can box and discharge from 
rear. Price $350.00. 
A. S. TURNER, Jr., Distributor 
P.0. Box 147, Chestertown, Md. 


SALESMAN 
PETROLEUM ADDITIVES 


to has opening for man experienced in 
the fields of fuels and lubricants for the sale 
of additives to industry. Educational background 








in chemistry and automotive engineering desir- 
able. Reply giving education, experience and 











salary required to: 


MONSANTO CHEMICAL COMPANY 


J. E. Russell, Technical Employment 
Organic Chemicals Division 


800 North Twelfth Street 
St. Louis, Missouri 


FOR SALE 


One Oil quart filling machine—Capacity: 250 cs. per 
hr. Turn Table. M & S 6 pocket filling machine. 
P.29 Angelus sealing unit. !—easing unit. 

Can be seen in operation, $7,500.00 for complete unit. 


FS 1087 National Petroleum News 
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ADVERTISERS 


This index is published as a conven- 
ience. Every care is taken to make it 
accurate, but NATIONAL PETROLEUM 
NEWS assumes no responsibility for 
errors or omissions. 
AC Spark Plug Div. General 

Motors Corp. 
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Shure installation at Wayne Shell Station, Emma & Jennings Rd., Jennings, Mo. 


This 13 ft. long by 7 ft. high Shure unit sells more gasoline, oil, and TBA items, too. 
WITH SHURE MERCHANDISING FIXTURES 
eye Every square foot of space sells 
es more service...more gas and oil 


Shure engineers are currently designing and manufacturing selling-fixtures that bring 
in greater sales and profits to many of America’s leading oil « i 





Your stations, too, will sell more home, garden, do-it-yourself, TBA items AND MORE 
GAS AND OIL when they're planned right with Shure-built interiors. 


Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. 


@a/ure 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 



























































INCREASE YOUR CHANGEOVER PROFITS; 


STOCK UP = NOW = ON SUN OILS AND GREASES 


Spring changeover is just around the corner. And 
it can spell P-R-O-F-I-T. 


Today there are more cars on the road than 
ever before. This can mean more business for you. 
Be ready to meet the constantly increasing 
potential of Spring, with an adequate supply of 
Sun oils and greases. 


HU bbard 2-7765 DALLAS 
HA rrison 7-2562 


GA rfield 3930 
CLEVELAND....VU Ican 3-6100 


DETROIT 


MONTREAL 


PRospect 1611 
WO odward 1-7240 
JACKSONVILLE... .EX brook 8-5715 
WIllbank 2131 


Lubricating oils and greases, finished SAE oils, 
blending stocks or grease bases... whatever your 
wholesale needs may be, the man from Sun can 
help you fill them. 


Stock up now for the profitable Spring change- 
over period. For complete information, call your 
Sun representative today. 


NEW YORK City . LE xington 2-9200 
PHILADELPHIA... . KI ngsley 6-1600 

GRant 1-1645 
GLadstone 3581 


PITTSBURGH 
TORONTO 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY, PHILADELPHIA 3, PA. 


IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





